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The handbook examines media management and business through a convergent
media approach, rather than focusing on medium-specific strategies. By reflecting
media management issues in the information, entertainment, sports, gaming
industries, contributed chapters explore the unique opportunities and challenges
Subject: Communication Studies brought by media convergence, while highlighting the fundamental philosophy,
concepts, and practices unchanged in such a dynamic environment.

This handbook examines media management through a global perspective, and encourages readers to connect their
own diverse development to a broader global context. It is an important addition to the growing literature in media
management, with a focus on new media technologies, business management, and internationalization.
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