
Journal of Humanities, Music and Dance 

ISSN: 2799-1180  

Vol : 03, No. 02, Feb-Mar 2023 

http://journal.hmjournals.com/index.php/JHMD 

DOI: https://doi.org/10.55529/jhmd.32.10.13 

 

 

 

 

Copyright The Author(s) 2023.This is an Open Access Article distributed under the CC BY 

license. (http://creativecommons.org/licenses/by/4.0/)                                                             10 

 
 

Contextual Analysis: Spotify India IPL Mission 
 

 
 

Shreyam Chaudhary* 

 
*MBA and BBA in Marketing, Amity University, India  

 

Corresponding Email: *chaudhary99.mba@gmail.com 

 

Received: 22 November 2022      Accepted: 10 February 2023     Published: 14 March 2023 

 

Abstract: Spotify epitomizes the new period of scaling a business. It sent off a music-real 

time feature in late 2008, outperformed 1 million clients in mid 2011, and today offers 248 

million month to month dynamic clients in 79 business sectors admittance to in excess of 50 

million tunes and digital broadcasts. A T20 game is a bubbling pot of sentiments. The idea 

was to integrate every one of the exercises that happen on a cricket field all through an IPL 

coordinate with Spotify's library of 3 billion tracks. By covering the game ball by ball and 

conveying the hashtag #HarBallPePlaylist on Twitter utilizing the brand's handle, the brand 

used second advertising. Is Spotify endeavoring to confine its business by utilizing these 

systems? 
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1. INTRODUCTION 

 

In Stockholm, Sweden, in the year 2006, Spotify sent off as a web-based music membership 

administration. Martin Lorentson and Daniel Ek, a previous Star Doll CTO, established 

Spotify. In the span of seven days of sending off in India in February 2019, Spotify got a 

stunning 1 million clients, and, incredibly, in something like a year, Spotify India had caught 

more than 15% of the nation's streaming business sector. Spotify is the classification chief in 

music spilling with 299 million endorsers across 92 nations. With 35% of the worldwide music 

streaming business sector, the organization has almost two times the piece of the pie of Apple 

Music, at 19%. Spotify has accumulated its driving situation as of late adding premium 

endorsers at two times the pace of Apple. While Spotify's development has been amazing we 

think the reception of music streaming is still in early innings. Spotify developed into a stage 

that empowers music recordings and melody gushing from anyplace whenever with simply a 

solitary snap. Likewise not just changed the experience of paying attention to music, however 

it had the option to draw a sizable crowd when it showed up in India. The goal of Spotify was 

to change from an overall brand to a brand that Indians would perceive. The hardest perspective 

for Spotify was taking part in each IPL conversation without referencing any prominent players 

or shaping associations with eminent IPL clubs. By distributing playlists like this, Spotify is 
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endeavoring to contend actually with elective music wholesalers like Jio Sawan, Wynk Music 

Application, and others. With a contort on their item guarantee, Spotify India gained by the 

cricket frenzy. Spotify utilized the profundity of the assortment. 120 shippings 240 sentiments. 

conveyed in 240 particular playlists, which were played at each ball and live-tweeted to record 

every occasion. Their underlying tweet about the IPL commercial earned a ton of consideration 

on Twitter. They discovered that Indians are fortified by an adoration for cricket, particularly 

the IPL. One organization that gave IPL life was Spotify. One of Spotify's most appealing 

selling focuses is their library of 3 billion playlists, which has something for everybody. This 

business worked really hard of stressing the possibility that there is music for each situation 

life tosses your direction. Many thanks for guaranteeing that Spotify's audience members were 

fulfilled all through the IPl season. 

 

After their initial tweet gained traction, they decided to let a playlist that included every crucial 

moment from the IPL matches play. Every situation, including missed field goals, missed sixes, 

and dropped passes, had its own Spotify playlist. Spotify had the chance to accurately depict 

what followers were going through with each tweet on their twitter page. No mode of 

transportation, including the tiresomeness of spot balls and the wonder of sixes, made 

"Harballpeplaylist" wince.  

 

The incredible and impactful playlists that were on the way delighted all of the fans. As a result, 

while watching the IPL matches and paying attention to them, their followers were extremely 

happy and excited which carried the fans to one more inquiry that "With the World Cup around 

the bend, what else was in truck for them from Spotify?" Spotify made an honest effort to cover 

every feeling that occurred in the IPL matches. 
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2. CONCLUSION 

 

Through the contextual analysis obviously Spotify had the option to prevail with regards to 

sending off a mission for IPL in India called as "#Harballpeplaylist!". Spotify India could have 

something else for the fans in their truck. Going over such very much arranged and flawlessly 

executed advertising efforts, there is nothing unexpected that Spotify is among the main music 

web-based feature suppliers from one side of the planet to the other. Thus, their allies were 

very blissful and excited while watching the IPL matches and paying attention to the 
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"#Harballpeplaylist." With the World Cup close to the corner, what else did Spotify have 

coming up for their clients after they effectively ran their "#Harballpeplaylist" crusade? Spotify 

tried to catch each feeling that was available during the IPL matches. 

 

3. REFERENCES 

 

1. Proprietor of spotify - Search (bing.com) 

2. Spotify's Send off in India: Examine their Promoting Fixings (themarcomavenue.com) 

3. Spotify Tempests Into IPL Finals With A Playlist For Each Conveyance (frantic over 

marketing.com) 

4. Spotify's block attempt of the IPL last was constant promoting in real life (scroll.in) 

http://journal.hmjournals.com/index.php/JHMD
http://journal.hmjournals.com/index.php/JHMD
https://doi.org/10.55529/jhmd.32.10.13
http://creativecommons.org/licenses/by/4.0/

