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1231.3932.01 – Building Digital Media Strategy
Summer Semester – 2018
	Section
	Day
	Hour
	Exam date
	Lecturer
	Email
	Telephone

	01
	*
	17:15-20:45
	As posted on the list of exams
	Mr. Kenneth Krushel
	kkrushel@gmail.com
	


* The course will take place on the following dates: 24/7/18, 29/7/18, 31/7/18, 5/8/18, 7/8/18

Office Hours:  to be determined

	Course Units


1 course unit = 4 ECTS units
The ECTS (European Credit Transfer and Accumulation System) is a framework defined by the European Commission to allow for unified recognition of student academic achievements from different countries.

	Course Description


An introduction to the strategic challenges media companies engage due to the influence of digital technology. We study how traditional products and services are not only upended by “category breakers”, but by “best practices” successful in the past, yet increasingly proving flawed. In a digital media context – and we will clarify the meaning of the generic term “digital media” - does strategy require wholesale reinvention, or subtle recalibration? Students will analyze how widely accepted strategic planning and business development “myths” often lead companies astray, inhibiting even “successful” companies from introducing effective strategies that are seemingly contrary to conventional wisdom. The concept of structuring innovation, redefining (or “pivoting”) strategy, and reassessing “scale” in order to realize a company’s potential, is part of our inquiry.

We examine fashionable terms such as “creative disruptive” and “innovation”, “platform and networked markets”, working to separate hype from what is practicable and sustainable, while learning how to build and implement successful digital media strategy.

	Course Objectives


Upon completion of the course, the student will be able to:
1. Make sense of complex strategic issues that often invite contrary strategic approaches.
2. Define the mechanics of a successful or failed digital media strategy.
3. Compare conventional media strategy theory with strategies that disassemble legacy strategy assumptions.

4. Assess how companies seek to defend competitive position while creating strategic self-definition, including redefinition of customer relationships.
5. Understand the inner-working of media industry structure and its implication for strategic positioning.
6. Become conversant about the role of online platforms and two-sided markets: what they are and how they work.

7. Anticipate the inevitable tension between founder’s vision, strategic implementation, and ongoing business operations.
	Evaluation of Student and Composition of Grade 


	Percentage
	Assignment
	Date
	Group Size/Comments

	65%
	Digital strategy exam
	Distributed August 7
	Individual

	35%
	Project presentations
	August 7 – in class
	group


* According to University regulations, participation in all classes of a course is mandatory (Article 5).

* Students who absent themselves from classes or do not actively participate in class may be removed from the course at the discretion of the lecturer. (Students remain financially liable for the course even if they are removed.)

	Course Assignments


Assigned reading from two texts: Clayton Christensen, “The Innovators Dilemma”; “Curse of the Mogul”, Seave, Greenwald and Knee (assigned chapters distributed by instructor)
6 Case Study Readings ( A case study “course pack” will be available for purchase at the university book store): Safrut Zola
The cost is:          93NIS

The code is :       L-301
Additional assigned readings to be distributed by the instructor related to particular case studies
	Grading Policy


In the 2008/9 academic year the Faculty instituted a grading policy for all graduate level courses that aims to maintain a certain level of the final course grade.  Accordingly, this policy will be applied to this course's final grades.  
	Evaluation of the Course by Student


Following completion of the course students will participate in a teaching survey to evaluate the instructor and the course, to provide feedback for the benefit of the students, the teachers and the university.
	Course Site (Moodle)


Additional course material will be available on the course site.

Our course site will be the primary tool to communicate messages and material to students.  It is important to regularly check the course site for updated information on classes, additional reading, assignments,  and exams.

Please note that course materials available on our course site but not necessarily explicitly discussed in class are considered integral to the course and may be tested in examinations.

	Course Outline*


	Week
	Date
	Topic(s)
	Required Reading
	Submissions
	Comments

	1
	July 24
	What is strategy?

What is “disruptive innovation”?
	“The Curse of the Mogul” (assigned chapters)

“The Innovator’s  Dilemma”


	
	Assigned reading to be distributed by instructor 

	1
	July 29
	Challenges of Digitizing the Media Business
	Case Studies:

“BMG Entertainment” 

and

“Bonnier: Digitizing the Media Business”
	
	Case studies: accessed from course pack material

	2
	July 31
	 Strategic Leadership
	“Netflix: The Disruptor Faces Disruption” 

and 

“Vocento*: Digital Transformation”  
	
	Case study (included in course pack)

Vocento video*: access instructions to be provided

	2
	August 5
	Emergence of New Product Categories: pivoting, growth and scaling
	“Nike: Social Strategy at Nike”
 and

“Vmock: Pivoting to Succeed and Scale”
	
	Case Studies: included in course pack material



	3
	August 7
	Student (group)Project Presentations
	Projects to be assigned by instructor
	
	In class presentation

	3
	August 7
	Final Exam Distributed
	
	
	Exam due August 12


*preliminary / subject to change
	Required Reading


“The Curse of the Mogul”, Seave, Greenwald and Knee (reading material distributed by instructor)

“The Innovator’s Dilemma”, Clayton Christensen (assigned reading distributed by instructor)

Six Case Studies, five of which available as a course pack for purchase (on campus) at university bookstore The “Vocento” case study is a video presentation; access instructions will be provided. 

	Recommended Reading


Select two or three of the sites listed below and read them frequently during the course
· www.theguardian.com  (technology section)
· (Media and technology section of “Business Day” from NY Times) https://www.nytimes.com/section/business?module=SectionsNav&action=click&version=BrowseTree&region=TopBar&contentCollection=Business&pgtype=article
· www.thedrum.com
· www.techcrunch.com
· www.arstechnica.com
· www.ft.com/intl/companies/technology
· www.videonuze.com
· www.businessinsider.com/sai
· www.bloomberg.com/technology
· www.wsj.com/news/technology
· www.wired.com/
· http://www.recode.net/
*The syllabus may be altered as we engage our course of study.
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