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Course Description & Main Objectives

Online distribution channels and differentiated end devices are fundamentally challeng-
ing the traditional business models of the media industry - for example, newspapers are
losing some of their revenues and video-on-demand services are competing with televi-
sion stations. At the same time, new options are emerging, such as user-generated con-
tent. The aim of the event is to classify the various developments, explain their economic
and technical backgrounds and highlight current design approaches. Approaches for new
products, customer interfaces, processes and business models as well as the processes,
instruments and structures required for the digitalization of media companies will be ad-
dressed.

Central to the course will be two central topics which build the structural basis: The digit-
ization of traditional media companies (pipeline approach) and the role of media compa-
nies as platform operators (platform approach). The course will teach fundamentals of
media management, addressing aspects such as the technological foundations of media
as well as media goods and value generation in media, but also take deep dives into top-
ics that are highly relevant in research and practice. These include among others the de-
velopment of innovative digital media goods, leveraging Artificial Intelligence in media
organizations or also the application of personalization. The lecture will introduce the
concepts and extant research in the respective field. The tutorials will teach students how
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After successful completion of the course, students...

e are able to describe, apply and question central aspects and concepts of manage-
ment of media companies in a digitalized world.

e are aware of and understand prominent areas of academic research on the digital
transformation of media companies and the media industry.

e are able to apply the concepts and research insights of the course to real-world
questions of managing media companies and to gather research insights in the fu-
ture.

Lectures Overview/ Course Qutline

Lecture Topics
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Media Companies and Digital Technologies

Foundations Media Technologies

Economics of Digital Media

Business Models of for the Pipeline Business

Old and New Forms of Re-Using

Pipeline-

Approach Direct Revenues for Digital Media

Leveraging Artificial Intelligence

Guest Lecture
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Business Models for Media Platforms

Platform- 10 Managing Content Platforms
Approach 11 Content Platforms & Virtual Reality

12 Personalizing Digital Content

The tutorials focus on working with papers and cases on the preceding lectures and cur-
rent topics around the digital transformation in media organizations.
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