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Class Discussion

Facebook and the Emerging Internet
Broadcast System (IBS)

® What types of online videos have you
watched online, and on what devices?

® What sites have given you the best overall
viewing or entertainment experience, and
why?

® What advantages does watching traditional
television have over watching online TV and
films?
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Figure 10.1, Page 647 SOURCE: Based on data from eMarketer, Inc., 2012a, authors’ estimates
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Convergence and the Transformation of
Content: Books
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Unllne Newspapers
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Insight on Society: Class Discussion

Can Apps and Videos Save Newspapers?

= Have you read a newspaper using an app?

® Have you paid for any online newspaper or article?
How much would you pay for a single article?

® Would you prefer to watch online news videos
produced by a TV station or by a newspaper such as
the New York Times?

= What other opportunities could help the industry
recover from the decline in print sales?
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Insight on Business: Class Discussion

Read All About It: Rival Digital
Newsstands Fight

® What advantages and disadvantages do
digital newsstands offer to publishers?

® Do you use an app or digital newsstand to
read magazines? Which ones?

= How does the experience of reading a
magazine on a tablet or smartphone
compare to reading a physical magazine?
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Insight on Technology: Class Discussion

® What challenges has the Internet posed to
traditional Hollywood movie distribution? What is
the biggest challenge?

® Can Internet distribution work with the “release
window” strategy?

® Do you think Hollywood is doing a better job of
protecting its content than the music industry?

® What is the most realistic and profitable path
forward for the Hollywood film industry?
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