[bookmark: _GoBack]
[image: ]


UNIVERSITY OF WALES TRINITY ST DAVID

SWANSEA
MBA

DIGITAL ENTERPRENEURSHIP ASSIGNMENT 2019


QQ MUSIC 

STUDENT NUMBER: 1803780
STUDENT NAME: WAN WEI


Introduction
QQ Music is a network music platform launched by Tencent Group. It is the leading platform for genuine digital music services and a free music player in Chinese Internet field. QQ music has always been "making music your life" as the goal. It provides online music and rich music community services to users through intimate design, good experience, and massive music library (Baike.sogou.com, 2019). QQ music has witnessed the rise and fall of Chinese digital music in the past ten years of development. It also participated in and promoted the legalization process and ecological exploration of the industry, and changed the development path of the entire music industry through the influence of business models such as paying members, digital albums, and performance economy (Sohu.com, 2019). Today, QQ music has grown from a pure music player to an online music eco-sportsman. However, QQ music also faces many strong competitors. There are NetEase Cloud Music, Shrimp Music and many other digital music companies in China, and there are Spotify listening platforms in foreign countries (Jianshu, 2019). In order to maintain its competitive advantage in such a market environment, QQ music must examine its internal environment.



Main Body
Porter pointed out that corporate value production activities are divided into two main parts, one is basic activities, and the other is supportive activities (Porter, 1990). According to the concept of value chain, as a music player, QQ Music goes through the following steps from creation to market introduction: platform development and design, purchase of audio source copyright, technology and version update, marketing and service, human resource management. In the case of the strategy has been determined, companies can also build their own value chain models, find strategic links that truly create value or do not directly create value but can reduce the cost of value creation, and concentrate limited resources to carry out activities for generating value. 
1. Value Chain Analysis
1.1 Platform Development And Design
QQ Music has relatively strong technical support. After 20 years of development, Tencent Group, QQ Music’s parent company, has already possessed a strong technical R&D team and technical management capabilities (Anon, 2019). As a non-real economy, QQ Music must have the ability to integrate and manage digital information under the help of Tencent Group. Because of the support of the parent company and the combination with QQ community, QQ Music was favored by QQ community users at the beginning of its establishment, which also made QQ music seize the opportunity in the digital music market at the beginning.
1.2 Collecting Music Sources
With the popularity of smartphones and portable devices, the era of recording has long passed, and listening to digital music on mobile phones has become a major trend (Kusek and Leonhard, 2005). Coupled with China's current emphasis on copyright issues in the audio and video industry, QQ music must buy music resources and even seize with major music players to obtain exclusive audition copyright and download rights (Liebowitz and Watt, 2006). This can increase the download of the player with the uniqueness of the audio source. Until 2015, QQ music covers 800 million user groups, and the platform has more than 15 million genuine music libraries. There are many songs of the most popular domestic and foreign singers in QQ music, and there are huge music libraries, which bring a lot of users to QQ music, and also prevent customers from leaving with constantly updated sound.
1.3 Version Update
QQ music has undergone several updates and optimization upgrades, and today's 15.9.0.0 version of the module has a clearly Clear module division (Jingyan.baidu.com, 2019). Interface cleanliness and practicality have become one of the highlights of QQ music to attract users. In the "My" interface, it is divided into recently played tracks, downloaded tracks, favorite tracks, running stations, member centers. Users can also manage their favorite music and create song lists at their own discretion. In the “Music Hall” interface, customers can view the hottest singer and song rankings. QQ Music is also good at using big data to process customer information, and integrates the user's music preferences according to each user's search history and song history. It sorts out the daily recommended song list for users, so that they can find new tracks suitable for them. 
1.4 Marketing Activities
QQ music, with a total of over 800 million registered users, knows that it is easy to acquire users, but it is difficult to retain users and keep users sticky. Therefore, it has carried out a series of digital marketing means, such as it set up QQ music popular songs, joining some popular music programs, bought a well-known singer and music program exclusive source, it also proposed "put the concert into the pocket", QQ music almost monopolized the live version of most hottest songs in China (Ent.chinadaily.com.cn, 2019). In addition, it creates new expectations for users and fans, invites the singer to music comment area, and instantly reduces the sense of distance between fans and their idols (Woshipm.com, 2019). In terms of membership service and revenue, QQ Music has launched the Green Diamond membership monthly, quarterly, and annual products. It only costs ten Yuan to listen to the music in the music library (Anon, 2019). It can be said that it is inexpensive and good for many users. At the same time, the QQ music interface also has a dedicated customer service channel, the user's questions can be feedback, and the feedback information can be resolved as well.
1.5 Human Resource Management
As a subsidiary of Tencent Group, QQ Music manages its staff in accordance with the parent company's human resources system (Huaxunnsw.com, 2019). It also set up a staff access threshold, as well as a careful staff training system to control the hidden costs of the company's operations.
2. Advantages
Through the analysis of the QQ Music value chain, it can be seen that its organization has many advantages, which maintain its continuous operation and gain a constant competitive advantage. First of all, it has a strong supporter. It uses Tencent's portal Tencent.com, QQ instant messaging tools, QQ mailbox to satisfy user group communication and resource sharing. All users of QQ space community can become its potential users. Secondly, unlike traditional music players, QQ Music pays great attention to multi-dimensional cooperation with media platforms while acquiring music copyrights. On the one hand, it cooperates with other subsidiaries of the group, and relies on the business layout of Tencent Group (Tech.sina.com.cn, 2019). It forms the largest online community in China with its four major network platforms: QQ, Tencent.com, QQ Games and Paipai.com. On the other hand, it works with some popular music programs to buy out sound sources. For example, if people want to listen to the songs of the "China Hip Hop" draft contest, they must download the QQ Music application and pay a fee to become a member user.
3. Disadvantages
It must be realized that there are still many shortcomings in the development of QQ Music. QQ Music and the user's relationship is actually a one-way relationship to some extent, it unilaterally outputs music and songs, and the user is only the recipient of its music product. Although they have interaction in the comment section of the song and information feedback, ordinary users can't share their creations to other users on this platform (Re-chord.net, 2019). This function is actually implemented by the Popular K Songs of Tencent Group (Kg.qq.com, 2019). This relatively clear function division makes QQ Music have a disadvantage of being incomplete when competing with Netease Cloud Music, which is easy to cause the loss of users.

Conclision
The success of QQ Music is not accidental. On the one hand, it relies on Tencent Group as the backing, and with the support of the parent company's technology, human resources and financial support, it is developing steadily in a changeable market environment. On the other hand, QQ music has laid the foundation for itself to occupy market share through the efforts. However, QQ music shouldn't satisfy the current achievements. In order to achieve sustainable development in a changing environment, it must have crisis awareness, make long-term planning, and continuously improve the ability to create value.
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