BITYM3HSHUMH  KOHKYPEHTOCIIPOMOXXHHMH  TOBapaMH 1  IIOCTYIOBE
BHTICHEHHS IMIIOPTHHX TOBapiB BITYM3HAHUMH 3 JOBEICHHSAM YaCTKU
IMITOPTY B 3araJibHOMY 00cs31 TOBapHOi mpono3uuii Ha puHKY 10 10...15%.
e HeoOXigHO IS TOTO, MO0 HE TINBKH 3a0€3MeYNTH eKOHOMIUHY Oe3IeKy
KpaiHW, ajie 1 CIOPHUATH IOJOJIAHHIO Oe3poOiTTS, 3pOCTAaHHIO TOXOIIB SIK
CIIOXKHMBAYiB, TaK i BUPOOHUKIB, PO3BUTKY iHBECTHIIIH B EKOHOMIKY.

STREAMING SERVICE SPOTIFY:
STRATEGY OF BREAKING INTO A COMPETITIVE MARKET
(CTPUMIHI'OBHMI CEPBIC SPOTIFY:
CTPATEIIA BUXOJIY HA KOHKYPEHTHH PUHOK)

Bo6pos O.B., rp. MP-39
Hayxkowuii kepiBHUK — cT. Buki. O.M. MypagiioBa
Xapxigcokuil 0epacasHuil YHisepcumem xapuy8ants ma mopeiei

Video streaming is a huge business. In 2020, it’s expected to
generate revenue of close to $26 billion, with an annual growth rate of
4.1%. In households that use OTT (over-the-top media services), 19% of the
time is spent streaming TV. Netflix is, of course, a veteran in the industry,
having been founded way back in 1997. Over the years, as streaming
became more popular, Netflix cemented its position as the industry leader
and today has 167 million subscribers worldwide.

But success inevitably brings copycat competitors. Once Netflix
proved the viability of the streaming model in the market, other companies
followed suit. Netflix faces constant and growing competition from the likes
of YouTube, Hulu, Amazon Prime, and more. Recently, two new players —
Disney+ and NBC Universal’s Peacock — arrived on the scene, disrupting
the industry once again, and taking the streaming war up a notch.

Founded in 2006, Spotify has quickly risen to become the top music
streaming service in the world. With an estimated 286 million monthly
active users at the beginning of 2020, the Swedish company now controls
36% of the global streaming industry.

How did Spotify accomplish such an impressive feat? How did the
company gain so much traction in less than a decade and a half?

The answer can be found in Spotify’s marketing techniques. By
continually innovating its advertising structure and creating personalized
marketing campaigns, the company has seen rapid growth in just a short
amount of time.
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Here’s a breakdown of Spotify’s marketing strategy. Let’s take a
look at how this brand is attempting to break into the competitive streaming
market, and how their approach to marketing can guide any brand facing
tough competition.

To garner social media attention and attract younger consumers,
Spotify’s marketing strategy focuses on popular trends. Unlike other
companies, which will establish a marketing platform and then use that
platform for many years, Spotify’s marketing techniques change from year
to year.

Spotify’s marketing team recognized the oddity of the year, and they
capitalized on it. The company began its first data-driven marketing
campaign, creating billboards that poked fun at users who had listened to
different songs.

The billboards attracted global attention for Spotify, proving that a
fluid marketing structure could be beneficial. As Seth Farbman, Spotify’s
Chief Marketing Officer, put it, “There has been some debate about whether
big data is muting creativity in marketing, but we have turned that on its
head...For us, data inspires and gives an insight into the emotion that
people are expressing”.

After their successful 2016 and 2017 marketing campaigns, the
marketing team at Spotify continued to rely on social media trends. In 2018,
the biggest trend was an auditory illusion that appeared on Reddit. Some
listeners claimed that they heard a man saying the name “Yanny” in the
audio clip. Other listeners stated that they heard the word “Laurel”.

So why does personalized marketing matter? What lessons does it
hold for beginning marketers?

First, personalized marketing increases brand loyalty. Through the
wrapped feature, Spotify is able to show users how the company has been
able to provide a valuable streaming experience. When users see the bond
between themselves and the company, they will be more likely to continue
subscribing to Spotify’s services.

Second, Spotify’s personalized marketing is shareable. Music is a
connecting factor for many consumers, and users are able to compare their
yearly results and see similarities and differences in their listening
preferences.

Third, Spotify’s personalized marketing is timely. The company
releases its wrapped feature at the end of the year, which is a time when
users are often retrospective of the past and optimistic for the feature. As
they think back on the past year, users are reminded of the music they
listened to through Spotify. And in a subconscious decision, those same
users decide to continue listening to Spotify over the upcoming year.
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The lessons from Spotify can benefit your own business, but it’s
important to start asking questions. How can you begin personalizing a
marketing campaign for your customers? How can you deliver content that
is both shareable and timely? How can you establish greater market
fluidity?

These are all questions that any marketing team can benefit from
answering. Spotify has answered all three of those questions, and they have
reaped the benefits from it.

JESIKI TIPOBJIEMA MAPKETUHI'OBOI KOMYHIKAIIIT

Jawd Auranyc Habix, acm.
Haykogwuit kepiBauK — cT. Buki. I'.B. PackocoBa
Xapxigcokuil OeparcasHull yHisepcumem xapuyeants ma mopeieii

CroromHi B mporeci riobamizamii 3afisHi Ti€l0 YU iHIIOK MipOro
Maibke BCl KpaiHH CBITY, B TOMy 4Hcii i YKpaiHa. ToMy nUTaHHS PO3BUTKY
0i3Hecy y MIKHApOJIHOMY MacinTali il BIUTMBOM IHTETPALiiHUX MPOIECIB
€ JIOCUTh aKTyaJbHUM. Tak caMo akTyallbHOIO € 1 ImpoOiieMa yrpaBJiHHS B
Oynp-sKii cepi HAIOTro KUTTS — JIepKaBHIH, BUpOOHHUYIH, rOCIIOAAPCHKIiH
Toio. BoHa meperBopmiiack B HayKy yrpamiiHHA — CaMe TOMy MHCTEITBO
YIpaBIIiHHS NEPETBOPHIIOCS Y HAYKy YIPaBIiHHSA — MEHEDKMEHT (BiJ aHII.
"management" — ympaBiiHHS, 3aBiAyBaHHA, OpraHi3aiis). 3a BU3HAYCHHIM
HAYKOBIIIB, MEHEIDKMEHT — II¢ MisUIbHICTh, SKa BIAMOBIAHO 1O IIiNeil Ta
3aBIaHb Oi3HECY PO3pO0IIie TUTaHU, BU3HAYAE HE JIMIIE, IO 1 KOJIH pOOUTH,
ale W gk 1 XTo Oyne BHUKOHYBaTH Te, IO HAMITHIH, (opMye pododi
MpoIeIypd IO BCIX CTaAigX YIpaBIiHHSA Ta 3IiHCHIOE KOHTposnb. Ha
ChOTOJHINIHIN [eHb ICHye OaraTo mpoOIeM MEHEIKMEHTY, 30Kpema
iHpopmaniiiaux (miap, pexnama Ttomio). L{i mpoOiiemu BHHHMKIM Ie Ha
novyarky 80-x pokiB XX-ro CTONITTS pa3oM 3 MOHATTSAM rioOaiizamii y
chepi MEHEDKMEHTY, 3 TIOHATTSIM MapKeTHHry, B TOMYy 4YHCII U
MDKHApOJTHOMY.

MapkeTuHr, SK BIiJOMO, - [I€ KOMIUIEKCHa CHCTeMa 3axo/iB 3
opraHizanii  ynpaBJiHHA BHUPOOHHYO-TOPTIBEJIFHOIO  JISUIBHICTIO, IO
TPYHTYETBCSI Ha BHBYEHHI Ta MPOTHO3yBaHHI pPHHKY 3 METOIO
MaKCHMaJILHOTO 33JI0BOJIEHHSI MOTPeO MOKYIIIIB Ta OTPUMaHHS NPHOYTKIB.
I, BigmoBigHO, MApPKETHHTOBI KOMYHIKaIlii SBJISAIOTE COOOI0, MEpII 3a BCe,
KOMIUIEKCHE BHMKODHCTaHHS KaHAJiB IPOCYBaHHSA iHQopmamii Ta
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