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Media Industry Metamorphosis | Significant change in value chain 

Continuous engagement and analytics becoming core to all value chain elements 
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New products, new areas, new companies and new competition 

Changing Consumer Behavior  and Expectations   

Significantly lowered barriers to entry  Amazon Self Publishing, 
YouTube, iTunes 

New products and new revenue model  B2B to B2C, Subscription 

Expanding Value-chain   

Products and services appear interchangeably  VOD &  subscription, 
consumer credit report & api integration 

New Players  Google, Amazon, Apple 
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What is happening in the Media and Info Services Industry? 

• Wall Street slumps as media stocks hemorrhage (August 6th 2015) 

 Viacom down 23%, Disney ~ 9%, TFC Fox ~6%....... Fear of move away from cable 
(analog) to OTT (Digital) 

• Digital is leading source of revenues for Information Services firms 

 Wolters Kluwer .. 80% 

•  

 Netflix, Youtube  

•  

 Is location (in isolation) is losing importance in relation to other analytics attributes? 
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Types of interactions in Media and importance of location 

 Physical to physical ( physical  goods sold from physical place)  

e.g. paper book from Barnes and Nobles store 

 

 

 Digital to Physical 

E.g paper book sold from Amazon store 

Digital or mobile advertisement for a neighborhood department store sale 

 

 

 Digital to Digital 

E.g. Netflix, CBS All Access, HBO GO, Amazon Kindle book purchase, many VOD 
subscriptions 

Boundaries between digital and physical are blurring with time 
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What is Location Intelligence used for in Media? 

>> Content or entertainment experience >> Monetization, value-chain expansion 

>> Targeted Advertising >> Tracking and Measurement 
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Business analytics in Media | Maturity stages 
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Descriptive Prescriptive 

Data  
Management 

Reporting 

Analysis 
& Insights 

Predictive 
Modeling 

Optimization 

Platform & 
Automation 

Traditional BIPM 
Coarse location use  

High granularity location use 
Location integral to products and 

services 
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Media Industry Location Intelligence paradox 

  

Mobiles, cell towers, GPS, IP and address geocoding have solved the problem of getting 
geocoded data and with world going digital it will be even more easily available.  

 

 

 Location intelligence use can and should grow in day to day business analytics 

Low awareness of the potential 

Hard to use and not yet super mainstream 

Better solution articulation and business case needed 

 

 Location also poses challenges of privacy, security, regulations and willingness of 
consumers to share the information as well as growing workarounds to beat the 
system (IP Spoofing) 

 

 




