nr

Num
EWN
minn
N M

I!I :TE"JI’I

Ma

in the

. 'o

nag

“T I
o wilH 1

o4 T'h"‘ !u

¢ FETER BLQCK (EDITOR)

 WILLIAM HCLUSEELEY

h@jw HICH’DIT.LS

N SﬂUTHWEI.L
R

®

Focal Press




Contents

Preface

xi

Acknowledgements xiii

Statement on reference sources XV

Introduction

Part |:

xvii

The media environment

| The media industry — into the millennium 3

.1
1.2
1.3
1.4

1.5
1.6

|7
1.8

1.9

Summary 3

Objectives and key issues 6

The audiovisual industry — past and present 7
The implications of the restructuring of British
broadcasting 14

The global industry I5

The independents and the broadcasters — a new model of
contractual relationships |6

The independent production sector (IPS) |7
The origins of the independent production sector
(IPS) 19

Technology and legislation 21

I.I0  The growth of the independent production sector (IPS) 24

The future — into the digital age 25

I.12 References 28

2 British public service broadcasting 30

2.1
22
23

24

Summary 30 ‘

Objectives and key issues 30

Introduction to policy as a critical concept and managerial
tool 31

Introduction to key terms and definitions 32



Contents

25 The concept of public service broadcasting in the UK and
elsewhere 40 _
2.6 The history of British public service broadcasting 53
- 27 References 58
28 Further reading 59

3 British film policy 62
3.1 Summary 62
3.2 Objectives and key issues 62
3.3 British film policy 63
34 History of past measures 63
35 Recent developments 67
36 References: 70
3.7 Ffurther reading 71

4 European Union media policy 72
4.1 Summary 72
42 Objectives and key issues 72
4.3 History of the European Union 73
44 The structure of the EU 75
45 European Union media policy 77
4.6 lIssues of co-production 82 ‘
47 MEDIA | and Il programmes 84
48 References 85
49 Further reading 86

5 Mass media theory 88
51 Summary 88
52  Objectives and key issues 89
53  The mass media and society %0
54  Media theory and philosophy 93
55  The stratification of media products 97
56  Sociology and technology 102
5.7  Language and meaning 103
58  The auteur debate 108
59 References I1é
5.10  Further reading 117

6 Media and its cultural implications 118
6.1  Summary 118
6.2 Objectives and key issues 118

vi



Contents

6.3 The audience 19

6.4 The development of the Hollywood system t25
65 Realism 132

6.6 Modernism and the avant-garde in film 140

6.7 The age of fragmentation 151

68 References 156

69 Further reading |58

Part 2: Management theories and applications to
the media industry

7 The growth of business in the audiovisual industry 161
7.1 Summary 161
72  Objectives and key issues 162

7.3 The independent industrial scene |62

74  The role of the entrepreneur |64

75  Greiner's development model 166

76  The role of the SME in the industrial reorganisation of the
UK film and television industry 169 '

7.7 The boundaries of the firm 170

78  The relationship between the supplier and buyer 171
79  References 173 '

7.10  Further reading 173

8 Behaviour in media organisations and organisational
behaviour 174 '
8.1  Summary |74
8.2 Objectives and key issues 177
83 The employment landscape |79
84 Who wants to be in the media industry? 185
85 Group behaviour 191
86 Innovation and creativity 196
87 The culture of the organisation 198
8.8 References 205
89 Further reading 206

9 Strategic management 207
9.1 Summary 207
92  Objectives and key issues - 209

il



Contents

vili

9.3
9.4
9.5
9.6
9.7
9.8

9.9
9.10

9.1

9.12
9.13
9.14

introduction to strategic management 209
The company-audit. 214

Porter's ‘five forces’ model 217

The value chain 220

The Boston Box 221

Forecasting and scenario planning in a chaotic
environment 223

Choices and options 225

Mental models and business behaviour 227
Corporate finance and the media industry 228
The role of the manager 232

References 233 ‘

Further reading 233

Introduction to media law 234

10.1
10.2
10.3
104
10.5
10.6

Summary 234 .

Objectives and key issues 234
Introduction 235

The English legal system 235

A brief guide to commercial law 239
Further reading 292

Principles of media law 243

.1
1.2
1.3
1.4
1.5
1.6
1.7
1.8
1.9
1410
P10
[1.12
HLI3
.14
115
.16

Summary 243

Objectives and key issues 243
Introduction 243

Broadcasting law 245

Other media: film and video law and the Internet
Blasphemy 251

Racial hatred and public order 252
Indecency 252

Protection of animals 252
Defamation 253

Libel 253

Privacy law 260

Contempt of court law 263
Intellectual property law 268
Copyright and related rights 272
Further reading 281

249



12 Media ethics 282
12,1 Summary 282
122  Objectives and key issues 284
12.3  Introduction to ethics 285
124 The underpinning debate 287
|25 Personal and social responsibility 293
12.6 Business ethics 294
12.7 The media debates 296
128 References 297
129 Further reading 297

Part 3: Media management in action

13 Production 301
i3.1  Summary 301
132 Objectives and key issues 302
13.3 Introduction 303
134 Production strategies 309
13.5 The characteristics of a project 311
13.6 The production project cycle (PPC) 314
137 Why bother with planning? 317
|38 Project fatigue 318
139 References 320

|4 Production project management in practice 321

4.1 Summary 321

42 Objectives and key issues 322

[43 The PPC in practice: introduction 322

4.4 Initiation: ideas, evaluation and assessment 323
145  Pre-production 331

146 Production 345

4.7 Completion 354

4.8 References 358

149 Further reading 358

Glossary 359
Bibliography 363
Media time line 373
Index 383

Contents



