
Bernd W. Wirtz

Media Management
Strategy, Business Models
and Case Studies

Second Edition



Contents

1 Foundations of Media Management . . . . . . . . . . . . . . . . . . . . . . . . 1

2 Characteristics of Media Management . . . . . . . . . . . . . . . . . . . . . . 23

3 Value Creation Systems of Media Enterprises . . . . . . . . . . . . . . . . . 53

4 Functions of Media Management . . . . . . . . . . . . . . . . . . . . . . . . . . 73

5 Business Models and Value Creation in the Newspaper
and Magazine Market . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 105

6 Business Models and Value Creation in the Book Market . . . . . . . . 117

7 Business Models and Value Creation in the Movie Market . . . . . . . 127

8 Business Models and Value Creation in the TV Market . . . . . . . . . 139

9 Business Models and Value Creation in the Radio Market . . . . . . . 151

10 Business Models and Value Creation in the Music Market . . . . . . . 159

11 Business Models and Value Creation in the Video
and Gaming Market . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 171

12 Business Models and Value Creation in the Internet Market . . . . . . 185

13 International Media Management . . . . . . . . . . . . . . . . . . . . . . . . . . 215

14 Integrated Media Conglomerates and Cross-Media . . . . . . . . . . . . . 237

15 Case Studies . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 261

References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 311

viivii


