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ABSTRACT 

This research investigates the experiences of beginner bands using Spotify as their 

primary platform for music distribution and business growth. By employing interpretive 

phenomenological analysis (IPA), the study explores how these emerging artists perceive 

Spotify’s promotional tools, such as playlists, algorithmic recommendations, and Spotify 

for Artists' analytics. It identifies key themes, including audience mapping, accessibility, 

and marketing strategies, while also highlighting the challenges beginner bands face, such 

as intense competition, financial limitations, and a lack of transparency in platform 

algorithms.  

The findings reveal that while Spotify offers powerful tools for audience expansion, 

success requires resourcefulness, strategic engagement, and consistent efforts. The study 

concludes with recommendations for industry stakeholders to enhance support for 

emerging artists through initiatives like transparent playlist placement, equitable 

algorithmic exposure, and financial assistance, fostering a more inclusive digital music 

ecosystem. 

Furthermore, this research emphasizes the nuanced ways beginner bands use 

Spotify's tools to navigate the complex digital music landscape. By leveraging analytics, 

these artists can engage in informed audience mapping and strategic marketing. However, 

they also encounter significant hurdles, such as limited financial resources and opaque 

platform mechanisms, which underscore the need for equitable policies and educational 

resources. These findings contribute to a broader understanding of how digital platforms 

like Spotify influence the trajectories of emerging artists in the modern music industry. 
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INTRODUCTION 

 

The advent of digital technologies has revolutionized the music industry, shifting 

traditional paradigms of production, distribution, and consumption. Platforms like Spotify 

have empowered beginner bands by offering global access to audiences without the need 

for intermediaries such as record labels. However, this democratization also presents 

challenges, including high competition and the need for strategic engagement with 

platform features. This study explores how beginner bands perceive and navigate Spotify’s 

tools and services to expand their careers. By focusing on their lived experiences, the 

research aims to uncover the effectiveness and limitations of Spotify as a primary platform 

for business growth. 

 
1 Corresponding author 



DIPONEGORO JOURNAL OF MANAGEMENT Volume 14,  Nomor 1, Tahun 2025,   Halaman 228 

228 

 

The importance of Spotify lies in its dual role as a music streaming service and a 

comprehensive marketing platform. Beginner bands often rely on Spotify to distribute their 

music globally and to access tools such as playlists, algorithmic recommendations, and 

Spotify for Artists' analytics. These features provide opportunities to engage with 

audiences, refine marketing strategies, and analyze listener behavior. However, the 

challenges of leveraging these tools effectively, alongside the competitive nature of the 

platform, highlight the complexities of using Spotify as a primary avenue for career 

growth. This research seeks to address these complexities by examining the lived 

experiences of beginner bands and offering actionable insights for both artists and industry 

stakeholders. 

 

 

 

THEORETICAL FRAMEWORK AND HYPOTHESIS FORMULATION 

 

The theoretical framework for this research is grounded in the intersection of digital 

media theory and music industry studies. Digital media theory emphasizes the 

transformative role of platforms in reshaping traditional business models and user 

interactions. In the context of Spotify, this framework helps analyze how its features 

enable or hinder beginner bands in achieving visibility and growth. Music industry studies 

provide insights into the historical and economic structures that influence the success of 

emerging artists. Combining these perspectives allows a holistic understanding of how 

Spotify mediates the relationship between beginner bands and their audiences. 

A key hypothesis derived from this framework is that beginner bands who 

effectively utilize Spotify’s analytics and promotional tools are more likely to expand their 

audience base compared to those who do not. Another hypothesis suggests that the 

perceived lack of transparency and fairness in Spotify’s algorithmic recommendations 

negatively impacts the trust and satisfaction of beginner bands. Finally, it is hypothesized 

that external support mechanisms, such as financial aid and industry mentorship, 

significantly enhance the ability of beginner bands to overcome platform-related 

challenges. These hypotheses form the basis for analyzing the empirical data collected in 

this study.  

Moreover, the framework suggests that platform literacy—defined as the ability to 

effectively navigate and leverage digital tools—plays a crucial role in determining the 

success of beginner bands on Spotify. Bands that invest time in understanding Spotify's 

analytics and marketing tools are better equipped to create targeted campaigns, identify 

emerging trends, and build sustainable relationships with their audiences. This highlights 

the interplay between technological competency and artistic growth in the digital age. 

 

 

RESEARCH METHODOLOGY 

 

This research adopts a qualitative approach, leveraging Interpretive 

Phenomenological Analysis (IPA) to explore the experiences of beginner bands using 

Spotify as their primary platform for music distribution and career development. IPA 

focuses on understanding participants' subjective experiences and the meanings they 

ascribe to these experiences, making it a suitable methodology for studying how beginner 

bands perceive and engage with Spotify's tools and features. The study emphasizes the 

lived realities of these artists, aiming to provide an in-depth understanding of their 

strategies, challenges, and outcomes. 
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Data Collection 

The primary data collection method was in-depth, semi-structured interviews 

conducted with members of beginner bands actively using Spotify. Participants were 

selected through purposive sampling to ensure relevance to the research objectives. The 

interviews were designed to elicit rich, detailed accounts of the participants' experiences, 

focusing on topics such as the effectiveness of Spotify's promotional tools, the utility of 

analytics, and the strategies employed to expand their audience base. Open-ended 

questions encouraged participants to share personal insights, fostering a nuanced 

understanding of their interactions with the platform. 

 

Data Analysis 

The collected data were analyzed using thematic analysis, guided by the principles 

of IPA. Thematic coding was employed to identify recurring patterns and significant 

themes in the narratives, such as audience mapping, accessibility, and marketing strategies. 

The iterative nature of IPA allowed the researcher to engage deeply with the data, 

interpreting the participants' perspectives within their broader personal and professional 

contexts. This approach ensured that the findings accurately reflected the complexities and 

diversities of beginner bands’ experiences on Spotify. 

 

 

 

RESEARCH FINDINGS AND DISCUSSION 

 

1. Audience Mapping 

The study reveals that audience mapping is a pivotal aspect of how beginner bands 

utilize Spotify to expand their reach. Participants highlighted Spotify for Artists' analytics 

as a valuable tool for understanding listener demographics, geographic distribution, and 

engagement patterns. These insights enabled bands to tailor their marketing strategies, such 

as targeting specific regions or age groups where their music was popular. For instance, 

one band adjusted their tour locations based on strong listener bases identified in Spotify 

analytics, leading to more engaged audiences at their live shows. However, many 

participants noted the challenge of translating these analytics into actionable strategies, 

particularly for those with limited marketing expertise. 

 

2. Accessibility of Spotify 

Beginner bands frequently cited Spotify's accessibility as a major advantage. The 

platform allows artists to distribute their music globally with minimal financial and 

logistical barriers, providing opportunities previously unavailable in traditional music 

distribution channels. Participants appreciated features like user-generated playlists and 

algorithmic recommendations, which offer organic visibility and audience expansion. 

Despite these benefits, bands also expressed concern over the platform's overwhelming 

competition, with millions of artists vying for listener attention. This saturation often 

forces bands to supplement Spotify's tools with external efforts, such as social media 

campaigns, to ensure visibility. 

 

3. Effectiveness of Promotional Tools 

Playlists and algorithmic recommendations were widely recognized as key to 

audience growth. Participants shared that being featured on Spotify’s editorial or 

algorithmic playlists resulted in significant spikes in streams and audience engagement. 

However, many bands expressed frustration over the lack of transparency in playlist 

placements, making it difficult to consistently leverage this tool. Similarly, algorithmic 
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recommendations were viewed as unpredictable, with artists struggling to understand how 

to optimize their content for better exposure. These findings suggest a need for greater 

clarity and fairness in Spotify’s promotional mechanisms to better support beginner bands. 

 

4. Challenges in Financial Sustainability 

Financial constraints emerged as a recurring challenge among beginner bands using 

Spotify. Participants noted that while the platform offers global reach, its royalty structure 

often yields minimal earnings, making it difficult for bands to achieve financial 

sustainability solely through streaming revenue. Many artists emphasized the importance 

of diversifying income streams, such as merchandise sales, live performances, and 

crowdfunding. However, the time and resources required for these efforts often detracted 

from their ability to focus on music creation. This highlights a significant gap in the 

platform’s support for emerging artists, suggesting the need for supplementary financial 

aid or promotional packages targeted at beginner bands. 

 

5. Strategic Adaptation and Industry Support 

Despite the challenges, beginner bands demonstrated adaptability by employing 

strategic approaches to maximize Spotify’s potential. Many participants leveraged Spotify 

analytics to inform their marketing campaigns, utilized social media to drive traffic to their 

profiles, and collaborated with other artists to expand their audience base. These findings 

underscore the resourcefulness of beginner bands in navigating a competitive digital 

landscape. However, participants also expressed a desire for more support from industry 

stakeholders, such as mentorship programs, algorithmic fairness, and accessible training 

resources. Such initiatives could enhance the ability of beginner bands to effectively use 

Spotify as a launchpad for their careers, fostering a more equitable and sustainable music 

ecosystem. 

 

These findings highlight the dual nature of Spotify as both an opportunity-rich platform 

and a challenging environment for beginner bands, underscoring the need for strategic 

engagement and systemic support to maximize its benefits. 

 

 

 

 

CONCLUSION  

 

In conclusion, this research highlights how beginner bands perceive and navigate 

the opportunities and challenges of using Spotify as a platform for expanding their music 

careers. Spotify’s promotional tools—such as playlists, algorithmic recommendations, and 

targeted advertising—are seen as valuable but highly competitive and difficult to access 

consistently. While these tools offer significant opportunities for audience growth, 

beginner bands face challenges in standing out among millions of other artists and often 

lack the financial resources to fully leverage paid promotion. Despite these hurdles, the 

promotional tools are appreciated, and bands that persistently engage with them can make 

meaningful strides in expanding their audience base.  

Finally, the use of Spotify for Artists' analytics and insights proves to be a critical 

factor in shaping marketing and business strategies for beginner bands. While some bands 

underutilize these tools, others successfully incorporate data-driven insights into their 

decision-making processes, helping them target key audience segments, plan tours, and 

refine their content strategies. The research suggests that bands that more effectively utilize 

these analytics experience greater success in growing their fan base and improving their 
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promotional efforts. Overall, the ability to combine strategic use of Spotify's features, 

including analytics and promotional tools, is essential for beginner bands aiming to expand 

their careers in the digital music industry. 
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