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[bookmark: _Toc122418180]1.0 Introduction 
Many believe that marketing is advertising and selling, but it is not the complete story. Marketing is the principle which will ensure producers of goods and services can match with the desires and wants of consumers. The process of marketing is one of the core functions of a business, both large and small since it cater with most of the important features of a business (Sony, Spotify and the statistical symphony, 2013). Also, marketing will help to realize the competition in the market place and to make certain all consumers are reached with the correct and perfect product at the right place and time. 
[bookmark: _Toc122418181]2.0 Innovative marketing strategies for raising awareness of the brand 
One of the most popular premium music streaming services that is used by everyone all around the world is Spotify. It is regarded as the king of music among everyone who streams music in the digital platform (Zhao, 2000). Spotify's website has millions of streamers and listeners, creating it an ideal place for musicians, artists, content creators and other podcasters to bring their work to a comprehensive audience. Spotify came into existence as a result of music piracy which affected and caused problems to music creators. Taking the best use out of the problem, Daniel and Martin introduced Spotify. 
Marketing mix of Spotify set the main constituents which form the marketing strategy of the company. The marketing mix can be divided as Product, Price, Place and promotion. 
[bookmark: _Toc122418182]2.1 Product 
The main product which Spotify sells is Music. In the past, traditional methods of purchasing music was through CDs, cassettes, tapes. And with the introduction of the modern technology, such traditional methods are nowhere to be seen. According to Spotify, music can be download using the intent. Consumers can obtain more features and facilities by obtaining the premium feature. Such users can avoid advertisements and select the content they prefer (Kolberg, 2007). 
[bookmark: _Toc122418183]2.2 Price 
In Spotify, users can listen to the content freely or by paying a subscription. The model which Spotify follows is a freemium models as it allows users to watch and see advertisements while using the free service from Spotify. Advertisements generate revenue to Spotify. Depending on the various needs and wants of the user, customers can choose from the four premium pricing models namely, Individual (744rs / month for 1 account), Duo (968rs / month for 2 accounts), Family (1117rs / month for up to 6 accounts) and Student (371rs/ month for 1 account) (Suharyono and Astuti, 2020). The prices of each category would vary between countries. 
[bookmark: _Toc122418184]2.3 Place 
In the past, listening to music was highly complicated. People had to purchase CDs, Cassettes, tapes, use the radio or download music from the internet. Spotify entered the international market, when almost everyone around the world started using internet. Since Spotify can be accessed by anyone around the world, place where Spotify can be found is through an online platform (Sneed et al., 2011).
[bookmark: _Toc122418185]2.4 Promotion 
Social media is the highly used approach followed by Spotify. It uses influencer marketing to the maximum. In addition to that, Spotify’s growth has been achieved through the use of word of mouth marketing strategy. Keeping this in mind, authorities strategize and plan to form the product bigger and bigger.
[bookmark: _Toc122418186]3.0 The marketing strategy of Spotify
[bookmark: _Toc122418187]3.1 Social media marketing 
Social media handles of Spotify are very independent and specific than others. Every social media handle of Spotify would make posts about new artists, latest albums and prioritize new album updates in the music industry. It uses different social media handles to cater to various geographical locations. In addition to that, Spotify has introduced different types of hashtag campaigns and social media trends to bring out more awareness to the brand (KARA and HÜNKAR, 2018). Also, influencer marketing is effectively used by Spotify as it enters in collaborations with them and run sponsored ads. In the year 2017, the company came up with the hashtag “#2018Goals” which gained a very high level of popularity. 
[bookmark: _Toc122418188]3.2 Data-driven Marketing Campaign
Spotify uses Spotify to sell Spotify. It means the company has understood and grasped the master of selling its art using its own streaming platform. Music records and marketing content is used to sell its own products in the market. As an example, in the year 2016, Spotify has run a campaign that had united users in the music platform. In addition to that, due to the death of various celebrities, Trump becoming the president of USA, Spotify came up with the campaign, “Thanks 2016, it’s been weird.” It was used by Spotify to create an amusement and to make the audience laugh (Florez Ramos and Blind, 2020). 
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[bookmark: _Toc122418174]Figure 1 - Data-driven Marketing Campaign
[bookmark: _Toc122418189]3.3 Meme marketing
Furthermore, Spotify uses meme marketing to its best to target the millennial users. It was used to make users laugh while selling its brand. This strategy was adopted to inter connect with the target market. 
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[bookmark: _Toc122418175]Figure 2 - Meme marketing
While most brands has adopted various social media platforms to market its brand, Spotify has used conventional media to mix with unconventional marketing communication. Also, Spotify has used Billboards to include memes and billboards catch the eye of the user. So, Meme marketing is the way the music company has catered with its target customers. Further, Spotify offers users a subscription-based model where the users are able to download songs and stream music without any advertisements being played (What Makes a Song Trend? Cluster Analysis of Musical Attributes for Spotify Top Trending Songs, 2020). Such version is called the premium version which is the paid version of Spotify. The price of the basic model is somewhat affordable to all users. Another important fact about the subscription model is that it offers a one-day subscription to users for just 7 dollars. It allows users to stream music without any ads and it enables to download about 30 songs at once. 
[bookmark: _Toc122418190]3.4 Personalized Marketing 
One of the secrets for the success of Spotify is the personalized experience it gives to its customers. Spotify offers customers with a personalized experience from the moment the user install the app for the first time. Based on the preferences of the user, its content could be edited. Using strategies such as user-based content and personalized advertising has made company successful and has created a major hit. This feature has been promoted using the hashtags #2020Wrapped and #2019Wrapped every year to advertise this attribute (Executive summary of ‘Recommendations as personalized marketing: insights from customer experiences’, 2014). The Spotify wrapped feature shows what the users had been listening during the entire year. It shows the preferences of the users, favorite artists, total number of songs which the user had listened the entire year. It will allow Spotify to connect with users to a personalized level. 
[bookmark: _Toc122418191]3.5 Brand Endorsements
A brand that associate with Millennials and Gen-Z demands an ambassador who can do the same. So in India, the music streaming company has settle the perfect brand ambassador for Spotify. Popular actor Anil Kapoor promotes the brand, and the actor's capability to associate with young people is why Spotify wants him to advocate the brand. Furthermore, the latest campaign of Spotify for women’s day, “FlexYourPowertoListen was done the singed Neha Kakkar (Chen et al., 2013). It is the brand which should identify whom it chooses to promote themselves to reach to people all around the world. 
[bookmark: _Toc122418192]3.6 Enhance User experience
The user experience should be well focused when a brand offers its service using the internet and in a digital platform. The features of the app ensures Spotify is one the right track. The minimalistic features and designs of the app make sure the user experience is better. Not just the app, even the Spotify website has enhanced and better features with clean and minimalistic features to make sure users navigate through it easily and conveniently. 
[bookmark: _Toc122418193]3.7 Event marketing
Another important strategy which Spotify has used is event marketing in order to target large crowds of users. Spotify is the exclusionary e-sports audio service provider for Riot Games' "League of Legends". This is their multi-year arrangement and Spotify's first global paid sponsorship deal. League of Legends is a big event and sponsors the event. Spotify will enhance the official League of Legends hub for music on Spotify, including 5 million monthly listeners, where they can add music, podcasts, and playlists encouraged by the gaming community (Nufer, 2015).
[bookmark: _Toc122418194]4.0 Managing and evaluating the stakeholder’s expectations through the Porters Five Forces Analysis
[bookmark: _Toc122418195]4.1 Porter’s Five Forces Analysis 
Several large multinational companies control the global music streaming industry. An increasing level of competition was seen since there were low switching costs and most of the time companies always compete to get more subscribers. Spotify, Apple, Amazon, YouTube, Pandora are the largest firms that control the music streaming industry. If companies have the required capital to enter the music streaming market, music streaming market is highly attractive (Mhlanga, 2018). 
Bargaining power of Suppliers 
Even though suppliers in the music streaming industry has a high bargaining power, nowadays it has become lower. In this industry, suppliers are the people who will have the copyright and they could be distributors or artists of music works. To stream audio, Spotify has to pay royalties to the songwriter and they should also obtain a license from the owner of the copyright to pay the audio file. As the number of audio streaming companies increase day by day, bargaining power of supplier increase. Since the music rights holders have the majority of right, music streaming companies have to struggle with them to survive in the market (So, 2018). When comparing this with the podcast distribution service, individual content creators have more power. In the year 2020, Joe Regan who is a content creator was able to negotiate with Spotify for his sole rights. Moreover, Spotify can reduce the bargaining power of suppliers by going ahead with backward integration which will make Spotify to create new music or obtaining rights of the music. 
Bargaining Power of Buyers 
To Spotify, the bargaining power of buyers is medium. This medium effect has a moderate effect when considering the attractiveness of the industry. Spotify is solely reliant on the monthly subscriptions which users pay. If a buyer wants to cancel, they can just refuse paying the subscription and switch to another service provider. If another service provider better and convenient service, customers will be willing to change the service provider. However, just because a few number of subscribers leave Spotify will not have a major impact to the company since it has a large number of subscribers (Bargaining power of suppliers, 2014). 
Threat of Substitutes
The threats of substitutes in the field of music streaming is quite low which makes this industry attractive. The music and audio streaming industry has a large number of customers since the music library of Spotify can be accessed easily. Eventhough buying a CD or tape is an option, it’s quite expensive and inconvenient. Also, even if an individual listens to the radio, it will not allow the user to listen to the song which he or she wants. 
Threat of new entrants 
Threat imposed by new entrants to the audio and music streaming industry is low making the industry more attractive to Spotify. If a new company wants to join the music streaming industry, it has to have a high capital due to the high cost of in obtaining licenses. If a new entrant wants to enter the industry, it has to obtain financial help from existing companies such as Amazon, Apple. Moreover, every company in this industry provides the same service, therefore differentiating the service is difficult for the providers. In this industry, users are not brand loyal therefore convincing a customer to switch the service provider will be difficult without having a service which would stand ahead. 
Industry Rivalry 
One major factor which reduces the attractiveness of the music streaming industry is the rivalry among the competitors of Spotify. Almost every competitor of Spotify provides the same service and has the same prices. Every competitor will provide similar types of music. Due to the low switching costs, customers are able to switch services from one supplier to another. Audio streaming companies comprehend themselves by integrating into the ecosystem of other companies' products, integrating into smart speakers and wearable’s, and subscription packages (TSENG, 2022). The growing application for music streaming has companies scrambling to attract new subscribers over these add-on services, as cost circumstances for each competitor are similar. Low exit costs, as there are no large physical assets, reduce competition.
[bookmark: _Toc122418196]5.0 Assessment of Resource and Capabilities
Spotify has fabricated a competitive edge in the music streaming industry by providing contingent, personalized services such as playlists and music recommendations for listeners. Spotify is able to maintain its competitive edge through the strong brand it has, flexible organizational structure, volume of user data. Such rare, inimitable resources can be taken advantage by Spotify in the music streaming market. 
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[bookmark: _Toc122418176]Figure 3 - VRIO Analysis
Brand Name - The brand name of Spotify is an important resource to the company as it is widely known by everyone around the world as a high quality music streaming service. The brand name of Spotify create a competitive advantage since it would be difficult for other companies to copy the brand power. Finally, Spotify has the organizational capability to leverage its brand to give it a competitive advantage. Spotify can leverage this resource by making use of the personalized marketing campaigns such as Spotify Wrapped (Bhartyadhikara, 2020).
Organizational Architecture - Spotify's organizational structure is a valuable resource because it allows Spotify to boost innovation and productivity through its flexible structure. The organizational structure of Spotify is established on small autonomous groups. Furthermore, this element would be burdensome for other music streaming companies to compete with. Also, companies might already have organizational structures in place which would result in time consumptions for Spotify to adopt. This organizational structure grant small teams to become more agile, innovate faster and more efficiently, which gives Spotify a competitive advantage (Pachali and Datta, 2022). 
User data – User data of Spotify is a beneficial resource since it allows Spotify to adopt machine learning and artificial intelligence to provide users with personalized listening experience. This personalization has increased the appeal for the services of Spotify. Data and information of users is a scare resource and the fact that Spotify has access to such information is a competitive advantage. Also, since it cannot be imitated, it is a scare resource for Spotify. Spotify has exploited this resources by creating personalized music recommendations based on the users data. 
Algorithms – Spotify uses its algorithms based on the aritifical intelligence and machine learning. It is one of most significant benefits to Spotify. Through that, Spotify is able to build customized playlists which provides it a competitive advantage. his resource is both exceptional and inimitable because other companies don't have approach to Spotify-like algorithms and don't have the ability to copy patented algorithms or keep them secret. Spotify has harnessed this resource using continuous innovation based on its algorithms to advance the Spotify product (Duraisamy, 2017).
Content – Spotify’s content is one which is a valuable resource since content is the reason why Spotify is used for. But this resource is not uncommon since almost all major streaming services uses the same type of music and content. However, the detrimental effect of this unpopular resource is that Spotify cannot be distinguished based on the quantity or the exclusivity of the content offered. Spotify can convert this resource into a source of sustainable competitive advantage if it is able to obtain exclusive content from other music streaming companies. Furthermore, Spotify is able to turn its content into a source which generates competitive advantage. In addition to that, Spotify will be able purchase content from right holders of music to a better price rather than from other music streaming companies and it would reduce the costs of Spotify while increasing profits. 
[bookmark: _Toc122418197]6.0 Value Chain Analysis 
[bookmark: _Toc122418198]6.1 Support activities 
Company infrastructure 
The infrastructure of Spotify adds value through its flexible organizational structure. The organizational units of Spotify are categorized into teams of eight people. Each team would absolutely self-determining and answerable to products and services. Such teams will then be groups again to tribes which is larger than teams. This type of organizational structure will prove employees with chances and opportunities to learn and professionally develop to work in teams and also to improve leadership skills and experience (Alam, 2020). When such small and independent teams are used, value would be added to Spotify since it will enable to them to react to incoming trends quickly. 

Information systems 
User experience can be enhanced by using machine learning and artificial intelligence. Information regarding listening can be gathered from listeners. It is thereafter converted to machine learning which is then converted to custom playlists. Spotify's information system contains data on what listeners like, what songs they have skipped, and how long they listened to them. 
Logistics
Music distribution rights in the music streaming market is expanded in logistics. It has been announced by Spotify that they have expanded their service to 85 new markets which has ultimately increased their number of potential users to over a billion. This expansion in the market has added value by allowing Spotify to achieve market share in emerging markets with a significant market growth potential (Girardi Júnior and Ribeiro, 2022). 
Human Resources 
The flexible model of Spotify has delivered more value to the company by providing employees the chance to work where they find most productive. From the year 2021 onwards, Spotify allowed its employees the facility to work from home, at office or wherever they prefer. Further, employees were able to work while travelling to different countries. However, they were limited by the time zone differences and employment laws of different countries. 
[bookmark: _Toc122418199]6.2 Primary Activities 
Research and development 
Contingent insights into the research and development activities of Spotify has added value to the podcast industry. However, the growth market of Spotify has created a podcast market for the company. Value is added to Spotify from its Research and development functions as it has put efforts to sue existing music discoveries and recommended technologies into the podcast space (Florez Ramos and Blind, 2020). Spotify is able to use Algorithms and Artificial intelligence to enhance themselves.
Production 
Users listening music is the production activity for Spotify. It adds value to the value chance by providing the chance to users by allowing them to switch easily from mobile apps, desktops, websites and smart phones. In addition to that, even premium users are allowed to listen to songs on multiple devices at the same time. The website and the app has been created as fun and intuitive by Spotify. The flexibility to use Spotify is a value added activity for Spotify. 
Marketing and sales 
Personalized, customized marketing campaigns are used to add value to the marketing and sales function of Spotify. The personalized report which Spotify generates at the end of the year is one such marketing activity. It shows the artists, genres, podcasts which each user has listened to. Such personalized marketing activities and campaigns bring more value to the brand while creating brand loyalty and enhancements. 
Customer service 
The high use of social media by Spotify has added more value to the customer service activity in the value chain. Social customer service, is the option in Spotify where the issues of customers are quickly heard and responded. The main objective of this social customer services to create a positive interaction with customers. Having positive engagement and fast solution with customers will result in creating a positive brand image. It would ultimately add value to Spotify (PINARBAŞI, 2019). 
Alignment 
The Spotify’s value chain aligns at all times. Firstly, the autonomous groups created in Spotify goes hand in hand with the new ideas and objectives generated by the research and development team. Moreover, the new inventions of the Research and development team is used by the marketing departments such as Spotify wrapped to create new ideas. 
Financial Resources 
The financial analysis of Spotify shows the revenue, growth, profitability, liquidity when it is compared to other competitive companies in the music streaming industry (Vonderau, 2017). 
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[bookmark: _Toc122418177]Figure 4 - Key Financial highlights
[bookmark: _Toc122418200]7.0 Conclusion 
When marketing is done is a company, it should be very clever. Clever marketing will enable businesses to achieve its goals and objectives. Every successful business story has adopted clever marketing. If proper marketing is not done, products will not reach the consumer. As a result, needs of consumers will not be satisfied. Nowadays, marketing has become more targeted, pertinent and successful. Due to high competition in every market, marketing skills has to be very sharp and effective. Marketing is process management which is answerable to determine, predict and satisfy customers request in a cost-effective way (Nickerson, 2019).
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‘Table 1: Spotify and Media Streaming Industry Key Financial Ratios

2017 2018 2019 2020
Spotify Industry Spotify Industry Spotify Industry Spotfy Industry
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