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1. Managing the business of media m

* Media have an important history of being understood as
technology, as agents of socialization, and of content (in
production, attributes and effects).

* Media economy study mainly comes in the 1980s as the era
of mass media and stability is disrupted and as media
industry goes global

* The global media and entertainment industry value in 2007
/ 2008 was about 1.6 trillion USD, i.e. 2.3% of global GDP and
2.5 times the GDP of Africa as a whole, or roughly the same
as the GDP of Russia or Brazil

 Much of the interest today is in maturing media (formerly
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account for about 64% of all media revenue
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e Every media firm is a financial organization, even those that m
are not-for-profit like YLE. Any company that is not

competent to handle money matters is in the business of

going out of business.

 Media management study is more recent still, as an
academic field it emerges this decade. Interest is keyed to
growing awareness of the complexity of media firms
compared with other industries in the context of rapidly
changing demands in what must be managed and for which
purposes. g o

* None of this is to say that the
social nature, cultural roles and
externalities are of any less
importance.
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2. Figuring out the core business m

* Big, old firms are very often prisoners of their past success.
They are reluctant to acknowledge change and resist
disruption. Example: railroads in the 20t century.

e What was the core business in News 1.0? (elites, expensive,

opinionated)
D)
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* What was the core business in News 2.0? (mass,
advertising, objectivity)

* What will be the core business in News 3.0? (personalized,
tiered, customized)

 What is business is Thompson Reuters in? How about the
Financial Times? How about 20t Century Fox?
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3. Developing New Business Models m

* Mass media era business models are not as viable, although
still rather good. But the environment is increasingly
fragmented, complex and unstable.

e Although business is always financial, the business model is
not only that. Each model is about the interdependency of
value in two senses: 1) value to customers (satisfaction) and 2)

value of goods (worth):
2What is the value customers want from you?
3What is unique in what you do and provide? b

« Revenue is always a function of ’

1What wants and needs are you servicing? .

dependencies (Robert G. Picard). It is a
always about relations between
activities, products and segments. Gregory F. Lowe © 2009



4. Developing and Maintaining Relationships m

* Historically media firms have not priori
relations. They had monopolies or oligo
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congratulatory professionals.

e How competent is a media company i
information from and about its custome
turn information into knowledge, and h¢
knowledge for both strategic and tactica

X

e At what points in the value chain does
encourage or incorporate the customer
value? Traditional media firms mainly o
encourage choice in delivery options. N
format development or production.
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5. Building media properties as brands m

e Music Television (MTV) was a game-changer. This company
was a brand from the start and everything is about brand
development.

e |t is vital to understand that media today are not only
channels, services and products. The content of media is not
only in the text but in the context. For most consumers
media are about experiences. What character and quality of
experience is being delivered, and how consistently?

 Media are elemental to identities today ¢ media are
equated with style and lifestyle.

e Also important due to characteristics of media products: 1)
experience goods, 2) credence goods and 3) dual goods.
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6. The media firm as a network m

* In the modern era companies were either competitors or
allies ¢ or non-rival actors. Convergence and digitization has
have greatly increased media ~arket complexity.

¢2RII&Qa YS-
in a network characte
interdependencies

 The same compa
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producers.

* The need for cooperatiot is v. ber
of intermediaries in delivery processes due to outsourcing,
co-production, business specialization, and dependencies
(e.g. kiosk display, channel location, broadband speed).
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7. Change Management is a Constant
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e |t is essential to build work cultures that are adaptive by
design and in character. That is equally important for
management culture, organizational culture, and
professional cultures.

e A develop-mental mindset and condition: Critical,
Continual, Contingent and Collaborative.
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