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[bookmark: _Toc228274403]1. Introduction
This report examines Spotify's business expansion in Brazil, a rapidly expanding emerging market, and fiercely competitive digital economy. As the top audio streaming service in the world, Spotify routinely outperforms rivals like Apple Music, Amazon Music, and Tencent, holding about 32% of the global subscriber market share in 2023 (Statista, 2025). Despite a stabilising premium ARPU of four to five euros per person, the platform had more than 670 million monthly active users by late 2024, including more than 260 million paying customers who generate the majority of its revenue.
[image: Chart: Spotify Closes in on 700M Active Users | Statista]
Figure 1: Active Users
(Source: Statista, 2025) 
Strong subscriber growth and growing global audio consumption habits drove Spotify's 2024 revenue of over 15 billion euros and net profit of over one billion euros. As it battles YouTube for supremacy in the spoken-audio market, the corporation keeps making significant R&D investments, especially in podcasting and video-podcast features (Statista, 2025). In the meantime, Spotify's growing international user base is reflected in the global diversity of music consumption, which ranges from English-language pop to Spanish, Korean, and other international genres. This report assesses Spotify's global operations and offers tactical suggestions to improve its performance in Brazil.
[bookmark: _ucqllgm5bsan][bookmark: _Toc228274404]2. Selection of Organisation and Target Market
[bookmark: _zfdfu58p9myr][bookmark: _Toc228274405]2.1 Justification of choosing Spotify
Spotify has been selected because it holds a strong global presence with advanced recommendation algorithms and scalable digital platforms, thereby making it a highly suitable choice for international expansion (Spotify, 2025). The size of Spotify and integration of its international operations, Spotify is unquestionably a Multinational Corporation (MNC) and a Transnational Corporation (TNC). As of December 2024, the company's network of fully owned subsidiaries, which includes Spotify USA Inc., Spotify Japan K.K., Spotify India LLP, and several European and Asia-Pacific organisations, supported its operations in 184 countries and territories (Spotify, 2025a). This wide-ranging presence shows not only geographical dispersion but also an organisational strategy designed to handle financing, content distribution, global value creation, and regulatory compliance across several jurisdictions.
Although Spotify's platform is centrally built in Sweden and the US, its content licensing, marketing, pricing, and monetisation strategies need to be deeply localised to align with local legislative, cultural, and commercial circumstances. This makes Spotify's business model intrinsically international. In 2024, the company employs 7,691 full-time workers in North America, Europe, Latin America, and Asia, with a sizable workforce in the United States (3,690), Sweden (1,397), the United Kingdom (874), and notable clusters in  India, Germany, and Mexico (Spotify, 2025a). This illustrates the intricacy of its dispersion of human resources and its dependence on foreign expertise.
[image: Chart: Spotify Expands Its Global Footprint | Statista]
Figure 2: Global Footprint
(Source: Statista, 2021) 
Additionally, Spotify's operations involve significant cross-border flows of intellectual property, payments for content licensing, multicurrency subscription fees, and advertising income from both domestic and international partnerships (Nordea, 2025). Its exposure to international payment networks, regulatory differences, and foreign exchange risks further solidifies its status as a multinational company involved in intricately linked transnational operations. Because of this, Spotify satisfies every conventional requirement for being classified as an MNC or TNC, including global market participation, multinational presence, cross-border revenue dependency, and internationally integrated operations.
[bookmark: _5juxbxqe5xkh][bookmark: _Toc228274406]2.2 Global Operations
[bookmark: _c4nxy8v8xwp][bookmark: _Toc228274407]2.2.1 Research & Development (R&D)
The core of Spotify's worldwide value offering is its R&D skills. In addition to maintaining significant product and engineering centres in Stockholm and New York, the firm employs close to 4,000 people in research and development (3,944 in 2024). Spotify Ltd. in the United Kingdom provides further R&D support through contract research and technology development (Spotify, 2025a). Algorithmic search, recommendation systems, AI-powered discovery tools, advertising technologies, infrastructure for audio ingestion and encoding, podcast hosting tools, and audiobook streaming features are the main areas of R&D spending.
Spotify is still making significant investments in new areas of engagement and content discovery. New analytics tools and features for creators, including dynamic ad insertion, growth analytics, and streaming optimisation technologies, had to be developed to expand into podcasts and audiobooks (Spotify Advertising, 2023). 
[bookmark: _m9vtffao09tx][bookmark: _Toc228274408]2.2.2 Sourcing & Content Acquisition
Another essential component of Spotify's value chain is content acquisition. The business negotiates licensing deals with large international record companies, independent labels, music publishers, publishers of audiobooks, and producers of podcasts. The majority of Spotify's revenue comes from royalties paid to rights holders. Depending on the type of subscription, music royalties are structured around revenue shares or per-user rates, while ad-supported streams adhere to CPM-based revenue-sharing agreements (Wondrasek, 2025).
Additionally, thanks to its purchases of platforms like Megaphone and unique podcast hosting technology, Spotify maintains exclusive content agreements with podcast producers and creators. Additionally, the Spotify Audience Network (SPAN) improves its worldwide inventory and reach by integrating podcast creators and publishers into a single advertising marketplace (Spotify, 2025a).
[bookmark: _kcm0eof72oy3][bookmark: _Toc228274409]2.2.3  Global Marketing & Sales
Through its subsidiaries in the United States, Japan, India, Mexico, and Europe, Spotify employs locally specific marketing techniques (Spotify, 2025a). Local customer acquisition, pricing strategies, partnerships, promotional activities, and cultural marketing collaborations are all managed by these subsidiaries.
[image: Chart: What Artists Earn For Music Streams | Statista]
Figure 3: Earn from Music Stream
Source: Statista, 2025
In the Brazilian market Spotify faces competitors like Apple Music, YouTube, Amazon Music, and regional streaming providers, marketing is essential to preserving leadership (Gandra, 2024). By utilizing data-driven advertising and social media interaction worldwide, Spotify's branding strengthens its cultural positioning.
[bookmark: _3zcr28f5hi4v][bookmark: _of1qf1a3y0fj][bookmark: _Toc228274410]2.3 Chosen International Market and Entry Modes
Brazil is one of the world's biggest music markets, with a population of more than 200 million people and a large young population that engages with digital media. Brazil boasts a rich and varied music scene (from samba to funk to sertanejo) that complements Spotify's user-driven music discovery and content localization strategies (de Melo et al., 2020). Brazil is an ideal target market because it has one of the fastest-growing music streaming industries, along with a high smartphone penetration and a young audience who are a digitally engaged population. The country's rich music culture and the rising internet usage have sufficiently created a strong demand for streaming services over time (Spotify, 2025). Strategically, Brazil offers growth opportunities through their localization telecom partnership and advertisement-supported models. All these facilities or opportunities allow Spotify to expand its user base successfully while building up its competitive position in imaging markets.
Moreover, Brazil has seen significant increases in internet and mobile phone adoption, which facilitates streaming. This facilitates Spotify's business strategies (subscriptions and ads) in the country's cities. Economic challenges notwithstanding, the growing middle class and greater uptake of low-cost mobile data plans offer potential for growth (de Melo et al., 2020).
In addition to licensing deals, local content partnerships, and telecom bundling alliances in particular markets, Spotify's international expansion is distinguished by its predominant dependence on wholly owned subsidiaries as its principal market entry mechanism (Spotify, 2025a).
Spotify's reliance on content licensing, which serves as an extra entrance route, is a fundamental component of its worldwide entry strategy. Spotify must negotiate complicated licensing deals with international rights holders like Universal, Sony, Warner, and Merlin in order to operate in 184 countries (Spotify, 2025a). Together, these companies accounted for over 71% of all music streams supplied on the site in 2024. Spotify frequently has to bargain directly with local labels and publishers to obtain libraries like Brazilian funk, sertanejo, MPB, or pagode in markets like Brazil, where local material is crucial.
Spotify uses distribution and bundling relationships as a hybrid entry strategy to supplement FDI and licensing in emerging areas. Telecommunications partners frequently sell the Premium Service by bundling Spotify into mobile data plans, collecting payments, and negotiating per-subscriber fees under partner agreements (Lau, 2025). In areas with less developed recurring subscription services, this strategy is particularly crucial.
One obvious example of Spotify's multi-mode entry strategy is Brazil. Spotify has complete control over marketing, pricing, and distribution operations thanks to its completely owned subsidiary, Spotify Brasil Servição de Música LTDA. Local presence is essential for rights management and artist engagement due to Brazil's market dynamics, which include 22.5 million streaming subscribers (Music Ally, 2024).
[image: ]
Figure 4: Streaming Revenue
Source: Music Ally (2024)
Over 50 million total streamers, and streaming accounting for 99.2% of all recorded music revenue in the first half of 2024 (Music Ally, 2024). In early 2024, subscription sales increased by 28.4% to R$995 million, while ad-supported revenues increased by 6.6% to R$436 million (Spotify, 2025a). This highlights the importance of localised pricing, partnerships, and ad-selling activities.
[bookmark: _5qazfh5k7se6][bookmark: _Toc228274411]2.3.1 Dominant Entry Mode
Wholly owned subsidiaries are the most common entrance strategy in all areas, with telecom bundling alliances in some developing economies and licensing agreements as a universal prerequisite (Spotify, 2025a). This combination enables Spotify to adjust pricing and content to local market conditions while maintaining global strategic coherence.
[image: Chart: How Profitable Is Spotify? | Statista]
Figure 5: Spotify's Profitable Year
Source: Statista, 2025 
[bookmark: _8ouapswddxs3][bookmark: _Toc228274412]2.4 Benefits from International Operations
[bookmark: _ovyovdcmtsef][bookmark: _Toc228274413]2.4.1 Revenue Diversification
Spotify's global presence enables a variety of revenue sources in various geographical areas. With 27% of MAUs, Europe continues to be its largest region, followed by North America (17%), Latin America (including Brazil) (22%), and its fastest-growing region (14% annual MAU growth in 2024) (Spotify, 2025a). This geographical dispersion lessens reliance on any one market.
[bookmark: _eehvkx6s02m2][bookmark: _Toc228274414]2.4.2 Access to Global Talent Pools
Spotify's dispersed workforce fosters innovation by providing access to commercial, engineering, and creative talent throughout the globe. Its staff is spread across numerous nations, with a focus on R&D and high-value engineering roles in Sweden, the United States, and the United Kingdom, as well as support and sales roles in Latin America and Asia (Spotify, 2025a).
[bookmark: _nurjuh4m7fme][bookmark: _Toc228274415]2.4.3 Economies of Scale
Shared R&D expenses, reduced marginal costs per user, and economies in cloud infrastructure and content licensing are all made possible by a global platform. Spotify uses data to improve recommendations, lower attrition, and boost upsell opportunities as more users interact with the service, resulting in scale-driven increases in revenue (Spotify, 2025a).
[bookmark: _n9jpv6tb0ere][bookmark: _Toc228274416]2.4.4 Network Effects
Strong network effects are produced by Spotify's enormous user base. The platform's ability to draw in additional artists, marketers, and exclusive content partners, thanks to its 675 million MAUs and 263 million Premium users, strengthens its competitive position (Spotify, 2025a). Because diversified content consumption affects recommendations and discovery worldwide, these network effects are reinforced internationally.
[bookmark: _xuhrzt35yfqx][bookmark: _Toc228274417]2.4.5 Content Localisation
Spotify must localise its content, price, and marketing tactics in order to operate in developing areas like Brazil. Brazilian funk, sertanejo, and regional pop are examples of local music genres that encourage high engagement and assist greater user retention and cultural relevance (Spotify, 2025b). Spotify can more successfully negotiate with local rights holders and customize products thanks to local subsidiaries.
[bookmark: _7b2qts5gpdp4][bookmark: _Toc228274418]3. Comprehensive Strategic Analysis
[bookmark: _5rsqw3t3bi4q][bookmark: _Toc228274419]3.1. Macro-Environmental Analysis of Brazil through: PESTLE 
	Factor
	Analysis (Brazil Market)

	Political
	If reports are to be believed, then Brazil has a relatively stable government. Experience to recover in 2021 with 4.6% GDP growth (US Department of State, 2025). But due to some complex regulations, digital taxes, its operational costs of Spotify have gradually increased. 

	Economic
	Brazil has a growing economy that defines income inequality and currency fluctuations as key factors. Due to its persistent challenges with key factors like inequality. Its economic performance is referred to as steady but low, with recent growth in 2022 and 2023 at 2.9% (US Department of State, 2025). This will affect their subscription affordability. 
Brazil has a lower Average Rate Per User (ARPU) compared to developed markets, which sometimes fall below €10-15 per month, compared to North America or parts of Europe (Fitch Rating, 2025)

	Social
	Brazil holds a strong musical culture, such as funk, samba, and sertanejo (Dantas et al., 2024). Spotify should focus on a young population so that it can drive high streaming demand and engagement.

	Technological
	High smartphone engagement and internet usage can provide support to Spotify's digital streaming growth, especially mobile-first consumption (Lee, 2018).

	Legal
	Data protection laws (LGPD) (law number 13, 709/2018) is similar to the GDPR. It also has licensing rules that require strong compliance, thereby increasing its operational complexity over time (General Data Protection Regulation, 2019).

	Environmental
	Digital firms are presently facing intense pressure to minimise their carbon footprint generated from their data centres and streaming infrastructure. So Spotify should become more cautious in reducing its carbon footprint (Climate Change Performance Index, 2025).



[bookmark: _it1ptg56l4xt][bookmark: _Toc228274420]3.2. Competitive Analysis: Porter's  Five Forces
	Force
	Analysis (Brazil Market)

	Competitive Rivalry
	Very high as in this market already have several strong competitors like Apple Music, YouTube Music, and Amazon Music.

	Threat of New Entrants
	It is Low due to high licensing costs and strong brand dominance create entry barriers (De Marchi, 2023).

	Bargaining Power of Suppliers
	High power of suppliers as record labels and artists control music rights, increasing costs.

	Bargaining Power of Buyers
	High power of users, which can easily switch platforms due to low switching costs.

	Threat of Substitutes
	High threat as there are option of free platforms (e.g., YouTube) and piracy offer alternatives (De Marchi, 2023).



[bookmark: _octgla4c2vjr][bookmark: _Toc228274421]3.3. Critical Evaluation
The use of PESTLE and Porter's 5 forces have seamlessly provided a structured understanding of Brazil's market environment and competitive landscape (Jaakkola, 2019). PESTLE is an effective framework for identifying the external macro factors. This includes the economic conditions, cultural preferences and regulatory challenges that have created a direct influence on Spotify's expansion strategy. It has also highlighted the key opportunities that lie in growing digital adoption and risks such as currency stability (Jaakkola, 2019). However, its limitation is that it remains descriptive and it does not prioritise the factors that are more critical for carrying out the decision-making process. 
On the other hand, Porter 5 forces have proved to be useful for analysing the industry competition and profitability (Spotify, 2025a). It has clearly shown that Spotify operates in a highly competitive and price-sensitive market, along with strong supplier power. This has further helped to justify the need for differentiation and localisation strategies (De Marchi, 2023). However, the model strongly assumes relatively stable market conditions, and it does not fully capture the fast-changing nature of the digital platforms' network effects and innovation-driven competition.
[bookmark: _9w26h0cscbvx][bookmark: _Toc228274422]4. Strategic Development and Formulation 
[bookmark: _jtt905y30snq][bookmark: _Toc228274423]4.1. Market Entry Mode Choice
Spotify's entry into Brazil through a fully owned local subsidiary is completely consistent with the OLI framework, given the strong ownership advantages, obvious geographical advantages in Brazil, and major internalisation imperatives (Spotify, 2025a). With a high-control market entrance approach backed by the company's organisational and technology strengths, Spotify Brasil Servição de Música LTDA gives the company complete control over marketing, compliance, talent acquisition, rights negotiations, and local alliances (Spotify, 2025a).
[image: Wholly Owned Subsidiary - Features, Tax Benefits, Examples]
Figure 6: Wholly Owned Subsidiary
Source: EDUCBA, 2026 
Because it allows Spotify to preserve product integrity, protect intellectual property, and carry out quick iterative innovation, all necessary for competing with regional platforms, YouTube Music, and Apple Music, this entrance strategy is beneficial (Spotify, 2025a). Spotify's capacity to adjust pricing to local conditions, such as student pricing, discounted prepaid plans, and mobile carrier bundles catered to Brazilian consumer behaviour, is further strengthened by internalising operations.
But there are drawbacks to this entrance method as well. Brazil's high digital service taxation, inflation risk, and unstable economy raise operating expenses and limit price options. The administrative load is further increased by the need to adhere to Brazil's complicated labour laws and data privacy legislation (LGPD) (DLA Piper, 2023). Despite these difficulties, the fully owned subsidiary strategy is still the best option because other strategies, including joint ventures or licensing, would reduce Spotify's control over infrastructure, data, and service quality and compromise its worldwide value proposition.
[bookmark: _uvnjzchg4jtn][bookmark: _krzty72kdpt5][bookmark: _Toc228274424]4.2. OLI framework for understanding company’s competative advantage
 Ownership Advantages (O)
Spotify's technological superiority, global reach, proprietary data assets, advanced recommendation algorithms, and well-known brand are the main sources of its ownership advantages. With 675 million monthly active users and 263 million Premium subscribers in 2024, Spotify, the largest music streaming platform in the world, offers a structural advantage in content acquisition, data-driven personalisation, and advertising monetisation (Spotify, 2025a).
[image: Chart: Who Is Paying For Spotify? | Statista]
Figure 7: Paying for Spotify
Source: Statista, 2025 
Its possession of cutting-edge machine-learning systems, which maximise user interaction and recommendations, gives it a significant competitive edge. In order to support its growth into podcasts, audiobooks, and sophisticated ad-delivery systems, Spotify made significant investments in algorithmic innovation, according to the Annual Report. The company used roughly 4,000 R&D workers spread throughout Sweden, the United States, and the United Kingdom (Spotify, 2025a).
Spotify's competitive advantage is further reinforced by its possession of exclusive and semi-exclusive arrangements with significant podcast creators. The platform is in charge of the Spotify Audience Network (SPAN), an advertising marketplace that unifies inventory from publishers and creators and allows for dynamic ad insertion and targeted advertising at scale (Spotify, 2025a). This is an advantage that rival platforms in emerging regions cannot replicate.
Additionally, the company possesses advanced worldwide infrastructure for content distribution, rights management, analytics, and multi-device integration, including linked TVs, smart speakers, desktop computers, mobile devices, and cars (Spotify, 2025a). Because of these ownership benefits, Spotify is able to expand its service into new markets at a low marginal cost while keeping a constant level of quality throughout the world.
Moreover, the company's solid financial base, which is based on €15.1 billion in revenue and more than €1 billion in net profit in 2024, permits continued investment in localised market strategies and long-term commitments to artists and rights holders (Spotify, 2025a). Together, these characteristics give Spotify the internal resources and competencies needed to enter Brazil with a high-control entry mode, which is supported by the company's capacity to effectively transfer IP-intensive assets, managerial know-how, and proprietary technology across borders.
Location Advantages (L)
Brazil provides significant geographic benefits for Spotify's global expansion. Brazil has access to a rapidly expanding, young, mobile-first population that is heavily involved with streaming media, making it one of the biggest music marketplaces in the world and the dominating digital entertainment economy in Latin America.
[image: Brazil climbs the global top 10: a new era for the music market [MIDiA's  Tatiana Cirisano] - Hypebot]
Figure 8: Monthly Audience
Source: Hype, 2024
Latin America is the fastest-growing region in the world for recorded music, with 19.4% year-over-year increase, primarily due to Brazil and Mexico (IFPI, 2025). It also highlights a significant shift in consumer preferences toward streaming platforms. Local music genres, including sertanejo, Brazilian funk, pagode, and MPB, influence Brazil's music streaming market. These genres have a high level of domestic consumption and are ideal for Spotify's localisation plans.
High smartphone adoption, extensive usage of prepaid mobile plans, and integration with large telecom companies that facilitate bundled streaming services are other advantages for Brazil. Local billing, Brazilian real currency pricing, and collaborations with operators like Vivo, Claro, and TIM are all made possible by Spotify's subsidiary structure, which enhances customer acquisition and retention. The region's significance within the company's regional portfolio shows that Latin America accounts for 22% of Spotify's entire user base and has had 14% year-over-year MAU growth (Spotify, 2025a).
Furthermore, in comparison to other emerging economies, Brazil has a comparatively favourable regulatory framework for digital services. Brazil's openness to international IT companies and stable intellectual property enforcement lowers barriers to entry, despite obstacles like high taxes on digital services and complicated compliance procedures (ITA, 2025). Spotify's choice to create a fully owned subsidiary rather than depend on indirect entry methods is further supported by Brazil's long-standing strong music culture and its close proximity to international rights holders.
Internalisation Advantages (I)
The necessity to keep control over proprietary technologies, user data, algorithms, and rights-management procedures is what motivates Spotify's internationalisation strategy. By reducing the risks associated with local middlemen, such as intellectual property leakage or deterioration of product quality, internalisation guarantees that the company maintains control over its fundamental competitive assets (Yan, Li and Zhang, 2021; Mets, Kaarna and Kelli, 2010).
Additionally, a high level of internal control makes it possible to harmonise platform features across regions and maintain consistent global product quality (Aksoy and Aksoy, 2020). To preserve economies of scale in platform engineering and cloud infrastructure, Spotify's digital offering needs to operate consistently across markets. There would be too much danger and variability if these crucial procedures were outsourced or given to regional partners.
Moreover, Spotify's widespread usage of consolidated global subsidiaries contributes to its internalisation advantages by enabling the company to manage financial flows, hedge foreign exchange exposures, and adhere to intricate royalty commitments from a centralised structure (Spotify, 2025a). This is especially crucial in Brazil, where varying taxes and exchange rates could otherwise impede operational effectiveness.
Also, Spotify needs complete internal control to manage country-specific licensing arrangements and negotiate successfully with global rights holders. The company lowers transaction costs, increases negotiating power, and keeps direct connections with publishers, artists, and business partners by internalising these services through its Brazilian subsidiary (Spotify, 2025a). Because of these internalisation benefits, Spotify prefers wholly owned subsidiaries over joint ventures or franchise arrangements in Brazil.
[bookmark: _hiz5zhop88eg][bookmark: _Toc228274425]4.4 Impact on Entry Strategy
Spotify decided to develop a real organisational presence in Brazil instead of managing operations remotely due to cultural differences. Spotify can embed local management, work closely with local artists, and negotiate directly with regional rights holders thanks to a wholly owned subsidiary, activities that greatly benefit from cultural proximity. Building local trust is crucial to the company's global artist and creative activities, and in a relationship-oriented culture like Brazil, this is best accomplished through on-the-ground presence (TCFG, 2025).
[image: National Music Consumption Survey (2017, 2019, 2022) | National Arts Council]
Figure 9: Comparison of Music Comparison Patterns
Source: National Arts Council, 2026
Spotify's localisation strategy was also influenced by cultural studies. In order to increase cultural relevance, Spotify made investments in country-specific editorial teams, curated playlists like "Top Brasil," and partnerships with local artists after realising that Brazilians preferred authenticity, emotive storytelling, and social connection (Spotify, 2025a).
Given that the average ARPU in Latin America is substantially lower than in Europe or North America, its pricing strategy demonstrates sensitivity to local expectations for affordability, transparency, and value. Despite lower monetisation levels, Latin America is experiencing strong user growth, indicating the need for offers that are both culturally and economically acceptable (Spotify, 2025a).
[bookmark: _4cd5e1dl0z70][bookmark: _Toc228274426]4.4 Impact on Business
Brazilian users' interactions with Spotify are significantly influenced by cultural differences. Spotify's emphasis on collaborative playlists, social discovery tools, and interaction with social platforms is influenced by Brazil's collectivist mindset, which means that music consumption frequently takes place in shared social situations (TCFG, 2025). Spotify must consistently invest in region-specific curation teams who are aware of local trends and audience feelings due to the popularity of regional genres and the sentimental character of Brazilian music culture.
[image: Podcasts Q2 2020: Spotify takes an early lead]
Figure 10: Leading Destination of Spotify
Source: Midia, 2020
In contrast to Sweden's more subdued marketing standards, Brazil's expressive and socially active culture enables Spotify to leverage influencer relationships, live events, and culturally embedded advertising (TCFG, 2025). Operationally, customer service and onboarding must be more transparent and encouraging than in the United States due to Brazil's propensity for structured direction. Additionally, users are more sensitive to platform stability, predictable pricing, and service reliability when uncertainty avoidance is high, which puts pressure on Spotify to maintain consistent performance in spite of regional infrastructure variations.
Partnerships with marketers are also impacted by cultural variations. Compared to clients in the United States, Spotify's advertising clients in Brazil anticipate more consultative engagements and local insights due to the country's high-context communication culture (TCFG, 2025). The local expansion of the Spotify Audience Network necessitates relationship management that is in line with Brazilian expectations for long-term, trust-based engagement as opposed to strictly transactional engagements.
[bookmark: _Toc228274427] 5. Performance Evaluation Framework for Spotify's Expansion in Brazil
To effectively and seamlessly evaluate Spotify's expansion into Brazil, a balanced scorecard combined with the triple bottom line has been successfully implemented. While these frameworks provide a structured way to measure the performance, they also critically assess their usefulness, limitations and the real-world applicability in a fast-changing digital market.
[bookmark: _decm30dsz3aj][bookmark: _Toc228274428] 5.1. Balanced Scorecard (BSC)
	Perspective
	Objective
	Key Performance Indicators (KPIs)
	Success Metrics

	Financial
	To achieve sustainable revenue growth
	Revenue growth rate, ARPU, ad revenue, cost per acquisition
	15–20% revenue growth will gradually increase ARPU (average rate per user), along with controlled costs.

	Customers
	To improve engagement and loyalty
	MAUs, premium conversion rate, retention rate, listening time
	High user growth will automatically increase engagement while reducing the competitive pressure 

	Internal Processes
	To ensure efficient platform operations
	Platform uptime, local content %, streaming speed, ad efficiency
	99% uptime, with strong localisation, will lead to smooth performance

	Learning and Growth
	To support innovation and capability building
	R&D investment, feature adoption, employee productivity, and local hiring
	Continuous innovation through a skilled workforce will develop a strong local presence. 



The balanced scorecard is quite useful because it moves beyond the financial Matrix and captures multiple dimensions of performance (Mamabolo and Myers, 2020). For Spotify, this becomes very important because success in Brazil mainly depends on user engagement, culture fit and technology performance and not just profit margin.
Brazil's economic stability and fluctuations in the currency, as identified in PESTLE analysis, mean that the growth of revenue alone is not a reliable measure of success (Arbache and Sarquis, 2018). Spotify must track its real profitability by adjusting for the exchange rate risk. Porter's 5 Forces analysis, on the other hand, has shown that a high level of competition is prevailing in the streaming market, so aggressive pricing may reduce the profit margin. Therefore, success should be measured through balanced growth and not just focus on expansion (Heikkinen, 2024). 
Previously, it was highlighted that Brazil have a strong music cultural hold and they also have high buyer power, that is, users can easily switch to another streaming platform. This means that Spotify cannot totally rely on user growth, so it must measure the engagement and retention of its customers very closely (Heikkinen, 2024). High usage of Brazilian content like funk and sertanejo becomes a critical indicator of strategic success and not just a supporting metric. 
Spotify also depends heavily on record levels, showing high supplier power. Therefore, the KPI like content availability and licensing efficiency directly reflect their strategic control (Lee, 2018). Also, the technological factors play a very important role as it requires high platform reliability. If streaming quality drops, then the users will automatically switch to another streaming platform due to the loss of switching and subscription costs (Lee, 2018).
However, the framework has some key limitations. 
First, it estimates that all points of view are equally true and important. This may not be true in reality. For Spotify, the customer and their perspective are far more critical than financial outcomes. This can happen in the early stages of expansion. Focusing too much on financial key performance indicators like ARPU too early may limit the growth (Arbache and Sarquis, 2018). It can also become a price-sensitive market like Brazil. 
Second, the BSC is relatively small and internally focused. It does not entirely cover the external factors like competition from YouTube Music. Along with the changing consumer behaviour (Arbache and Sarquis, 2018). In the digital market, conditions change rapidly, and static keeps performance indicators quickly become outdated. 
Third, there is a measurement challenge. Some KPIs, such as "user satisfaction" or "engagement quality", are very difficult to measure accurately (Mamabolo and Myres, 2020). High listening time does not always mean high satisfaction. It may also simply mean passive usage. While the balanced scorecard is helpful, Spotify should also try to utilise it flexibly and combine it with real-time data (Mamabolo and Myres, 2020). This can also be done with Data analytics and market feedback.
[bookmark: _ibhla9m6j6er][bookmark: _Toc228274429]5.2. Triple Bottom Line
The triple bottom line adds a sustainability dimension by strongly focusing on economic, social and environmental performance (Loviscek, 2021). 
Economic (profit): 
KPI
· Revenue growth, 
· Premium subscriber growth, 
· Advertising revenue, 
· Market share. 
The economic dimension plays a very important role, but it becomes complex in the context of Brazil (Teixeira et al., 2022). Spotify's strategy is mainly based on its higher user growth percentage with low ARPU, which creates a trade-off between scale and profitability. However, the limitation with respect to TBL is that it does not clearly show how to balance this trade-off of relation. For example, focusing on growth may reduce short-term profit, while focusing on profitability may limit user expansion (Teixeira et al., 2022). Therefore, Spotify must take into account its long-term value over short-term financial gains. 
Social (People)
KPIs:
· Number of local artists supported 
· Local content 
· Consumption Customer Satisfaction 
· Workforce diversity. 
This is a major strength for Spotify in Brazil. Supporting the local artist and their culture can create a strong emotional connection and bond while building up brand loyalty (Dantas et al., 2024). However, measuring the social impact is highly subjective. For example, promoting the local artist does not automatically guarantee the success of the fairness of any streaming platform. There is also a concern that the global algorithm, which favours international content, limits true localisation (Dantas et al., 2024). Furthermore, focusing excessively on social goals may also increase the cost without immediate financial returns, which can prove to be pressurising for companies like Spotify.
Environmental (Planet)
KPIs: 
· Energy consumption of data centres, 
· carbon emission, 
· Use of renewable energy 
While the environmental performance pleasure important role, its direct impact on Spotify's comparative advantage is limited in Brazil (De Marchi, 2023). Most of the consumers in the emerging market mainly take into account the price and usability over sustainability. This further highlights the limitation of TBL. It assumes that all three dimensions, that is, profit, people, and planet, are equally important, which is not always realistic (De Marchi, 2023). For Spotify, environmental goals are more relevant for long-term global reputation rather than short-term success in Brazil.
For Spotify's expansion in Brazil, the most critical success factor that has been identified is not their short-term financial performance, but it is their ability to build a strong and sustainable user ecosystem (De Marchi, 2023). In a digital platform business, long-term value is achieved by attracting and retaining a large number of users rather than focusing only on immediate profit margin. This also highlights the fact that Spotify should prioritize their user growth by offering affordable and accessible services, particularly in a price-sensitive market like Brazil (Dallos and Konieczka, 2025). As more users are joining the platform, network effects also become stronger, where increased users attract more local artists and local content, thereby creating a higher value for all participants. At the same time, Spotify should also continuously adapt to Brazil's cultural preferences and make itself available to the rapidly changing technology trends so that it can remain relevant and competitive. Therefore, a performance framework like the balanced scorecard should not be used rigidly, but rather it should be looked at as a flexible tool (Dallos and Konieczka, 2025). Spotify should combine them with real-time data analytics to understand their consumer behaviour and their liking, and follow up with continuous monitoring of the competitors to make informed and adaptive strategic decisions.
 6. Conclusion
This study has shown that Spotify's success as a multinational corporation stems from its ownership advantages, wide international reach, and capacity to modify its business practices in response to various cultural and economic contexts. According to the OLI research, Spotify's use of a fully owned subsidiary in Brazil is justified by its technological advantages, strong brand, and centralised platform innovation, allowing the firm to maintain control over intellectual property, data, and service quality. Significant distinctions between Sweden, the United States, and Brazil were also shown by the cultural research, underscoring the necessity of more thorough localisation in organisational communication, pricing strategies, and content strategy. To ensure Spotify's long-term competitiveness in Brazil, the suggested balanced scorecard and triple bottom line provided a well-structured and comprehensive approach to strongly evaluate Spotify's expansion into Brazil. That effectiveness is limited by the static nature and measurement challenges. For a dynamic digital platform like Spotify, success mainly depends on flexible strategy execution, continuous innovation and deep market understanding. Spotify can take full advantage of one of the most dynamic developing music markets in the world by institutionalising these modifications.
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