Telecommunications Management: Study Guide III. 

Gershon Live at Brown Hall… featuring his hit singles:

     Love is More than Elasticity of Demand and


               I’ve got the Transnational Media Blues…
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Broadband, principle of 

Broadcast advertising



national, spot, local

Broadcast Industry Structure



Advertisers


Independent television stations


Network affiliates


Program distributors


Public broadcasting, PBS

Television networks, major and minor

Broadcast Television Networks and Affiliate Stations

Achieving profitability

  
Network-affiliate relationship, describe
   
Network clearance, principle of 

Broadcast Program Strategies


Audience flow


Compatibility principle

Counter-programming

Cable Television


Cable networking, principle of

   
Churn, principle of, causes of

            Franchise agreement, purpose of, renewal process

Industry structure



Cable television operator, description

            
Cable television programmer, description


Leveling the electronic playing field, principle of


Multiple system operators (MSO)


Narrowcasting, principle of



Cable Television Programming and Enhanced Services


Basic cable versus pay cable

            Cable telephony


High definition television


High speed Internet access, cable modems


Home shopping


Video-on-demand, pay-per-view

Case Studies:

Amazon, int. with Jeff Bezos

AT&T

Facebook, int. with Mark Zuckerberg

Fox Television

Google


HBO

IAC, int. with Barry Diller


Netflix

Sony, int. with Howard Stringer

Time Warner and AOL


Walt Disney Company

Competitive Business Strategy, Michael Porter

Lower cost strategy 

Differentiation strategy

Focus (or narrow niche) strategy

Corporate Growth Strategies


Diversification


Horizontal Integration


Vertical Integration

Demassification of Media and Entertainment, principle of

Electronic Commerce
B-to-B

B-to-C

C-to-C
Customer service, importance of 

Exchange Efficiencies, principle of



eBay, iTunes


Impact of MP3 file sharing on retail music stores

Internet advertising, Google, key word search
Micromarketing and Personalization, principle of 


Portals, role of 


Google, WebMD
Elements of Market Structure

  
Seller Concentration



Monopoly



Oligopoly



Pure competition

  
Product Differentiation

  
Barriers to Entry



Absolute cost barriers



Established leaders



Scale economy barriers
Intelligent Networking

Direct-to-home delivery


Just-in-time manufacturing


Supply chain management

Management Theory and Principles


Good to Great, Jim Collins


Maslow’s Hierarchy of Needs, Abraham Maslow


Management by Objectives, Peter Drucker


Reengineering, Michael Hammer and James Champy


Six Sigma, Bill Smith (later advanced by General Electric)


Theory X & Y, Douglas McGregor


Total Quality of Management, Joseph Juran and W. Edwards Deming

Managing: What Do Managers Do?
Planning

Organizing

Leading

Staffing

Controlling

Communicating

Media Mix, principle of

Mergers and Acquisitions Strategy


Acquisitions


Mergers


Strategic Alliances


Why mergers sometimes fails

1. The lack of a compelling strategic rationale

2. Failure to perform due diligence 

3. Failure in CEO accountability

4. Postmerger planning and integration failures

5. Financing and the problems of excessive debt


Satellite Communication


Direct Broadcast Satellite (DBS)


Satellite Common Carriers, business of


Satellite Launch, issues pertaining to


Satellite Manufacturing, issues pertaining to


Satellite Neighborhoods, principle of


Selling and Leasing Satellite Time

Strategic Planning:


SWOT Model

   
I. Environmental scanning

   
   Scanning the External Environment



1. Competitive Factors

2. Political/Legal Factors

3. Economic Factors

4. Technological Factors

5. Sociocultural Factors


  Scanning the Internal Environment

1. Core Competency

2. Organizational Decisionmaking

3. Organizational Culture

4. Management / Labor Relations

5. Operational Issues

   
II. Strategy Formulation

   
III. Strategy Implementation


     Critical Elements:

1. Designing an action plan and budget
2. Determining the right people needed to implement the    


    strategy (getting the right people on the bus and in the right seats).

   
IV. Strategy  Evaluation and Control


      Critical Elements:



1.  Identifying the strategic objectives to be measured

2.  Establishing key performance measures 
3.  Measuring actual performance against established  standards

4.  Taking corrective action when needed

                  Key performance measures

      Reasons why strategy implementation sometimes fail

Telecommunications and Small Business Consulting


Business Communication Planning Model

Consultant v. vendor
Telecommunications Economics


Common Carriage Delivery, principle of 

Deregulation vs. Regulation, principles of

Deregulation Paradox

Elastic v. Inelastic Demand

Natural Monopolies, principle of

Public Utilities



Cyclical Patterns of Service



Essential Types of Service

Subadditive conditions, principle of
Universal Service, principle of

Telephony


Basic v. Enhanced Information Services


Break up AT&T – business consequences


Cellular Telephony



Business considerations



Cellular telephone service providers



Digital cell phone enhanced services


Common carriers, role of

Impact of cellular telephony


Digital Subscriber Line (DSL)



Description of service, strategy behind


Internet Protocol Television (IPTV), 



Description of service, strategy behind

Telephone Industry Structure



Local Exchange Carriers v. CLECs


Voice Over Internet Protocol (VOIP)



Description of service, strategy behind

Transnational Media and Telecommunications

Cultural Homogenization, issues pertaining to

Cultural Trespass, issues pertaining to

Examples of TNMC:

Bertelsmann

News Corporation Ltd.

Time Warner

SONY Corporation

Viacom

Walt Disney Company


Foreign Direct Investment Strategies



5 Reasons for engaging in FDI



Risks associated with FDI


Global Competition, issues pertaining to

Global Outsourcing, reasons for, challenges

What Makes a Global Corporation Global?
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