
SAN FRANCISCO: Music streaming service
Spotify on Wednesday filed for a direct listing of
its shares, laying out financial data for the first
time that cheered some analysts but led others
to question how it could turn a profit from its
growing subscriber base.

Spotify, which wants to trade as SPOT on the
New York Stock Exchange, is taking an unusual
path to the US public markets, with a direct list-
ing that will let investors and employees sell
shares without the company raising new capital
or hiring a Wall Street bank or broker to under-
write the offering. Be-
cause the company will
not issue any new
shares, it did not specify
a listing price. Based on
private transactions, it is
valued at roughly $19
billion, according to
Reuters calculations.
Spotify, launched in
2008 and available in
more than 60 countries,
is the biggest music streaming company in the
world and counts services from Apple Inc, Ama-
zon.com Inc and Alphabet Inc’s< GOOGL.O>
Google as its main rivals.

Rising sales, costs in check
In the filing, Spotify laid out detailed financial

data for the first time, showing rising revenue
and relatively steady operating costs, which an-
alysts took as a positive. Revenue rose 39 per-

cent to 4.09 billion euros ($4.99 billion) in 2017,
from 2.95 billion euros a year earlier. Its operat-
ing loss widened to 378 million euros in 2017
from 349 million euros.

Its net loss ballooned 129 percent in 2017,
driven mostly by financing costs related to a
2016 deal in which Sweden-based Spotify raised
$1 billion in debt that would convert to shares
upon an initial public offering. “The revenue
continues to grow but in particular their costs
are growing slower than revenue, which is ex-
actly what you expect in a business like this,”

said Jay Ritter, an expert
in initial public offerings
and professor at the
University of Florida.

Spotify compared its
aspirations to the reach
of Facebook and
YouTube. “We believe
the universality of music
gives us the opportunity
to reach many of the
over 3.6 billion internet

users globally,” it said. With 71 million premium
subscribers globally, Spotify has about twice as
many paying customers as music streaming run-
ner up Apple, with 36 million. Including those
who listen to advertising-supported streams,
Spotify has about 159 million monthly average
users. Amazon Music Unlimited has 16 million
paying subscribers, and Pandora Media Inc has
5.48 million total subscribers.

Google has not said how many subscribers it

has to Google Play, its music streaming service.
Spotify’s premium subscription costs $9.99 a
month, but it said it saw great potential in its ad-
supported service, which Apple does not offer.
“With our ad-supported service, we believe
there is a large opportunity to grow users and
gain market share from traditional terrestrial
radio,” Spotify said.

The net proportion of subscribers who left
Spotify’s paid-for service, or churn, fell to 5.1
percent of paying customers at the end of 2017,
from 6.9 percent at the start of 2016, the com-
pany said. “This has been a question we’ve been
wondering for a long time: how sustainable is
Spotify’s model? This is the very first time we’re

seeing public disclosure about churn, and the
news there is really good,” said Larry Miller,
head of the music business program at New
York University’s Steinhardt School.

Spotify calculated that customers brought in
3.6 times more revenue over their life as a user
than the company spent on marketing to attract
them, as of the end of 2017, helping boost free
cash flow to 109 million euros by the end of last
year. Still, in going head to head against Apple,
Amazon and others, Spotify is “competing
against companies that never need to make a
dime on music as a standalone business and that
in fact use it to drive other aspects of their busi-
ness,” Miller said.  — Reuters 
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NEW YORK: This file photo taken on December 11, 2013 shows a Spotify logo during a
press conference. — AFP 

Peugeot Citroen
drives to record
profits in ’17 
PARIS: French carmaker PSA Peugeot Citroen
said yesterday that its profits raced to new
records in 2017 even if its newly-acquired Opel
and Vauxhall brands weighed on earnings. PSA
Peugeot Citroen notched up “outstanding results,
making significant progress for the fourth year in
a row,” said chief executive Carlos Tavares.

Over the past four years, “the group has
turned around,” he told the annual earnings news
conference. The numbers were “proof of our
ability to deliver a profitable and sustainable
growth. The acquisition of Opel Vauxhall is a
great opportunity to boost value creation.” The
group’s net profit rose by 11.5 percent to a record
1.929 billion euros ($2.4 billion) in 2017.

Underlying or operating profit was up 23 per-
cent at 3.991 billion euros and sales grew by 20.7

percent to 65.2 billion euros, it said. While the
acquisition of Opel boosted revenues, the loss-
making German carmaker-acquired last year
from General Motors-weighed on profitability,
as it booked an operating loss of 179 million
euros. But CEO Tavares said that he was “very
confident with regard to the future.  We know
we’re going to turn (Opel) around,” pointing to a
17-percent reduction in costs at the unit achieved
already. 

Chief finance officer Jean-Baptiste de Chatil-
lon said that the PSA group “achieved record re-
sults in 2017, with a record number of vehicle
sales at 3.63 million units and a record level of
revenues.” And the group has also started well
into the new year, with the number of new regis-
trations of PSA’s Peugeot, Citreon and DS brands
jumping 22 percent in February, outpacing over-
all market growth of four percent, he said.

CEO Tavares said the group was “on track to
reach four million unit sales in 2018.” He said
PSA had increased its market share in Europe to
11.1 percent last year from 10.8 percent in 2016,
and it had done so without offering customers
discounts. — AFP 

How sustainable is
Spotify’s model?

Facebook jobs 
spreading  to 
more countries
NEW YORK: Facebook on Wednesday an-
nounced that its year-old job-hunting service
is expanding to dozens more countries, aiming
to connect members with local work. Face-
book vice president Alex Himel described the
move into more than 40 countries as a “new
stage of the diversification of the social net-
work.” Since adding a local jobs posting fea-
ture early last year in Canada and the US,
Facebook has enhanced it to handle tasks such
as managing applications, scheduling inter-
views, and getting alerts when desired types
of positions are listed.

“We do feel really good about how that’s
worked out in the US, with room for improve-
ment of course,” Himel said. Jobs can be listed,
or applied for, at a “dashboard” devoted to the
purpose in Facebook applications. Use of the
basic service is free, but businesses can pay to
“boost” posts and more strongly target candi-
dates, according to the Silicon Valley-based

social network. Job posts appear in several lo-
cations at the social network, including busi-
ness pages, Marketplace, and in News Feed.

Speaking with AFP on the sidelines of a
presentation in New York, Himel declined to
specify how many job postings were listed with
Facebook. He said an internal study revealed
that one-in-four Facebook members in the US
had used the social network to seek jobs.

According to Statistic.com, the Facebook
audience in the US tallied about 214 million
people, meaning that roughly 53 million people
there sought jobs at the social network.

With more than two billion users around the
world, Facebook promises strong potential for
connecting people seeking work with jobs in
need of filling, especially medium- or low-skill
jobs in local enterprises. “A lot of these busi-
nesses who aren’t able to fill their positions
elsewhere, they’re seeing success on Face-
book,” Himel said. Facebook’s job service
wades into the terrain of career-focused social
network LinkedIn, which Microsoft bought two
years ago in a deal valued at $26 billion. But
LinkedIn is seen as an online venue for profes-
sionals to cultivate connections and opportu-
nities whereas Facebook’s job service
appeared crafted for positions requiring less
schooling or specialized training. — AFP 
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