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This paper studies the importance of social networks in the dissemination of musical contents and 
musical events, studying the specific case of Facebook in Portugal. 
 
The theoretical framework reveals a new technological and social reality, which leveraged a profound 
change in how we perceive and consume musical contents. The paradigm shifts and new opportunities 
provided by the digital context are particularly relevant in the music industry, which has been forced 
to reinvent itself in recent years due to the decreasing revenues from the sales of musical content. 
 
A methodology is proposed which will first frame the current situation of the Portuguese music 
industry through several interviews to some of its stakeholders, following an online survey which will 
characterize the Facebook user in general and its sharing habits of musical content and musical events. 
The results suggest that Facebook is used in the discover and follow of musical artists, with the 
sharing of musical content being a common phenomenon among its users. It is also perceived that the 
dissemination of musical events has a practical effect on the attendance of concerts and music 
festivals. 
 
Therefore, it is concluded that Facebook is a platform where consumers share their musical contents 
and events, where they search for their favorite artists and also find new artists, thus constituting a 
platform that should be intelligently exploited in a marketing perspective, taking into account the 
characteristics of a new type of consumer and a new kind of attitude towards music. 
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Introduction 
 
In the past decade, the paradigm of music consumption has changed significantly because of 
technological and social changes. The advent of the Internet as a primary mean of disseminating 
content and the increasing democratization of media, generated by an universal freedom of access, 
have made much easier the acquisition of any media content. Consequently, the music industry, one of 
the most affected by this phenomenon, is still trying to find its lost balance, seeking new revenue 
sources and new ways to promote their artists. 
 
The digitalization of music, which has greatly facilitated this widespread ease of access, has also 
changed people’s methods of consumption, demonstrating that more than just a technological step, 
these new platforms of access and consumption revolutionized the way we perceive music. 
 
Today’s consumer is also substantially immune to traditional media and advertising, which has 
encouraged marketers to find new ways to improve consumer involvement (Bagozzi et al. 2006). 
Given this context, online social networks, and especially Facebook given its great number of users, 
are a mandatory area of action, where there is still plenty of room for innovative forms of interaction 
with the consumer. 
 
Today, the power belongs to the consumers. They are choosing what and how they listen to, when they 
do it, but crucially with whom they share it, creating an unprecedented opportunity for new and 
existing musical artists to expose their content in innovative ways. 



In Portugal, we find an increasingly rich and varied music industry, in which we can empirically verify 
that the dissemination of these new artists is made largely through the word of mouth power of online 
platforms. Their user friendliness and the low costs associated give them an opportunity of distribution 
that many of the industry labels could not, otherwise, support. In this new era of social media, it 
appears that the open sharing of musical content and events is a constant, regardless of the artist’s 
nature, making it important to focus on the study of the relationship between the consumer and its 
music on Facebook. 
 
 
The Digital World – A New Kind of Market and a New Kind of Consumer 
 
Traditional marketing strategies and product exposure through traditional media are in full decline in 
this new era. This is a result of both the dematerialization of information-based products (such as 
books, music and video) and the emergence of a new kind of consumer, for which the motto 
"anything, anytime, anywhere" is part of their everyday reality. The rate at which the constituents of 
this new kind of consumer interact and create buzz around what they like and dislike, and the lack of 
understanding of the impact that the use of technology implies, can jeopardize the operational 
workings of established industries (Dionísio et al. 2009). 
 
These new consumers now develop their own perspective about brands and companies, which can 
conflict with what marketers are trying to convey through their strategies (Christodoulides 2009), 
making it necessary to be alert and hear the consumer through social networking sites – such as 
Facebook – in order to extract immediate knowledge of what consumers think and what might be 
necessary to change their perceptions of a product of service (Jennings 2009). According to Costa and 
Alturas (2010) social networks are one of the most used collaborative applications. And have become 
increasingly popular in recent years, providing an efficient and user-friendly way to maintain social 
connections and share information (Benson et al. 2010). 
 
 
The Role of Social Networks in a New Music Industry 
 
According to Gaffney and Rafferty (2009), social networks can be defined as platforms where users 
create a profile displaying their interests and usually follow links to their interests in order to find 
other users with whom they share them. They also referred; that this interconnected nature can greatly 
help the discovery of music. In a different context, Boyd and Ellison (2008) refer that, in many major 
social networks, participants are not necessarily networking or looking to meet new people, but 
primarily communicating with people who are already part of their extended social network, making it 
more likely for a user to consume according to the influence of his peers. 
 
The biggest of these social networks is Facebook. In Portugal, the Facebook penetration rate is 39% in 
the general population and a whopping 80% of the online population, which translates into about four 
million people. This social network is characterized by its generalist nature, allowing infinite forms 
and contexts of interaction and leaving it to the user to choose which better suits him. According to 
Rebelo and Alturas (2011) the aforementioned reasons and the ability to be marketing tool used to 
create buzz makes it the ideal study subject in this context. 
 
The development of digital technologies is threatening the music industry due to the consumer’s 
increasing ability to search, download and play high quality music in digital form accessible on the 
Internet (Alturas et al. 2005). From the introduction of the mp3 to the emergence of the peer-to-peer 
software networks that allow direct file sharing between individuals, the democratization of access to 
music led to a sharp decline of the major publishers’ revenues regarding physical formats (Samela et 
al. 2009). 
 
The current notion is that consumers have taken full control of transaction and bargaining power on 
music, as they can choose to buy or illegally download content. Managers cannot afford the luxury of 
ignoring the impact that social networking can have on their activities (Barnes et al. 2009) and social 



networks are attracting the attention of large Internet companies like Yahoo and Google 
(Sledgianowski et al. 2009), consequently, it is important to study the relevance of social networks in 
the dissemination of musical contents and events. 
 
 
Research goal and objectives 
 
The main goal of this research is to characterize the consumption and dissemination of musical 
contents and musical events on Facebook. In line with the main objective, the secondary objectives are 
as follows: 
 
- To describe the habits of musical content and musical event sharing of consumers on Facebook; 
- To discover the actual importance of Facebook in the discovery of musical artists in comparison to 
other means such as TV and radio and to other social networks; 
- To describe how the behavior behind the sharing of musical content and music events reflects in an 
actual purchasing of music and event attendance; 
- To conclude about the importance of these new means of marketing and sharing of music, given the 
current Portuguese musical paradigm, according to some of its players. 
 
 
Methodological Considerations 
 
The research methodology of this paper is divided into two distinct phases, the first phase was 
qualitative, and the second phase was quantitative. 
 
In the first phase, open response and common script interviews were made to six individuals who are 
highly involved in the Portuguese music industry – two musicians from different bands, a music 
blogger, a radio director, a music magazine director and a radio broadcaster who also works on the 
biggest musical event promoter in Portugal. The main objective was to get their view of the industry 
regarding the new promotion platforms and future revenue sources. 
 
The second phase consisted of a close response questionnaire made to a convenience sample 
comprised of 717 Portuguese individuals. This sample is very concentrated in the 18 to 25 year old age 
persons, 80% of respondents are students, 61.6% are women, 90% have high school or bachelor 
degrees and 83.7% live in urban areas (defined in this context as a big Portuguese metropolis or its 
close suburbs). 
 
Questionnaire results were analyzed through descriptive and bivariate statistics, having run 
correlations between variables using Spearman’s Rho. 
 
 
Findings 
 
In the interviewees’ opinion, the new technologic means, namely the phenomena of social networking 
sites, constitute an opportunity to bring the producers of musical contents closer to their fans. It is also 
pointed out that, despite the referred opportunity, and due to the low entry costs involving this sort of 
mean, new artists can go by unnoticed as well. This is mainly caused by the overflow of new artists in 
the social networking scene. There is also a notion that the practical benefits of this new and wide-
ranging way of disseminating musical contents are not measurable and that the industry still uses a 
model which is increasingly becoming obsolete. Nevertheless, the interviewees concur that the future 
of the music business will depend, in the short term, on the ability to better promote and utilize live 
performances, since these are unique experiences which can be further innovated on and, most 
importantly and because of their own physical nature, not downloadable. 
 



The questionnaire revealed that over 94% of the inquired individuals share musical contents on 
Facebook, and over 25% of these do it with a frequency of over once a month. On the other hand, only 
12% of the 94% share musical events more than once a month. 
 
However, 88% of the respondents have become aware of musical events through Facebook, of which 
63% have consequently participated in a musical event. 
 
It is also verifiable that the inquired sample does not purchase music online. Less than 15% of the 
inquired individuals have bought music through these platforms, and 85% of these – already few – 
individuals do it less than once every three months. As demonstrated by the results, since 85% of the 
respondents do not purchase music online, the impact of the sharing musical contents on Facebook has 
been rendered irrelevant. 
 
On the contrary, over 90% of the inquired individuals have acquired musical contents without 
purchasing them, demonstrating a significant correlation (even if, by statistical standards, a low one) 
between the frequency of content sharing and the frequency of free acquisition of such contents. 
Regarding the active search of musical artists on Facebook, 71% of the respondents have been 
involved in it and 58.7% have had a first contact with a musical artist through this social platform. In 
spite of this finding, only 44.5% of these individuals actively follow an artist through their Facebook 
page. This can lead to the conclusion that that remaining individuals “like” those pages as a way of 
demonstrating their own personal musical taste. 
 
Although the previous results reveal that Facebook has served the purpose of discovering new musical 
artists, to the respondents, radio still remains the main source of acknowledgement when it comes to 
new music artists. 
 
 
Conclusion 
 
We can conclude that, in a Portuguese context, where the music scene is in profound change, new 
technological means are the source of both the problem and its solution. To this extent, social 
networks have a growing importance in both the distribution of musical content and music event 
announcement, the latter considered as the main source of present and future income of an industry in 
transformation. 
 
In this context, Facebook serves as a platform for searching, monitoring and discovering new musical 
artists and this study underlined their importance in the dissemination of new musicians. This first 
contact was made, mostly, through posts of friends, the aforementioned word of mouth online. Despite 
this growing importance, we can also conclude that social networks in general - and Facebook in 
particular – is definitely not the main source of discovery of new musical artists, as it was found that 
radio is still considered, by far, as the most important music discovery platform, well ahead of both 
social networks and television. 
 
We can also conclude that the sharing of music content on Facebook has a null influence on the 
purchase of online music content. However, regarding the acquisition of free musical content,  i.e 
through piracy, it is clear not only that most do, and with an incomparably higher frequency, but there 
is a positive correlation between this way of acquisition and the frequency of content sharing. 
Consequently, it is believable that the positive effect of sharing music content on social networks 
substantiate in the acquisition through illegal means and not through its purchase. 
 
The opposite phenomenon happens regarding musical events. There is a direct relation between 
discovering musical events on Facebook and actual attendance, given that 63% of those who ever 
discovered an event through Facebook claim to have been present to at least one. This finding supports 
the idea that concerts and festivals, not physical musical content, will be the financial foundation that 
will support the music industry in the future, and social networks already have great importance in 
spreading the word about them. 
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