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Abstract:

This paper discusses the impact of new information technologies, especially Internet, in the 
structure of the music industry and offers an assessment of the main influences that are 
reconfiguring the operation of music creation and production. The analysis covers the content 
and the reconfiguration of the bases of competition and new business models as part of the 
strategic responses of established players in the sector. Expansion opportunities and the 
creative potential of Cuban music were studied, highlighting the strategic choices and new 
challenges facing the onslaught of the digital age.

Keywords: Music Industry, Internet, New Information and Communication Technologies, 
Reconfiguration, Competence, Strategy.

1. Introduction

The production of artistic goods and services is clearly a growth sector of industry, accounting for an 
increasing proportion of GDP at the global level. From 2009 the commercial statistics for the development 
of international businesses (www.trademap.org) have shown that the contribution of cultural goods and 
services in the GDP of a significant group of nations has ranged between 2% and 7%. The United States, 
Brazil, Sweden, Spain and Japan are among the countries with higher income and output in these 
sectors. 

One of the sectors making a major contribution to this evolution is the music industry. According to the 
International Federation of the Phonographic Industry  “the commercial value of the discographic industry 
on the world scale recorded a slight increase of 0.3% in 2012, which  constitutes the best result since 
1998, and indicates that the improved market conditions observed in 2011 were maintained” (IFPI, 2013). 
Those same sources reveal that the increase in the licences granted by the discographic industry and the 
innovations that have appeared (systems of suggestions or music recommendations systems, 
improvement in mobile applications, and interconnection with social networks) are aspects that have had 
an impact on customer appreciation and satisfaction with the services of legal downloading of contents; 
on the world scale in 2012 revenue from digital sales reached 5.6 billion dollars. This is due to the impact 
of radical technological innovation on the business models, described by Bourreau, Gensollen and 
Moreau (2012). 

mailto:lc.ortigueiras@up.edu.pe
mailto:idalia@fec.uh.cu
http://www.trademap.org/
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The transformations of the music industry have been accentuated in recent years, with the popularization 
of the Internet and the possibility for consumers to exchange music files via the Internet. As Calvi (2006) 
states, the music industry, together with other sectors, takes advantage of the reduced costs associated 
with storage, distribution and marketing, so as to establish new digital music markets in this way. Several 
different business models have come into contention. Burkart (2008) evaluated the changes in the mode 
of consumption towards digital formats and argued that the subscription model was not viable, but despite 
this, the data given in the IFPI report (2013) would lead to the rejection of such a conclusion, since that 
report indicates that the subscription services account for more than 10% of total revenues from sales of 
digital music. Moreover, although Parry et al. (2012) stated that, to date, the sales channels of payment 
by unit have been more successful than the subscription services,  these latter have come to be the 
predominant model in some countries such as Sweden, South Korea and France (IFPI, 2013). This would 
confirm the findings of Parry et al. (2012) who identified a group of consumers (less than the half of their 
sample) with the propensity to utilize subscription services. 

According to Fouce (2010) the task of the researchers is, without doubt, to continue analysing and 
observing the reconfiguration of these mediations showing the modes by which our contemporary culture 
is organized. It is for this reason that, in the present work, we consider the impact of the new information 
technologies on the structure of the music industry, and make an assessment of the principal influences 
that are reshaping how music is created and produced in Cuba. 

2. Theoretical framework

Change in the configuration of an industry is induced by the driving forces that are capable of generating 
discontinuities and require the ceaseless search for responses that would allow the industry to take 
advantage of opportunities and to maintain unique defensible positions. The vision of the forces in 
contention and of the factors of the general environment is a static image of the existing situation of the 
industry in which the competitive contest for positions and the fight for financial margin or profit take place 
within a defined combination of already existing products. The dynamism is reflected in the changes of 
the forms of consumption and marketing of products and services.

Industries are in a continuous process of renewal in adaptation to movement in the market. The most 
proactive and anticipatory approach is to generate the architecture and structures that enable the actor to 
be a pioneer. Emphasizing the most innovative trends in the product-market combinations is a 
requirement in the redesign of competitive strategies for the leading positions within the sector.

Without doubt the Internet, as a dynamic medium for the exchange of information and content, has had a 
major impact in the creative industries, and specifically, in the music industry; the Internet has become the 
driving force of the changes and reconfiguration of the music industry. It has promoted new forms of both 
consuming and marketing music. 

In this context two important factors re-occur in the literature referring to the music industry: one is the 
search for new business models (Bhatia et al., 2003; Bourreau et al., 2008; Baym and Burnett, 2009; 
Oliver, 2010; Bourreau, 2012; Parry et al., 2012) and the other is the impact of piracy on the industry 
(Casadesus-Masanell and Hervas-Drane, 2010; Bonner and O’Higgins, 2010; Bacache et al., 2012; 
Bustinza et al., 2013). 

The opportunities that are generated by the proprietors of works on the Internet and the development of 
the audiovisual content have had a determining influence on the conditions by which an author's rights 
can be protected, exercised, observed and managed. Roberts (2010) has described how these 
opportunities have arisen in sectors such as television, video games and film by exploring various facets 
of the award of licences of author's rights for commercial composers of music. 

Independently of the structural changes that the Internet has given rise to in terms of growth, the way the 
Internet's benefits have been exploited in business terms has preserved almost unaltered its essential 
nature; the capital on which profits are made is still in the hands of a small group of large discographic 
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companies (the "Majors") comprising Universal Music Group, Sony Music Entertainment and Warner 
Music Group; thus a highly concentrated structure has been reproduced, even in the digital era. 

The recorded music industry has had to recognize the effect of the Internet on the value chain of the 
sector (Graham et al., 2004; Hadida and Paris, 2014; Rus, H., Kuilboer, J-P. and Ashrafi, N., 2014; 
Dellyana, D. and Simatupang, T.M., 2014) and the business model has had to be reformulated towards a 
more integral model, one of virtual coordination and with a greater online participation. The new business 
model presupposes the entry into the chain of numerous competitive actors with different characteristics, 
with value being generated by the competitive advantages of their integrally-coordinated activities. In 
effect, the recorded music companies should now be seen as service companies (Graham et al., 2004). 

The actual reconfiguration of the sector and the increase in the possibilities of the business are 
generating emerging and integrative strategic processes. These processes constitute objectives for 
changing the strategies in the face of the new opportunities that are being generated, in such a way that 
these emerging fields are shaping important decisions in the sector. 

Various media (IFPI, RIAA) reflect that the interpenetration of the music business on the Internet has 
created a new paradigm of access for the consumption of music, and is facilitating, in a personalized way, 
a greater variety of possibilities for exposure to musical contents, and their acquisition, that casts both 
artists and consumers in roles of greater importance. 

In this new architecture, the relationship between the artist and the consumer means that both of them 
are much more significant protagonists and occupy an important place in the value chain; providers and 
artists who are more self-sufficient in producing their artistic output and distributing it on the Internet are 
now entering the industry (Graham, et al., 2004). 

The Internet's major social networks like MySpace, Youtube, and Facebook, among others, greatly 
expand the routes of promotion and information to the consumer at very low unit costs for the artist or 
promoting company; these phenomena widen the diversity of musical proposals on the Net and allow 
sales to be predicted  (Dhar and Chang, 2009). The digital world has opened a virtual path in the music 
sector, marked by cooperation, by means of strategic alliances on the basis of competitive advantages, 
with these new dynamic and flexible economic forms. 

In this way the processes by which new proposals for the creation of music are introduced have been 
made more agile; the many facets of this art are beginning to converge in one single product, and this has 
interwoven these processes together even more. It has enabled the markets to be segmented into many 
more consumer categories, given the diversity of musical genres and tendencies. 

The risks of the recorded music industry are accentuated by the reduction of the product life cycle (Asai, 
2008, 2009) which is a causal factor of the increasing private and illegal exchange of music files, the 
perishable character of fashions given the agility with which new proposals are generated, and the 
development of the phenomenon of piracy in both the off-line and on-line areas of the business. 

In this new scenario propitiated by the Internet, the possibilities for live music and its importance have 
intensified in the face of the need to consume the real musical moment for its connotation in the 
satisfaction of consumer needs and with the insecurity of the consumer due to excessive offers of music 
in other formats. Rondán-Catalonia and Martín-Ruiz (2010) concluded that the satisfaction of the 
consumer, the perception that prices are fair, readiness to pay, the value of the customer and the quality 
of the product/service are rated at significantly higher levels in those attending concerts than in those 
purchasing CDs. Mortimer et al. (2012) examined the impact of the exchange of files on the sales of 
recorded music and the demand for live music, and suggested that this practice produces a reduction in 
sales and an increase in the demand for concerts. For their part Dang Nguyen et al. (2012) analyzed the 
incidence of the consumption of music in streaming; their results indicate that this does not have any 
effect on the sale of records but affects positively attendance at concerts of live music.
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This effect of interdependence between the commercial distribution of music, the entry of new channels 
for marketing and diffusion by Internet, and the repercussion in an increase in the consumption of live 
music is leading towards an integrated business model by means of a 360º management focus in which 
the same company commercializes all the facets of the artist whether by merchandising, publicity, 
recorded music or concerts (Dewenter et al., 2011; Marshall, 2012).

The possible synergies of the business are increased with the inclusion of recorded music in services like 
cellular telephony, synchronization in audiovisual material, commercial messages, and video games, 
among other multimedia applications, and the recovery of the rights of public communication on radio 
paid for by publicity. The availability of technology and communications media continue to be factors that 
move the supply of music; these represent new channels and forms of distribution that increase the 
possibilities of growth in the sector.

Processes of vertical integration in both directions are taking place in the music sector, by way of 
networks, with new investments and new actors coming in, thus promoting competitive rivalry. As Abreu 
(2010) states: “The negotiating power of musicians, producers and distributors moves the sector, and the 
substitution possibilities are contained by the integration of music with other forms of entertainment and 
the rest of the arts”. At the same time the process of vertical integration of the industry is extending it into 
R&D+I for access to new resources.

3. Challenges to the music industry of Cuba from the impacts of international reconfiguration 

The music industry in Cuba is not insulated from the onslaught of the digital era; and, in certain ways, the 
transformations of the forces of competition and of the strategic alternatives that are viable can be 
perceived. Use of the new technologies that have reconfigured the sector is still in the early stages of 
development and is focussed on external trade. Nevertheless, the challenges for the Cuban music 
industry of competing in the international market suggest that the way the sector is organised and 
operates needs to be rethought. 

It is recognised that the development of the cultural industries, and of music in particular, responds to the 
need to preserve the rich cultural heritage of the past and to sustain it for the future, so that the identity 
and values of the culture itself can be reproduced. As suggested by Aoyama (2007), there may be a 
“geographic paradox in the contemporary cultural industries which, on the one hand, points to the need to 
preserve their identity and, on the other, the need for regional cultures to establish links with the export 
markets for their survival”. Later Aoyama (2009) demonstrates that cultural tourism contributes to cultural 
sustainability and survival. This cultural richness, in turn, constitutes one of the key factors in the 
development of other sectors, as is the case of the tourism sector in Cuba (Ortigueira-Sánchez and 
Gómez-Selemeneva, 2012). The production of cultural goods and services is developed from within the 
society, and serves as a point of departure and reaffirmation of the artistic expressions of Cuban society; 
it represents its identity in which social access to cultural goods and the arts in general are interlinked, 
forming a kind of vanguard in anticipation of the transformation of Cuban society and identity. This 
commercialisation in the relationship of the music sector with the tourism market will, in turn, provide the 
conditions for local musicians to increase their capacity to produce local narratives of music (Su, 2011).

National and international recognition of the importance of the Cuban culture and heritage of its own 
genres and tendencies create the bases for converting the music sector into a strategic sector for the 
country. The new international architecture of the sector and the changes being promoted in the country's 
economic model are presenting the music industry with the following major challenges:  

 how to generate its own path for the development of the industry, taking into account the 
international trends, from a situation where Art, independently of being an economic good, has a 
social significance; 

 how to mobilise the creative potential of performers and creators with solid training, so that their 
output is converted into economic values for Cuban society; 

 how to adapt the organisational forms of management to take advantage of the opportunities and 
to prosper in the current  competitive conditions; 
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 how to promote the entrepreneurial capacities of the musician-manager, so that synergistic, 
multiplier and trans-disciplinary results are generated from the know-how of the sector.  

 The Cuban music industry is a sector that is expanding in the scope of national consumption and 
towards the new blocks of south-south integration; it is taking advantage of the interest of 
distributors from other geographic areas and the effects of the network of relationships for an 
integrated outlet to both segments of the market.   

4. Methodology and results

In this section we move on to analyse the feasibility of the expansion of recorded music and live 
performances in the domestic and international markets, and the use of the various forms of 
internationalization. The starting point for this is the panel study conducted of a group of 60 experts from 
the sector. Among the experts selected were prestigious international artists, representatives of 
institutions, businessmen and recognised academics associated with the music sector. The number of 
experts to be selected was determined to be well in excess of the criterion proposed by Okoli and 
Pawlowski (2004), who established that a range of between 5 and 18 experts is considered valid for such 
interviews.

In Cuba, a particular characteristic of the industry is its breadth and quality of musical talent and wealth; 
this therefore makes it attractive for potential expansion in both the domestic and international markets. 
Presented next in figures 1 to 4 is the result of the generation of a perceptual map, developed from 
percentage of responses from the sample employed. Represented in figure 1 are estimates of the current 
presence and the capacity for future development of products in the internal market, both discographic 
products (PD) and live performances (PV). The terms MN (National Currency) and CUC (Convertible 
Peso) refer to the two types of currency used in the country; the MN is that which is used locally for the 
payment of wages and salaries, etc., and the CUC is used as the reference for the exchange rate with 
respect to other countries' currencies. Both currencies are in circulation and, depending on the type of 
trade and product, sales transactions take place in one or other currency. This difference in the type of 
currency used for accessing the particular product or service, whether it refers to recorded music or to live 
performances, allows markets to be segmented based on the type of customer; and since the CUC is the 
currency obtained when any foreign currency is exchanged, this is the currency used by visitors to Cuba. 

Figure 1: Current presence and future capacity in the internal market.

Live performances (PV) in MN/in CUC/in Tourism (TUR)
Discographic productions (PD) in MN/in CUC/ in Tourism (TUR)
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The dissimilarity, that is, the difference in the positioning and the distance between PVCUC (live 
performances in CUC) and PVMN (live performances in MN) is because different segments are 
considered. The same is the case with PDCUC (discographic products in CUC) and PDMN (discographic 
products in MN). However, the similarity between PVTUR (live performances in Tourism) and PVCUC is 
because all the PVTUR products/services are paid for in CUC, although their differences in position are 
because the users of the product/service are not only foreigners. The dimensions show that currently the 
music industry in the internal market is orientated towards live performances, more than towards 
discographic productions; and it is also orientated towards the segment that uses the CUC. 
Consequently, in this figure 1 it can be observed that the bases of this market rest on the use of the CUC, 
and it is orientated towards the tourism sector. 
 
Represented in figure 2 are estimates of the potential for growth and the capacity for future development 
of products in the internal market, both discographic products and live performances. Figure 2 shows that 
advantage should be taken of live performances, paid for in CUC and in the tourism segment, to realise 
growth possibilities; it is these product/market areas that are considered to have greater potential for 
future expansion.  Similarly, figures 1 and 2 show a reduced level of production of discs for the domestic 
market, and development potential is not perceived for this product/market area, given the current 
circumstances of the business that limit its possibilities of expansion.  

Figure 2: Growth potential and capacity in the internal market.

Live performances (PV) in MN/in CUC/in Tourism (TUR)
Discographic productions (PD) in MN/in CUC/ in Tourism (TUR)

The next figure 3 shows the level of profitability and the current presence in the international market. The 
terms pv and pd refer, respectively, to live performances and discographic productions. Figure 3 indicates 
Western Europe for both pv and pd, and the USA for pd, as the principal markets where the current 
development of the industry should be concentrated. 

Figure 4 shows the level of profitability and the potential in the international market. Also highlighted in 
figure three are those markets with potential for growth in the area of live performances, i.e. Canada, 
Latin America and the USA; there are also possibilities for expansion of the discographic market in 
Canada.



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 21 (Jul-Sep 2016) (15 - 28)

21
ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2016

Figure 3: Profitability and current presence in the international market.

Live performances (PV)
Discographic productions (PD)

Figure 4: Profitability and growth potential in the international market.

Live performances (PV)
Discographic productions (PD)
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Presented in figure 5 are the routes for the international expansion of the music industry of Cuba, both 
those currently exploited and the future potential that they offer. 

Figure 5: Comparative profile of the different forms of international expansion between those 
currently exploited and those offering future potential.

Parameter: Frequency (%)

 

The lines of business most exploited at present in the international market are the export of live 
performances and the granting of licences for the sale of music on the Internet. In second place are 
editorial and phonographic licences; the activities related to contracts of coproduction, export of musical 
production and management services are in the early stages of achieving presence internationally. 

Generally speaking, all the routes employed for the expansion of the music industry at the international 
level are susceptible of expansion and greater exploitation for their future growth.   

The menu of options that, in the opinion of the experts, facilitates the design of strategies (as ways to 
protect against the risks and to seize these opportunities) is shown in the form of alternatives that are 
submitted to appraisal against several criteria.  

The evaluation of options in a first round identified the following a priori strategic paths for the 
development of the sector:

- Correlation between ownership and management: Cooperation between musicians and 
institutions. 

- Cost differentiation: Economies of scale. 
- Expansion routes: Specialisation. 
- Intersector expansion: Vertical integration forwards.
- International expansion: Distribution channels in other countries.  

With the objective of strengthening the development of the music industry in relation to its markets, a 
menu of specific Strategic Options is proposed next as courses of action subordinate to the previous 
choices; these were also evaluated by the panel of experts in the sector.

1. Correlation between ownership and management: Cooperation between musician and institution.
a. Separate the company/business system from the institutional system in the music sector.

2. Cost differentiation: Economies of scale.
a. Put each creator and their work at the centre of the productive processes.
b. Modify the existing legal frameworks in the sector for the external trade in music.

3. Expansion routes: Specialisation 
a.  Create a specialisation in the functions of External Trade in music. 
b. Specialisation in services orientated to the musician-manager. 
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c. Creation of low-price music products aimed at the less-affluent sector of the population.
4. Intersector expansion Vertical integration forwards.

a. Alliance with the Tourism market, with segmentation in territories where this sector is 
developing.

b. Distribution channel in Cuban Pesos for discographic products.
c. Strategic alliance with domestic manufacturer in order to substitute imports.

5. International expansion: Distribution channels in other countries.
a. Retain the current modalities of exportation and licences.
b. Investment in mixed alliances or cooperatives with international distributors of 

discographic productions.
c. Investment in mixed alliances or cooperatives with distributors of live performances in 

other countries.
d. Investment in mixed alliances or cooperatives with distributors of integral music products.
e. Facilitate the development of franchise businesses.

Presented in continuation are the arguments made in consideration of each of these specific proposals: 

1.  Separate the company/business system from the institutional system in the music sector: with 
the object of organizing and clarifying the structure, together with the reorientation of the functions 
of each entity, and thus strengthen the generation of income by the companies, and so that the 
institutions concentrate on the cultural policy of protecting and preserving heritage. A new form of 
organization is needed to provide the appropriate frameworks for the development of the artists 
and the improvement of the processes that take place in the industry.

2. Put each creator and their work at the centre of the productive processes: the intention with this 
proposal is to achieve an integral focus on the product. Given that artists are increasingly learning 
more about the management processes that operate in the industry, leading to the creation of a 
new architecture, mechanisms need to be created to provide incentives for management by 
musician-managers, and thus strengthen the development of the industry. With the application of 
this strategic option economies of scale could be exploited more effectively.

3. Modify the existing legal frameworks in the sector for the external trade in music: it is essential for 
the international development of Cuba's music industry that there exists a legal framework that 
allows both the companies of the industry and the artistic units to have wider scope for taking 
decisions in international negotiations, so that  they can be sufficiently flexible to take advantage 
of all the opportunities that may present themselves.

4. Create a specialisation in the functions of External Trade in music: to implement this strategy 
coordinated efforts are required in the analysis of the characteristics presented by the 
international market for music industry products. Such specialisation would provide support in the 
search for new modalities and routes for success in international markets based on the efforts 
and investments of the sector's owner-managers and musician-managers.

5. Specialisation in services orientated to the musician-manager: The effect of this proposal would 
be to strengthen the management of the musicians as part of the current 360 degree-integration 
approach. It is necessary to create the framework and bases so that the musician-manager can 
operate effectively, and to recognise that these processes are currently emerging as new sources 
of value in the sector. 

6. Creation of low-price music products aimed at the less-affluent sector of the population: in this 
way the range of products/services supplied in this segment will be expanded, and it would 
ensure that the objective of the country's cultural policy is met, i.e. that Cuban music products 
should be within reach of everyone in Cuba.

7. Alliance with the Tourism market, with segmentation in territories where this sector is developing: 
such an alliance for development between the two sectors would generate substantial results. It 
would represent a proposal of greater quality, raising the appeal not only of the two sectors but 
also of Cuba as a cultural destination for visitors. It is proposed that this should be carried out 
with local segmentation to take full advantage of the artistic potential existing in the regions where 
tourism is now being developed; this aspect is often ignored or neglected.

8. Distribution channel in Cuban Pesos for discographic products: proposing that discographic 
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products should be marketed in Cuban Pesos, aimed at the segment of national/domestic 
consumption, makes it necessary to create a distribution channel that would operate in this 
respect for the entire country, and to protect this internal market.

9. Strategic alliance with domestic manufacturer in order to substitute imports: with this option the 
cost of making phonograms would be reduced, since a major group of imports would be 
substituted. This move could result in a reduction in costs that would help bring the selling price 
somewhat closer to acquisitive capacity of the general population, thus facilitating the strategy of 
offering more products to the national segment. It would also reduce the gap between the 
generation of new creations and their availability on the market.

10. Retain the current modalities of exportation and licences: maintaining the existing routes for the 
internationalization of the music of Cuba requires improvement in the management capacities of 
the sector's business managers; this would be supported principally by the strategy of creating a 
specialisation of the activities of external trade in music. In the judgement of the experts 
consulted, the greatest potential export markets are Canada, the USA and Western Europe.

11. Investment in mixed alliances or cooperatives with international distributors of discographic 
productions: this would constitute a new form of expansion for recorded music, taking account of 
the current strengths and weaknesses of the industry in Cuba; alliances and/or cooperation are 
recommended  since direct investment requires amounts of capital that are not available. This 
action would also be supported by the proposed specialisation in the functions of external trade in 
music, for the appropriate decision-making necessary in such a process. 

12. Investment in mixed alliances or cooperatives with distributors of live performances in other 
countries: this line of strategy offers more prospects of success than the preceding, in 
accordance with the contemporary trends in the music business of the world. Alliances and/or 
cooperation are recommended as the best form of expansion for the same reasons of lack of 
investment capital expressed in the comments on the preceding strategic option. This action 
would also be supported by the proposed specialisation in the functions of external trade in 
music, for the appropriate decision-making necessary in such a process. 

13. Investment in mixed alliances or cooperatives with distributors of integral music products: this 
strategy is considered the most complete and coordinated, in that it seeks to obtain the maximum 
advantage of the artists and their creative output. It would allow the offer to the consumer to be 
maximised; it would ensure, to a greater extent, the diffusion of Cuban music at the international 
level; and would generate more income for the sector. As with the previous strategies, alliances 
or cooperation are recommended, which would be supported by the proposed specialisation of 
the functions of external trade in music, for the complex decision-making that would be required 
in the process. 

14. Facilitate the development of franchise businesses: this option requires the coordinated effort of 
the managers of the Cuban music industry for the development of a unique and successful 
business that would be sufficiently attractive for this possible modality of internationalization. It 
would also need to be supported by the strategy of specialisation in the activities of external trade 
in music, for the specialised decision-making involved in this process and the negotiations with 
prospective franchise operators.

Table 1 shows the order and value that the experts attribute to the strategic options of product-markets 
listed previously. The courses of action essential for the development of the music sector in Cuba, within 
the set of options for growth, are identified. 

Table 1 presents an a priori evaluation of the principal strategic routes for exploiting opportunities in the 
various markets open to the music industry of Cuba. These potential strategic routes take into account 
the characteristics of the national industry, and the possibilities generated from the process of 
international reconfiguration of the sector. 



The International Journal of Management Science and Information Technology (IJMSIT)
Issue 21 (Jul-Sep 2016) (15 - 28)

25
ISSN 1923-0265 (Print) - ISSN 1923-0273 (Online) - ISSN 1923-0281 (CD-ROM), Copyright NAISIT Publishers 2016

Table 1: Ranking of strategic options for the product markets.
Strategic Options for product 
markets:

Suit-
ability

Feasibility Acceptability Ranking

Investment in mixed alliances or 
cooperatives with distributors of integral 
music products.

77.28 77.30 90.02 81.53

Specialisation in the functions of 
external trade in music. 

70.92 82.95 88.20 80.69

Investment in mixed alliances and 
cooperatives with distributors of live 
performances. 

70.02 82.98 87.28 80.09

Modify the existing legal frameworks in 
the sector for the external trade in 
music. 

73.64 78.42 84.56 78.87

Alliance with Tourism, with 
segmentation in territories where this 
sector is developing. 

70.00 77.28 78.20 75.16

Facilitating the development of franchise 
businesses. 

71.80 77.30 76.36 75.15

Investment in mixed alliances or 
cooperatives with distributors of 
discographic productions. 

62.72 75.00 82.74 73.49

Strategic alliance with domestic 
manufacturer in order to substitute 
imports. 

72.74 73.88 72.80 73.14

Specialization in services orientated to 
the musician entrepreneur. 

71.82 71.63 74.56 72.67

Separate the business system from the 
institutional system in the music sector. 

67.36 64.78 70.04 67.39

Distribution channel in Cuban Pesos for 
discographic products. 

68.18 59.10 59.98 62.42

Put the creator and his/her work at the 
centre of the processes (integral model).

70.00 51.12 63.64 61.59

Creation of low-price music products 
aimed at the less-affluent sector of the 
population. 

70.00 50.00 50.90 56.97

Keep the current modalities of 
exportation and licences. 

30.92 24.97 23.64 26.51

5. Conclusions

The popularization of a medium like the Internet has driven significant changes in world trade. For the 
music industry, it is through this medium that the new challenges faced in the process of reconfiguration 
currently taking place are being confronted. The Internet has shaken up the bases of competition and 
new forms of reaction have arisen for confronting the new emerging areas and processes by which music 
is created, produced and distributed. 

In this article we consider the means by which competitive advantages are obtained and market positions 
are won and sustained; we reveal the new combinations of product markets and the links between 
activities that are revolutionising the ways in which the actors are competing and collaborating. The 
structure shown by the growth of the industry reflects the reconfiguration of the forms of distribution and 
the growing role of the sales of digital music in the portfolio of businesses. 

The adaptive responses to the changes emerging from the established actors in the industry have 
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connotation with the opportunities for synergy generated by the interlinking of activities in new space – 
time of the existence of music as a business.

The article emphasizes the significance for the music industry of Cuba represented by the re-
conceptualization of its modes and forms of organisation as pre-conditions for its expansion and growth in 
both the national and international markets.    
This study constitutes a first approach to devising a strategic map of the industry in that country. A greater 
consensus needs to be sought in perceptions about the topics prosecuted by undertaking a second round 
of validation to advance further in the synergy and consistency for implementing the strategy outlined. 

The result of the analysis contributes to specifying the markets for which a strategy of growth should be 
developed. The analysis of the preceding figures leads us to conclude the existence of greater 
possibilities for growth in the international market, rather than in the internal market. Unlike the internal 
market, discographic production is focussed on satisfying the demand of the international market, but is 
found to be still insufficient with respect to the potential and to the levels achieved by live performances. 
The possibilities for expansion in Western Europe, which is one of the traditional markets, and the 
potential opportunities in the USA and Canada, for both products, are highlighted. 
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