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Overview
--We are living through a period of immense economic disruption in the media industry. The
creation of the Internet and all that it has wrought – interconnectivity, immediacy – set in motion
the destruction of the business models that supported traditional news organizations such as
newspapers, broadcast television and radio for decades. By taking this course, students will
learn what it takes to survive and thrive leading media and technology companies in this
tumultuous era.
We will examine in depth the critical strategic choices facing executives in both start-ups and
established companies. Students will also be introduced to applied concepts in organizational
behavior, managing change and branding. In short, students will be taught how to think
financially, strategically and organizationally when leading digital media companies through a
turbulent age of change.
This course begins by examining the broad economic issues facing the media industry –
including the changing dynamics of consumer behavior, pricing, market segmentation,
economic cycles and global competition. In the second half, we will focus more specifically on
the challenges and opportunities for specific industry segments, including newspapers,
magazines, broadcasting and online. While the primary focus of this class will be on the
changing economics affecting 21st century news organizations, we will also study the economic
drivers of other content providers – such as music companies, movies, online aggregators and
commerce sites – for lessons that can be applied across industry segments.

Objectives
--●
●

Develop a nuanced understanding of the critical decision-making skills you will
need to succeed in the media industry in the 21st century.
Develop a framework for better assessing future opportunities and risks of
business enterprises and innovations they will encounter or are contemplating.

Discussion
--Today, virtually all media is digital in one way or another. Therefore, for our purposes this
semester the subject before us is better understood as Leadership in Media Economics.
This course is about the media. It’s about leadership and management. It’s about confounding
change. It’s about paradigm shifts and the people and businesses that produce them. It’s
about strategy. It’s about innovation. It’s about creative destruction. It’s about the economics of
the media. And it’s about following the money – now and into the future. Equally important, it’s
about a process of approaching leadership when the very foundation of the business or
organization may be crumbling, or when opportunity is right there for the taking, or both.
Yes, we will be taking this journey using the media as the prism through which we will consider
these issues and others. But the media in this case can be considered only the prism. The
critical thinking associated with this course should be applicable to you in any number of other
endeavors well outside the world of media. Change leadership is useful no matter the discipline.
Thanks to the digital revolution, all organizations are facing the need for innovation.
Welcome to JOMC 719! I trust you will enjoy the ride.
____________________

Outcomes
--That is the point. Outcomes. As managers and leaders, the job is seeing the future –
anticipating the future – in many ways. How can we anticipate outcomes in the media industry,
for example? And as leaders how can we point businesses and organizations in the proper
direction in order to take advantage of those anticipated outcomes? Or produce the outcomes
we desire? This course is designed to introduce those questions and that kind of thinking.

Faculty availability: The nature of distance education can be trying for students and faculty,
alike. I want to make sure I am available to you to answer any questions or concerns you may
have over the course of the semester. I will be available by email at the address at the top. You
can expect your emails to be answered within 24 hours or sooner. I will be checking email over
weekends, as well.
I will also be available on Google Hangout periodically throughout the semester. You will receive
details on those opportunities are set on the calendar.
You are also welcome to call me on my mobile phone (number above) and leave a voicemail.
Or text me on that number. I will return the call as soon as I am able.
Class Cadence: Here’s how the class will work. Every two weeks for the first 12 weeks of the
semester we will be reading a new book. They are listed below. The class will be divided up
into two-week modules. The first week we read; the second we discuss. I will summarize my
thoughts and analysis and set the stage for the discussion with a short video with every module.
We may be discussing the book specifically, using case studies from within the text, or we may
be applying what we’ve read to a key media economics issue. For the last two weeks, I will
continue to introduce new material through timely articles and the like, but we will be discussing
topics surrounding the major papers you will be writing for the class. More on that later.

Class Requirements:
---Discussion board participation (40 points)
Participation, particularly considering the distance nature of the class, is critical to achieving the
above mentioned objectives and outcomes. Consequently, it will be an important part of an
eventual grade. Participation in this class primarily means activity on the discussion boards.
Here’s how it will work:
As mentioned, every other week the discussion boards will be opened and I will throw in a piece
of red meat for discussion. Topics might include the changing landscape of media consumption
and consumers’ shift to mobile devices. In addition, we will be sharing timely trade or popular
press articles to move the discussion along. I will lead and guide the discussions. With all due
respect, we are not interested in what you think. We are interested in what you know. Just
commenting on what someone else said won’t cut it. At times we will disagree with one another
and that’s OK. That’s the nature of wrestling with unsettled questions. You will be judged on
how you move the conversation forward. Discussion boards will be graded every three weeks.
That should work out to five grades. Those five grades will be averaged to decide your final
grade for this requirement, which will represent 40 percent of a final grade.

Many of you may be wondering how many posts are required. There is no easy answer. Each
student should make at least two posts for each module as we attempt to unravel the material
and consider the implications. The posts don’t have to be long, but they must move the
conversation along. They should get to the heart of the matter quickly and succinctly. Since
many of us come from what have traditionally been known as the broadcasting and digital
media industries, brevity and effectiveness are equally honored. Aim for thoughtful, penetrating
analysis indicating not only a familiarity with the material, but also at least a suggestion of
command.
In short, you are expected to contribute enough posts to assure us that you are thoroughly
engaged in the discussion. Be involved. Don’t try to skate through this portion of the class. The
discussion board should not be a book report. Rather, we are looking, primarily, for
applications. Yes, the discussion will include the three or four major points of the literature we
are examining in that module. But practical application is privileged.
The focus will likely depend on what’s going on during the semester in terms of our topic at
hand. Or the news peg we choose in order to consider the literature on the discussion boards.
In other words, events may direct our discussion. The options are unlimited. We encourage
you to bring those issues to the fore. Don’t wait for me or someone else. Just make the issue
be relevant to leadership in media economics. Some of you work in the industry or related
industries. Some of you don’t. That’s fine. But we will continue to push the conversation
toward leadership in media economics.
Generally, the discussion board will be opened Saturday morning at 9 am on the second week
of each module and close the following Sunday at midnight.

Final Project (50 points)
The final project for JOMC 719 will be a 15-20 page paper applying the principles,
characteristics and economic impact of the current digital revolution to a topic of your choosing.
Using all the materials from the course - readings, discussions, videos, etc., as well as research
and study of the topic -- explain how the ongoing changes in the media environment have made
impacts in the topic area. More importantly, the project requires an explanation of how one
perceives the topic area will be impacted in the next 3-5 years. Yes, predicting the future is quite
difficult, but it is imperative that leaders are able to look ahead in order to make decisions now.
In essence, the student must be able to make sense of the materials and issues presented and
discussed during this class, and be able to apply and explain how an industry or segment of an
industry or a community will be affected now and in the future.

For example, one might consider the growing shift to over-the-top television and how it will
impact companies that own TV stations. Or, one might look at the impact of cloud-based
computing services and the ramifications (financial, logistical, and social) on an industry or
community. Perhaps consideration of how communicating a message has been impacted
(financially, logistically, and socially) and will be impacted (and changed) in the future as social
media expands and becomes more embedded in the marketing process. Essentially, how will
this change alter the ability to communicate and market effectively?
This paper is due May 4 by 5 pm. It should be double-spaced and in 12-point, Times Roman
type. Please use the MLA citation system.

Paper Proposal (10 Points)
You must submit a one paragraph topic for your final paper that clearly shows how you plan to
connect the topic to media economics. The topic description is due by Friday, Feb. 24 at 5 p.m.
A full topic treatment proposal is due by Friday, March 31 at 5 pm. This submission will be two
pages in length. The student should clearly articulate the basic thesis of how changes in the
digital media economy are impacting your topic. The student should reference at least five
sources in this topic submission, and include at least five additional sources to be used in the
final paper.
The paper proposal will represent 10 percent of the final grade.
Course elements and percentage of the final grade:
Discussion Board Participation
Final Project
Paper Proposal

40%
50%
10%

Late Work: Late work will not be accepted. Any work not turned in on time will receive a zero
(0) grade.
Honor Code: Each student in the class is expected to conduct himself or herself within the
guidelines of the University Honor Code. All academic work should be done with the highest
level of honesty and integrity that this University demands. The honor code will be enforced.
Accreditation: The School of Journalism and Mass Communication’s accrediting body outlines a
number of values you should be aware of and competencies you should be able to demonstrate
by the time you graduate from our program. Learn more about them here:

http://journalism.ku.edu/acejmc-professional-values-competencies
No single course could possibly give you all of these values and competencies; but collectively,
our classes are designed to build your abilities in each of these areas. In this class, we will
address a number of the values and competencies. Specifically, this course is designed to help
you think critically, creatively and independently

Required Reading:
Blue Ocean Strategy, Expanded Edition: How to Create Uncontested Market Space and
Make the Competition Irrelevant, W. Chan Kim and Renée A. Mauborgne, Harvard Business
Review, 2014. The global phenomenon has sold 3.5 million copies and is published in a
record-breaking 43 languages and is a bestseller across five continents. Blue Ocean Strategy
argues that cutthroat competition results in nothing but a bloody red ocean of rivals fighting over
a shrinking profit pool. Based on a study of 150 strategic moves (spanning more than 100 years
across 30 industries), the authors argue that lasting success comes not from battling
competitors but from creating “blue oceans”—untapped new market spaces ripe for growth.
If any industry could use a “blue ocean” it’s the news media industry. TV companies that
measure one another by antiquated Nielsen ratings, newspaper and magazine companies that
are measured by print circulation and radio companies that only see possibilities across an AM
or FM spectrum are ripe for change. This seminal business book will set the stage for a new
way of thinking for our course.

The Lean Startup: How Today's Entrepreneurs Use Continuous Innovation to Create
Radically Successful Businesses, Eric Ries, Crown Business, 2011. This has been the
startup owner’s manual and bible in Silicon Valley and throughout the tech startup world since it
was published. The lessons have become principles of business. Build as little as you can, as
fast as you can, and test the audience to see if you are on the right track. Then adjust your
thinking in and build a little more. And test again. The customer-centric business model is the
new way products and services are born, replacing the age-old method of task force committees
and months spent building something that has never been tested with consumers.
"Eric has created a science where previously there was only art. A must read for every serious
entrepreneur—and every manager interested in innovation." —Marc Andreessen, co-founder of
Andreessen Horowitz, Opsware Inc. and Netscape
Entrepreneurial Journalism: How to Build What’s Next For News: Mark Briggs, CQPress,
2011. The massive disruption of the news industry has led to massive opportunity for news
entrepreneurs. Journalists have found a way to take control of their own destiny by launching
new enterprises and projects that meet consumers’ needs better than legacy media companies,

thanks to the shift in consumer behavior, the introduction of new technology platforms and the
nimble nature of operating a startup. We will explore the secrets of successful news startups
(including how they’re making money) and learn how to be an upstart yourself, building an
innovative and sustainable news business from scratch.
Switch, How to Change Things When Change is Hard: Chip and Dan Heath, Crown
Business, 2010. Innovation requires change. To help our collective mindset shift to one of
change - and effective change - the Heath brothers will help guide us on a tour of how some
people and companies executed change in their respective worlds.
“Whether you're a manager, a parent or a civic leader, getting people to change can be tricky
business. In Switch, brothers Chip and Dan Heath--authors of the best-selling Made to
Stick--survey efforts to shape human behavior in search of what works…Even when change
isn't easy, it's often worth making.” --Time
“Dan and Chip Heath have done it again. Any leader looking to create change in his
organization need not look beyond this little book. It is packed with examples and hands-on
tools that will get you moving right away. And it is really a fun read.” — BusinessWeek.com.

Superbosses: How Exceptional Leaders Master the Flow of Talent, Sidney Finkelstein,
Portfolio, 2016. A fascinating exploration of the world’s most effective bosses—and how they
motivate, inspire, and enable others to advance their companies and shape entire industries, by
the author of How Smart Executives Fail. A must-read for anyone interested in leadership and
building an enduring pipeline of talent.
“Superbosses shows the incredible impact that great managers can have, both on their
employees and on entire industries. As masters of career development, superbosses are both
talent magnets and launchpads, remaining valued allies with their proteges long after their
official relationships have ended. Syd has written a true leadership guide for the Networked
Age.” — Reid Hoffman, Co-founder and Chairman of LinkedIn

Fortune Cookie Principle: 20 keys to a great brand story and why your business needs one,
Bernadette Jiwa, CreateSpace, 2013. The importance of brand has never been more important
than it is today. Personal brand, corporate brand, product brand — it is a currency that creates
customers, loyalty, evangelism and, most importantly, revenue. This book is full of practical
examples, compelling stories and challenging questions that will help you think about brand
differently.
“The most wonderful thing about this book is that what it brings out in you in your desire to give
in a powerful, meaningful way to whatever group of people you serve. Operating from this angle,

your business can be truly authentic and truly of service. Bountiful success becomes therefore
the natural by product, not the quest.” — Alexx Stuart, customer review on Amazon.com.

Other readings: Articles will be introduced from time to time, as mentioned earlier. Many of the
issues will be timely. Make a habit of visiting The New York Times and the Wall Street Journal.
Industry trade publications may be useful to you, as well, so you are urged to become familiar
with Broadcasting & Cable, Digiday, ReCode and Nieman Lab. All are available online. They
could be good sources for final paper topics and research as well.

Weekly Schedule
The professor reserves the right to make changes to the syllabus. These changes will be
announced as early as possible so that students can adjust their schedules, accordingly.
Week 1, January 11-20 Read Blue Ocean Strategy.
Week 2, January 21-29: Discussion board: Blue Ocean Strategy. How does a “red ocean”
define the media landscape, especially as it relates to news companies? What are some
example of media companies finding a “blue ocean?”
Week 3, January 30-Feb. 5: Read The Lean Startup, Eric Ries
Week 4, Feb. 6-12: Discussion board: The Lean Startup. How can media companies learn from
the lessons in The Lean Startup? How can organizations that are not startups incorporate the
Lean Startup principles?
Week 5, Feb. 13-19: Read Entrepreneurial Journalism, Mark Briggs.
Week 6, Feb. 20-26: Discussion board, Entrepreneurial Journalism. How have news startups
changed the landscape for big media companies? What effect have they had on consumers and
advertisers?
** Paper Topic due Feb. 24 by 5 pm.
Week 7, Feb. 27-March 5: Read Switch, Chip and Dan Heath.
Week 8, March 6-12: Discussion board, Switch. Leveraging what you have learned so far in this
class about innovation and change in the media landscape, and comparing it with your own
experience in your career, which stories in Switch resonate with you? How so?
Week 9, March 13-17: Spring Break

Week 10, March 20-26: Read Superbosses
Week 11, March 27-April 2: Discussion board, Superbosses
** Paper proposal due March 31 by 5 pm.
Week 12, April 3-9: Read The Fortune Cookie Principle, Bernadette Jiwa.
Week 13, April 10-16: Discussion board, The Fortune Cookie Principle. How do media
companies need to change their brand story to meet the demands of today’s consumers and
advertisers?
Week 14, April 17-23: Read selected articles, TBA.
Week 15, April 24-28: Work on final paper
*** Week 17: Final paper due May 4 by 5 pm.

UNC Honor Code
It shall be the responsibility of every student at the University of North Carolina at Chapel Hill to
obey and to support the enforcement of the Honor Code (http://instrument.unc.edu), which
prohibits lying, cheating, or stealing when these actions involve academic processes or
University, student, or academic personnel acting in an official capacity.
Students with Disabilities:
Students with diagnosed or suspected disabilities that might impact their performance in the
course should contact the Department of Accessibility Resources and Service (ARS) to
determine whether and to what to extent services or accommodations are available for this
course. It is the goal of ARS to “ensure that all programs and facilities of the University are
accessible to all members of the University community.” If you think this might apply to you,
please contact ARS by telephone at 919-962- 8300 or visit the ARS website at
https://accessibility.unc.edu/about-ars for additional information.
Diversity and Inclusivity:
The University is committed to fostering a diverse and inclusive academic community, and it
prohibits discrimination and harassment. Please review the University policy statements on

diversity and inclusivity, and prohibited harassment and discrimination, both in The Graduate
School 2016-2017 Record available online at http://www.unc.edu/gradrecord.
Online Course Statement:
1. By enrolling as a student in this course, you agree to abide by the University of North
Carolina at Chapel Hill policies related to the Acceptable Use of online resources. Please
consult the Acceptable Use Policy (https://its.unc.edu/files/2016/02/Acceptable-Use- Policy.pdf)
on topics such as copyright, net-etiquette and privacy protection.
2. As part of this course you may be asked to participate in online discussions or other online
activities that may include personal information about you or other students in the course.
Please be respectful of the rights and protection of other participants under the UNC Chapel Hill
Information Security Policies http://its.unc.edu/about-us/how- we-operate) when participating in
online classes.
3. When using online resources offered by organizations not affiliated with UNC Chapel Hill,
such as Google or YouTube, please note that the Terms and Conditions of these companies
and not the University’s Terms and Conditions apply. These third parties may offer different
degrees of privacy protection and access rights to online content. You should be well aware of
this when posting content to sites not managed by UNC Chapel Hill.
4. When links to sites outside of the unc.edu domain are inserted in class discussions, please
be mindful that clicking on sites not affiliated with UNC-Chapel Hill may pose a risk for your
computer due to the possible presence of malware on such sites.
5. Online courses may at times require Web-based assignments that are public in nature and
may be viewed by third parties online. This is especially true in social media and blogging
platforms. Be mindful of the information you choose to share publicly as part of your
assignments. Under the Federal Family Education Rights and Privacy Act of 1974 (FERPA) and
UNC’s FERPA regulation, a student’s education records are protected from disclosure to third
parties. However, FERPA protection does not extend to material shared publicly by students.

