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Source: Library of Congress, http://loc.gov/pictures/resource/det.4a14921/, assessed: 04.07.2014
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Abundance is the issue o1

0o |

when it comes to media in Germany HOCHSCHULE DER MEDIEN
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TV 2002 change 2012
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Source

: Landesmedienanstalten (ed., 2013), p. 17; Darschin/Gerhard (2004), p. 142;
Zubayr/Gerhard (2014), p. 147; Vogel (2012), p. 319 and 322
Image: [TV scene] http://live.daserste.de/de/index.html#programm [,,Eine Liebe im Zeichen des
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One of Germany’s most successful media ol a1
brands — guess which? HOCHSCHULE DER MEDIEN

Escapism? Success! Readers of , Landlust” per issue (in Mio.)

4,04

0,39 0,45
°® ®
2007 2008 2009 2010 2011 2012 2013 2014
Source:  Schneller (2014), p. 25 [= IfD-Allensbach, AWA 2014] %YEDi’I’EPEUNiVERSiTESi
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Anyone in the room AT
who subscribes a YouTube channel? HOCHSCHLILE DER MEDIEN

YouTube-Comedians Internet-MTV

Gronkh Y-Titty Kontor.TV

3.014.932 subscribers 2.950.193 subscribers 2.386.081 subscribers

Source: YouTube.de, assessed: 04.07.2014, based on http://meedia.de/2014/05/22/youtube-
6 charts-lefloid-gronkh-und-ungespielt-wachsen-am-schnellsten/, assessed: 24.06.2014
Note: Subscriber data as of 06.07.2014
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Spread between older and younger ol a1
readers increases more and more HOCHSCHULE DER MEDIEN

Respondents who read a newspaper the day before the interview (,yesterday’)

‘ \ = 30 yrs and older
. = 14-29 yrs

1980 1990 2000 2010 2013

Source:  Bruttel (2013), p. 9 [= IfD-Allensbach, AWA 2013] @ YEDITEPE UNIVERSITESI
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Tell me your age,
and | tell you your media behaviour

Internet usage

o1l oo |y
HOCHSCHULE DER MEDIEN

family

place of

residence

income

Source:  Bruttel (2013), p. 4 [= IfD-Allensbach, AWA 2013] YEDITEPE UNIVERSITESI
‘ Note: +++ very strong correlation, ++ strong correlation, + weak correlation i Eanerans iy Derem Etio Dinenise
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Source: Lego, http://aboutus.lego.com/de-de/news-room/media-assets-library/images, assessed: 04.07.2014




15 different #1 TV programs ol a1
within a respondents group of 60 HOCHSCHULE DER MEDIEN

Individualisation and fragmentation even in homogeneous target groups (1/2)

Das Erste®
40%

12 TV programs
with #1-rank

23%

120@ 130/0

Source: survey among freshmen ,Medienwirtschaft” (n=60), 26.05.2014, figure shows most %YEDITEPEUNWERSITESI

popular TV programs among respondents’ group [= blue bar], and market share of these . .
TV programs 2012 in Germany [= red bar, die medienanstalten (2014), p. 28] Prof. Dr. Boris Alexander Kiihnle
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Relevant sets differ widely Lol a1
amongst our students HOCHSCHULE DER MEDIEN

Individualisation and fragmentation even in homogeneous target groups (2/2)

Das Erste ——> Arte R Pro7 —
Das Erste ———> ZDF S Pro7 —
Pro7 ——> RTIL. ——> zoF —— TN
Pro7 — Vox —> Das Erste —
ZDF — Pro7 — Sky —
11 Source: ;t:(r)\;er);;r?ongst freshmen ,,Medienwirtschaft” (n=60), 26.05.2014, ranking of Top3-TV %YEDITEPEUNWERSITESI
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} Bored by the match?
Have a look on the team coaches

Suchbegriff eingeben

STARTSEITE NACHRICHTEN SENDUNG VERPASST LIVE SENDUNGEN A-Z RUBRIKEN THEMEN SENDER TV-PROGRAMM

| ALLE SPIELE, ALLETORE TEAMSA-Z NOSPORTS  SPIELPLAN

BOFmediathek

Source:  http://www.zdf.de/ZDFmediathek#/event/2107848/fifawm2014, assessed:
12 05.07.2014

% YEDITEPE UNIVERSITESI

L@\ Atatiirk Rénesansini Devam Ettiren Universite

Prof. Dr. Boris Alexander Kiihnle



Media's dawn is the advent of new Vol a1
customers - introducing the prosumers HOCHSCHLILE DER MEDIEN

cap: Bikbok

shirt: Bikbok

bag: Alexa Bag

shirt: Gina Tricot Lookalike

shoes: Dinsko

Karolin L. 3
(17 yrs, SWE) e

posted on <

lookbook.nu (3M f-;*

Uy, 1,2M Members) & |
8.349 Hypes Spmsrees :'"

333 comments RS e P i

/) YEDITEPE UNIVERSITESI
W/AS Atatiirk Ronesansini Devam Ettiren Universite

13 Source: http://lookbook.nu, Top All Time, accessed: 01.05.2011
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But: Media managers in Germany seem to NEREE AT
be frightened of mature customers HOCHSCHULE DER MEDIEN

Web 2.0 and User Generated Content (UGC) as key challenges

0POOOe ~ 19
POoeoe 0000 @ (
LR 00000 « ( LI

= 76% rate Web 2.0/UGC as = 45% assess Web 2.0/UGC = 34% of responding media

an important or very not as a chance but as a companies are planning
important challenge for risk to their media company specific measures to meet
their business — this ranks #2 — this ranks #1 among six challenges regarding Web
among six response options. response options. 2.0/UGC. This ranks last

among six response options.

Source: Kiihnle/Reck/Weihaupt (2014, in publ.): Stuttgarter Medienmanagement-Studie 2014 /%YEDITEPEUNWERSITESI
14 Note: n=83, surveyed were CEOs and MDs of German media companies. S o
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Y 3. The principle
of money

Source: Staatliche Mlinzsammlung, http://www.staatliche-muenzsammlung.de/muenz_highlights_04.html, assessed: 04.07.2014
Note: Picture shows back of a Postumus’ gold coin, stroke 265 B.C., probably at Cologne




Axel Springer, for example: ol a1
advertising dominates revenues HOCHSCHULE DER MEDIEN

axel springer’

Ad revenue 2008-2013 Total revenues 2008-2013 Reader revenue 2008-2013

| l
44%

'

. 57%

44%

2008 2013 2008 2013 2008 2013

Source: own calculation based on comapny information (Annual Report Axel Springer AG/SE 2008,
16 2013).
Note: Ad revenue and reader revenue don’t sum up to total revenues as other revenue (e.g. printing . .
revenue, trade revenue) is not displayed in figure Prof. Dr. Boris Alexander Kiihnle
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Relying on ad revenues is risky, ol Tl
if ad markets are sluggish HOCHSCHUILE DER MEDIEN

Ad revenue of media companies

Ad revenue as share of GDP

2008 2008

= Ad revenue of ,classical’ media (w/o = Ad revenue as share of German GDP
SEA/SEM) in Germany shrinked from 2008 showed continuing decrease in the last
to 2013 by 1,8 Mrd. EUR (nominal, statistics years. Which means: Despite growing
of ZAW). Latest figures show a ‘flat” growth, advertising opportunities, companies are not
at best. willing to raise their advertising spendings.

The size of a Baklava remains the same, but more and more people want a piece of it.

- YEDITEPE UNIVERSITESI
17 Source: ZAW und Statistisches Bundesamt /% k Ronesansini Devam Ettiren Universite
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Having said this, what is the impact on TR

media’s societal and political function? HOCHSCHULE DER MEDIEN

of media citations of journalists ad revenues were recorded
have their origin in are working with newspapers between 2008 and 2013 for
newspapers and magazines and magazines the newspaper and magazine

industry (= 1,3 Mrd. EUR)

Source:  PMG Presse-Monitor 2013, p. 3, Dt. Journalisten-Verband cited by VDZ (2014), p.

/) YEDITEPE UNIVERSITESI
18 15, ZAW 2009, p 21, and 2014, p 9 (OWn Calculat|on) y/ASA Atatirk Rénesansini Devam Ettiren Universite
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} To sum up: my personal Media’s Dawn ol oa

HOCHSCHULE DER MEDIEN

= Variety: Niche instead of = Buffet-style: = Detour: The internet as a
catch-all — media and Customization, integration, provider of media content is
customer groups become and interaction are key a not-paid-for model, still.
more divers and more factors when thinking of Which means that rivalry for
narrow. configuring new media ad spending amongst media

products. companies will intensify.
Source: [Braque] http://www.artchive.com/artchive/b/braque/housesle.jpg, [Lego] %YEDITEPE[{JNIVERSITESI

http://aboutus.lego.com/de-de/news-room/media-assets-library/images, [coin]
http://www.staatliche-muenzsammlung.de/muenz_highlights_04.html, accessed: 4.7.14 Prof. Dr. Boris Alexander Kiihnle



And again, remember:
We are on board the Santa Maria

Source: Library of Congress, http://loc.gov/pictures/resource/det.4a14921/, assessed: 04.07.2014
Note: Picture shows reconstruction of ,Santa Maria”. Edward H. Hart is supposed to have done the photo in 1893.




