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1.1   �The Need for “Media 

Management”?

This book is a college-level version of a longer 
volume aimed at graduate courses and the pro-
fessional market. The basics are shared because 
the subject matter and its significance are the 
same. Everybody understands the importance of 
the media and information sector. It is a growing 
and dynamic field, encompassing content cre-
ation, distribution platforms and technology 
devices. The information industry sector in 2017 
accounted for about $1.7 trillion in the USA and 
$6 trillion worldwide, about 6% of global gross 
domestic product (GDP). As a share of “discre-
tionary income,” the share of the sector is closer 
to 20%; as a share of “discretionary time,” it is an 
extraordinary 30%. Per capita media consump-
tion in the USA is 2100  hours annually, which 
translates to 5.7 hours per day. And it is not only 
quantity that counts. Media industries are also a 
driver of change, leading in technological inno-
vation, testing new organizational practices, and 
transforming societal institutions and culture. 
Thus, there is no dispute over the centrality of 
the sector in advanced and developing econo-
mies and societies.

1.2   �Approaches to the Study 
and Teaching of Media 
Management

Media management has traditionally had a strong 
reliance on experience and “gut” feeling. But life-
long experience in one segment of this increas-
ingly overlapping environment does not suffice. 
Media companies require managers who have an 
understanding of a variety of industry segments 
and functions. And young entrepreneurs, too, 
must cover many bases to be effective and to be 
taken seriously.

Media activities are being taught and practiced 
all over the world. A large number of communica-
tions students end up on the business side of media 
companies. Basically, the subject matter can be 
thought of as a two-dimensional matrix. The verti-
cal dimension is that of the various industries—
music, film, the Internet and so on.1 The vertical 
elements tend to be taught or written about by 
sectoral experts in the particular industry “silo.” 
Yet, one of the defining characteristics of the over-
all sector is its increasing convergence.2 The sec-
ond approach has been to consider the horizontal 
dimension of the matrix, proceeding along disci-
plinary and functional lines, such as marketing, 

1	 Books: Greco, Albert N., Jim Milliot, and Robert Wharton. The Book Pub-
lishing Industry. New York: Routledge, 2013; Compaine, Benjamin M. The 
Book Industry in Transition: An Economic Study of Book Distribution and 
Marketing. White Plains, NY: Knowledge Industry Publications, 1978.

Music: Krasilovsky, M. William et al. This Business of Music, 10th ed. 
New York: Billboard Books, 2007. Theater: Langley, Stephen. Theatre Man-
agement in America. New York: Drama Book Publishers, 2006.

Magazines: Wharton, John. Managing Magazine Publishing. London: 
Blueprint, 1992; Daly, Charles P., Patrick Henry, and Ellen Ryder. The 
Magazine Publishing Industry. Needham Heights, MA: Allyn & Bacon, 
1996; Heinrich, Jürgen. Medienökonomie: Band 1: Mediensystem, Zeitung, 
Zeitschrift, Anzeigenblatt. Opladen: Westdeutscher Verlag, 1994.

Newspapers: Herrick, Dennis F. Media Management in the Age of 
Giants: Business Dynamics of Journalism, 2nd ed. Albuquerque: UNM 
Press, 2012; Giles, Robert H. Newsroom Management: A Guide to Theory 
and Practice. Indianapolis, IN: R.J. Berg, 1987; Rankin, W. Parkman. The 
Practice of Newspaper Management. New York: Praeger, 1986; Mogel, 
Leonard. The Newspaper: Everything You Need to Know to Make it in the 
Newspaper Business. Pittsburgh, PA: GATF Press, 2000; Picard, Robert G. 
and Jeffrey H. Brody. The Newspaper Publishing Industry. Boston: Allyn & 
Bacon, 1997; Willis, William J. Surviving in the Newspaper Business: News-
paper Management in Turbulent Times. New York: Praeger, 1988.

Film: De Vany, Arthur. Hollywood Economics. New York: Routledge, 
2004; Clevé, Bastian. Film Production Management, Waltham, MA: Focal 
Press, 2000; Epstein, Edward J. The Hollywood Economist 2.0: The Hidden 
Financial Reality Behind the Movies. New York: Melville House, 2012.

Radio: Reinsch, J. Leonard and Elmo Israel Lewis. Radio Station Man-
agement, 2nd ed. New York: Harper, 1960.

TV and Cable: Marcus, Norman. Broadcast and Cable Management. 
Englewood Cliffs, NJ: Prentice-Hall, 1986; Quall, Ward L. and Leo A. Mar-
tin. Broadcast Management: Radio + Television. New York: Hastings House, 
1969; Blumenthal, Howard J. and Oliver R. Goodenough. This Business of 
Television, 3rd ed. New York: Billboard Books, 2006; Roe, Yale. Television 

Station Management: The Business of Broadcasting. New York: Hastings 
House, 1964; Owen, Bruce M., Jack H. Beebe, and Willard G. Manning. 
Television Economics. Lexington, MA: Heath, 1974.

Telecom: Sherman, Barry L. Telecommunications Management, 3rd 
ed. New York: McGraw-Hill, 1997; Gershon, Richard A. Telecommunica-
tions Management. New York: Routledge, 2001.

Advertising: Jugenheimer, Donald W. and Larry D. Kelley. Advertising 
Management. Armonk, NY: M.E. Sharpe, 2009.

Websites: Elliott, Geoff. Website Management. Colchester, UK: Lexden 
Publishing Limited, 2007; Layon, Kristofer. Digital Product Management. 
Indianapolis, IN: New Riders, 2014; Strauss, Roy and Patrick Hogan. 
Developing Effective Websites: A Project Manager’s Guide. Boston: Focal 
Press, 2013.

Video Games: Hotho, Sabine and Neil McGregor. Changing the Rules 
of the Game: Economic, Management and Emerging Issues in the Computer 
Games Industry. New York: Palgrave MacMillan, 2013. Wagner, Marcus, 
Jaume Valls-Pasola, and Thierry Burger-Helmchen. The Global Manage-
ment of Creativity. New York: Routledge, 2017.

2	 Vogel, Harold. Entertainment Industry Economics: A Guide for Financial 
Analysis, 10th ed. New York: Cambridge University Press, 2014; Van 
Tassel, Joan and Lisa Poe-Howfield. Managing Electronic Media: Making, 
Marketing, and Moving Digital Content. Burlington, MA: Focal Press, 2010; 
Albarran, Alan B. Management of Electronic and Digital Media. Boston: 
Wadsworth, 2013; Chaturvedi, B.K. Media Management. New Delhi: 
Global Vision Publishing House, 2009; Turow, Joseph. Media Today: 
Mass Communication in a Converging World. New York, Routledge, 2013; 
Lavine, John M. and Daniel B. Wackman. Managing Media Organiza-
tions. New York: Longman, 1988; Pringle, Peter K. and Michael F. Starr. 
Electronic Media Management, 5th ed. Boston: Focal Press, 2006; López, 
Juan Torres. Economía de la Comunicación. Madrid: Gruopo Zero, 1985; 
Hollifield, C. Ann, Jan LeBlanc Wicks, George Sylvie, and Wilson Lowery. 
Media Management: A Casebook Approach, 5th ed. New York: Routledge, 
2015.
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financing or human resources across industries.3 
Such approach follows the disciplinary specialties 
of their authors and are thus rarely interdisciplin-
ary or holistic across business functions.

1.3   �Outline of the Book

It is the goal of this book to overcome the limita-
tions of this matrix and apply the major dimensions 
of a business curriculum—from finance to produc-
tion to marketing to accounting, and more—to the 
entire media and information sector. In the process, 
communications students benefit from a business-
oriented summary, while more generally oriented 
business students are introduced to the media and 
information sector. Both approaches afford a look 
at the main players and their challengers.

The book could be subtitled: Management 
Study in a Nutshell. It takes most major compo-
nents of a business program, simplifies them, 
summarizes them, and applies them to the media 
and information sector. It covers these tools and 
approaches in a non-technical way. There are few 
equations. There are no prerequisites, though an 
introductory course in economics would proba-
bly help in terms of mindset.

1.4   �Outlook

This leaves the question: Why be a manager in 
the media and information sector? It is a diffi-
cult business with an uncertain career path. Yet, 

it is also an endlessly interesting, fascinating field 
that generates great enthusiasm. Creativity meets 
management. Imagination meets technology. Arts 
meet investment. Left brain meets right brain. 
Youth meets wealth. Media create the entertain-
ment that forms our fantasies, shapes our styles 
and sets our role models. It provides our analysis 
of the world around us. It is the trendsetter that 
affects our tastes. It represents sweet imagination, 
seductive opportunity, rich possibilities, style, 
opportunity, fortune and fame.

The good news is that for those interested in 
the information resource—how to produce it, 
how to distribute it, how to use it—the present is 
the most exciting period, ever. The bad news is 
that it is also a period with the greatest uncer-
tainty and risk ever. What does it take for success 
in the media business? Creativity, innovation and 
performance, of course. But that is not enough. It 
requires an understanding of technology, money, 
markets, audiences, pricing, global business, eco-
nomics, managerial accounting, government rela-
tions, and the ability to nurture and lead talent. 
Our aim in this book is to help those in the media, 
information and media technology sector to 
become creative managers and managerial cre-
atives. The purpose of this book is to make young 
managers in this field more knowledgeable and 
less blinded by hype. It aims to make the reader a 
more effective, more productive and more respon-
sible participant.
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3	 Marketing and Distribution: Eastman, Susan Tyler, Douglas Ferguson, and 
Robert Klein. Eds. Media Promotion & Marketing for Broadcasting, Cable & 
the Internet. Burlington, MA: Focal Press, 2006; Marich, Robert. Marketing 
to Moviegoers. Burlington, MA: Focal Press, 2013; Ulin, Jeffrey C. The Busi-
ness of Media Distribution: Monetizing Film, TV, and Video Content in an 
Online World. Burlington, MA: Focal Press, 2013.

Strategy: Küng, Lucy. Strategic Management in the Media: Theory and 
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Wiley, 2012; Chan-Olmsted, Sylvia M. “Issues in Strategic Management.” 
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Concepts and Issues. Newbury Park, CA: Sage, 1989; Owen, Bruce M. and 
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