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CONGLOMERATE

DIVERSIFICATION

SUBSIDARIES

INTEGRATION

A large company that consists of divisions of seemingly unrelated 
businesses. A media conglomerate owns large numbers of 

companies in various mass media channels such as: Television - 
Radio - Publishing Music - Movies - Music etc.

The process of a company or business expanding their market 
share or audience by producing a variety of media related 

products, which in turn helps them to expand their reach/power 
into a wider range of different sectors or industries.

Conglomerate owned smaller companies designed to command 
more of the marketplace. Can be former independent companies 

acquired due to their success (e.g., Pixar) or originally created 
companies designed to focus on one specific style or genre.

VERTICAL: When one large company (often a conglomerate), 
controls all stages of production, distribution and circulation. 

HORIZONTAL: When a company creates or acquires other 
companies/products - either complementary or competitive.

TASK



TASK

PRODUCTION

MARKETING

DISTRIBUTION

The formal process of PLANNING and CREATING a media product. In film, it 
is the responsibility of a PRODUCTION COMPANY to facilitate the making of 

a film. In news, it is the responsibility of a NEWS ORGANISATION to 
facilitate the production of news content.

The systematic planning, implementation, and control of a mix of activities 
intended to BRING TOGETHER CONSUMERS AND PRODUCTS. In film, it 

primarily focuses on ADVERTISING CONTENT. In news, it primarily focuses 
on PROMOTING THE PROVIDER.

The DISSEMINATION of media products and texts to audiences. In film, it 
refers to the ARRANGEMENT OF RELEASES, involving; time/date, place, 

length of release, and format. In news, it refers to the ARRANGEMENT OF 
STORIES, involving; time/date, platform, and frequency of updates.

CONSUMPTION
The VIEWING of a media product or text by an audience. In film, this 

includes THEATRICAL RELEASES in cinemas, STREAMING services online, 
and HOME RELEASE formats. In news, this includes BROADCASTS on TV or 
radio, ARTICLES on websites or apps, and PRINT EDITIONS in newspapers.



KEY TERMS
New Technologies





TECHNOLOGICAL CONVERGENCE

Technological Convergence refers to 
the trend of previously separate/ 
different technologies, merging 

often on a singular digital device.

Technological convergence has allowed a 
more immersive and diverse media, allowing 

previously unobtainable technology to 
become normalised.

Converged systems always aim to be:
QUICKER

MORE DIVERSE
BETTER QUALITY

Convergence TRANSFORMS ESTABLISHED 
INDUSTRIES and services to enable entirely 

NEW FORMS OF CONTENT to emerge.



TC ï POSITIVES

1. Industries can distribute content GLOBALLY to 
audiences through VARIOUS ONLINE PLATFORMS.

2. Digitally converged tools LOWER PRODUCTION 
COSTS for both industries and audiences.

3. Audiences get INSTANT ACCESS to content with 
quicker digital workflows.

4. Audience data helps industries TARGET AND 
MARKET CONTENT more effectively.

5. Industries gain NEW REVENUE STREAMS like 
subscriptions and pay-per-view.



TC ï NEGATIVES

1. Too much content makes it HARDER TO FIND 
QUALITY and for industries to stand out.

2. Digital distribution INCREASES PIRACY RISKS, 
causing revenue loss for industries.

3. Algorithms can trap audiences in echo chambers 
and REDUCE CONTENT DIVERSITY.

4. Fast production pressures industries to PRIORITISE 
SPEED over accuracy and quality.

5. Unequal access to technology LIMITS SOME 
AUDIENCES and isolates communities.



PROLIFERATION IN HARDWARE/CONTENT

Proliferation of Hardware and Content 
refers to the increase of digital devices and 

accessible content

PROLIFERATION = Increase

HARDWARE = Cameras, phones, consoles etc.

CONTENT = Films, articles, BTS etc.

Technological Convergence has been supported 
with the huge growth in the amount of hardware 

and content available to both audiences and 
institutions, through the merging of new 

(contemporary) and old (traditional) media.



P IN H & C ï POSITIVES

1. Industries can release content in MULTIPLE 
FORMATS and add interactive extras.

2. Digital devices let audiences ACCESS CONTENT 
ANYTIME, anywhere.

3. Smart devices enable industries to deliver faster, 
PERSONALISED experiences.

4. Streaming services boost engagement, REACH 
WIDER AUDIENCES, and grow industry revenue.

5. Audiences can create, share, and ACCESS NICHE 
GLOBAL CONTENT using digital tools and platforms.



P IN H & C ï NEGATIVES

1. Better home viewing leads to FEWER CINEMA 
VISITS, reducing industry revenue.

2. Devices quickly become outdated, with COSTLY 
UPGRADES for audiences.

3. Increased reliance on personal devices can HARM 
SOCIAL INTERACTION and exclude some audiences.

4. Easy access creates IMPATIENT AUDIENCES, less 
willing to wait or pay for official releases.

5. Lots of choice and short attention spans cause 
QUICK DISENGAGEMENT, amongst audiences.



TASK
COME UP WITH A LIST OF ALL THE WAYS AUDIENCES CAN 
ENGAGE WITH FILM CONTENT (ASIDE FROM WATCHING IT)
Consider: Different Platforms, specific websites, additional media content etc.



YouTube Trailers + Social Media Pages + Websites + TV Features + Radio Interviews + Billboards/Posters 
+ Comic Books + Video Games + Magazines Articles + Newspapers Reviews + Cast/Crew Interviews + 

Behind the Scenes Footage + Food Outlets + Clothing +  Merchandise + much more!



CROSS MEDIA CONVERGENCE
Cross media convergence refers to the process where different forms 
of media (film, television, print, radio, internet, and mobile platforms) 
collaborate, combine, or merge to create, distribute, and promote 

content across multiple platforms.

CMC helps media companies to reach wider audiences, create multiple 
revenue streams, and increase audience engagement through various formats. 

Conglomerates producing blockbuster films create 360 DEGREE PRODUCTS 
through million dollar campaigns across various channels (integration).

FILM INDUSTRY EXAMPLE
As a subsidiary of the conglomerate Disney, Marvel can exploit its owners many divisions to help 
promote and distribute content from the Marvel Cinematic Universe. Such as: Comics that provide 
backstories to the universe + Streaming content on Disney+ (e.g. WandaVision, Loki) + Video games 
όŜΦƎΦ aŀǊǾŜƭΩǎ !ǾŜƴƎŜǊǎύ Ҍ {ƻŎƛŀƭ ƳŜŘƛŀ ŎŀƳǇŀƛƎƴǎ ǘƻ ŜƴƎŀƎŜ Ŧŀƴǎ Ҍ aŜǊŎƘŀƴŘƛǎŜ όǘƻȅǎΣ ŎƭƻǘƘƛƴƎ ŜǘŎΦύΦ

NEWS INDUSTRY EXAMPLE
As a public service broadcaster, the BBC can use its power to push BBC News content across many 
different channels. Such as: TV broadcasts on the BBC News channel + Radio bulletins and podcasts 

(BBC R4, BBC World Service) + Website with articles, videos, live updates + Mobile app for personalised 
news feeds and notifications + Social media platforms (X/Insta/YouTube) with shareable content.



SYNERGY
Synergy refers to the combined power of multiple parts of a media 
company (or between different companies/industries) to produce a 

result that is greater than what each could achieve alone.

It often involves the collaboration of companies to cross promote their products, have 
joint development of content or marketing, and expand their reach and profits through 

combined efforts. Synergistic marketing is created by various products displaying 
CONTINUITY in: Colour + Composition + Subjects + Shots/Angles + Typography etc.

FILM INDUSTRY EXAMPLE
As the major film studio for the conglomerate Disney, Walt Disney Pictures used synergy to make 

Frozen an industry success. Film released theatrically (box office hit) + Music (Let It Go a chart topping 
hit sold on platforms like iTunes) + Merchandise (toys, clothing, books - billions in sales) + Theme park 

attractions (rides and shows at Disney parks) + TV specials and Disney+ streaming content. Each 
division of Disney supported the other, amplifying the success of Frozen far beyond the movie itself.

NEWS INDUSTRY EXAMPLE
As a subsidiary of the conglomerate Warner Bros Discovery, news channel CNN uses synergy to help 

promote and distribute new content. Broadcast on TV (CNN International, CNN US) + Distribute 
content via www.cnn.com + Stream content on platforms like Max (formerly HBO Max) + Host live 

events and branded conferences (CNN Experience). Different divisions of the parent company promote 
and distribute CNN content, reinforcing the CNN brand and generating multiple revenue streams.

http://www.cnn.com/


TASK
WATCH THE TWO TRAILERS FOR THE SET TEST BLACK PANTHER

Teaser Trailer ς Character/Action Trailer

TEASER TRAILER: 

https://www.youtube.com/watch?v=dxWvtMOGAhw

OFFICIAL TRAILER: 
https://www.youtube.com/watch?v=xjDjIWPwcPU 

https://www.youtube.com/watch?v=dxWvtMOGAhw
https://www.youtube.com/watch?v=xjDjIWPwcPU


LIST THE SIMILARITIES BETWEEN THE TRAILER AND THE POSTER 
CAMPAIGN - HOW IS BRANDING ESTABLISHED?

Consider: Style, Layout, Themes, Content, ToneTASK



WHERE CAN YOU SEE CMC & SYNERGY?



INCOMING THEORY!



LEONHARD ï CONTENT 2.0 - 1

The idea that media companies can no longer rely on 
making money from simply distributing their products 

because piracy is so common

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Media companies cannot survive by just releasing a 
product as it is, due to audiences taking it for free



The idea that to stay current in a competitive market, 
companies have to offer their products in a way that 
ƛǎ Ψ.ŜǘǘŜǊ ǘƘŀƴ CǊŜŜΩ ǿƛǘƘ ŀŘŘƛǘƛƻƴŀƭ ŜȄǇŜǊƛŜƴŎŜǎ ǘƘŀǘ 

an audience are willing to pay for

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
.ȅ ǇǊƻǾƛŘƛƴƎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ ŎŀƴΩǘ ōŜ ŎƻǇƛŜŘ όƭƛƳƛǘŜŘ 

edition versions) companies can still generate revenue

LEONHARD ï CONTENT 2.0 - 2



The idea that in the modern world a media product 
cannot survive just by itself. Companies need to 

diversify into other industries to make money (cross-
promotions, synergy, merchandise, tours etc.)

Lƴ ǎƛƳǇƭŜ ǘŜǊƳǎΧ
Exploring other platforms outside of the key media 
product is essential for industries to make money

LEONHARD ï CONTENT 2.0 - 3



FILM INDUSTRY
New Technologies
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Take notes on the differences of each medium

https://www.youtube.com/watch?v=2cac1KPu1x0 

VIDEO TASK

https://www.youtube.com/watch?v=2cac1KPu1x0


FILM VS DIGITAL

ÅDigital filming is cheaper than celluloid (good for indie filmmakers) and 
more flexible since footage can be edited immediately on set.

ÅCelluloid footage must be converted to digital for editing and then back 
to film for release, which is expensive and time-consuming.

ÅWhilst celluloid film print gradually degrades (dirt, scratches etc) a 
digital film looks the same each time it is viewed.

ÅDigital distribution is easier with film files rather than film reels.

ÅDigital projection allows cinemas to show a wider range of content like 
sports, TV shows, and gaming events.



ÅNew tech are significantly transforming film production, 
making it more affordable, creatively flexible, and faster, 
for both major and indie filmmakers (all thanks to digital).

ÅUntil recently, films were shot on celluloid 35mm as nothing came 
close to the quality. Shooting on film remains a very expensive 
process, with the average feature needing £130,500 for tape alone! 
(11 mins per reel). Processing 35mm can cost that again! Celluloid 
cameras are large, heavy, need a lot of crew, and supportive 
equipment (tracks/gimbals) take a long time to set up (often two 
set ups). These high costs means studios face pressure to finish 
filming on time όƭŜŀǾƛƴƎ ƴƻ ΨŜȄǇŜǊƛƳŜƴǘƛƴƎΩ ǘƛƳŜ ƻƴ ǎŜǘ ŀǎ ǘƻƻ ǊƛǎƪȅύΦ

ÅAi is impacting film production through assisted editing, VFX (de 
ageing, language), scriptwriting tools, powered autofocus, motion 
tracking, and Ai generated voices/actors (synthetic performances).

ÅDigital cameras are extremely advanced, with high resolution 
sensors (8K), improved low light performance, and smaller 
ΨŀŦŦƻǊŘŀōƭŜΩ ǾŜǊǎƛƻƴǎ ŜƴŀōƭƛƴƎ ƎǊŜŀǘŜǊ ŦƭŜȄƛōƛƭƛǘȅΦ {ƳŀǊǘǇƘƻƴŜǎ ǿƛǘƘ 
cinematic capabilities are also being used for professional shoots.

FILM PRODUCTION


