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The setting

You have just joined as the communication manager of the company that produces the ABBA Voyage 
show in London.

You’ve been hired to create the communication plan for the show so that, once it has been established 
with UK audiences, you can now take it to the major European capitals. To do this, you are given the fol-
lowing brief.

Background

“ABBA’s music appeals to all generations like no other group since The Beatles,”1 said British manager 
Simon Fuller to The New York Times, one of the most influential professional in the music industry. With al-
most 400 million albums sold, the group ABBA (1974-1982) is still playing all over the world fifty years after 
their Eurovision victory (Brighton, UK, 1974). This long life is very exceptional for a pop band, especially 
considering that they are Swedish, singing in a language that is not their own. It´s usually the United States 
or England the origin of successful bands in this global music market. ABBA has been Sweden’s most prof-
itable company for years, as well as the number one exporter. A clear sign of this intergenerational appeal 
was the global success of Mamma Mia! which brought ABBA’s songs back with renewed freshness all over 
the world.

1 Vincentelli, E. “After 40 Years, ABBA Wants the World to Give It a Chance”, The New York Times, 27 October 2021. Retrieved from: 
https://www.nytimes.com/es/2021/10/27/espanol/abba-regreso-voyage.html (Last accessed 05/02/2024).

Original case by Professor Arturo Gómez Quijano, developed as a basis for class discussion 
and not as an illustrative example of a business process. The data used in this case is based 
on public information from benchmark companies obtained through their website and other 
own sources of information. The characters and situations are real from public sources.

A teacher’s manual is available as a pedagogical supplement for teachers who use this 
document as teaching material: editorial@esic.edu
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