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With the changes in the media industry, new business opportunities emerge increasingly. In the
fieldofstrategicmanagement,issuesassociatedwithbusinesscreationareusuallydiscussedinthe
contextofcorporateentrepreneurship.Throughtheoreticalanalysisandempiricalstudy,Hang’sbook,
Media Corporate Entrepreneurship: Theories and Cases,providesatimelyresearchoncorporate
entrepreneurshipinthemediaindustriesandoffersinsightsintothestudyofmediamanagementand
economics,asacompellingreadforpractitioners,academiciansandwideraudiences.

Inadynamicenvironmentcharacterizedbyconstanttechnologicaladvancement,newbusiness
opportunitiesappearinavarietyofformsinthemediaindustries.Adaptationtothechangingenvironment
andproactivetransformationarecrucialtomediabusinesssuccess.Mediafirmsneedtodevelopstrategic
toolsthatenablenewbusinesscreationandfacilitatecapturingopportunitiesarisingfromtheemerging
fields.Thesenewbusinesscreationactivitiesaredifferentfromtheincrementalbusinessdevelopments
thatareusuallyconductedinsidetheexistingproduct-marketframeworks;theyareradicalchanges
gearingtowardsdevelopingnewproduct-marketframeworks.Theoverallactivitiesofbuildingnew
businessinanestablishedorganizationareusuallycalledascorporate entrepreneurship.

Thoughcorporateentrepreneurshiphasreceivedincreasingattentioninrecentyears,muchless
attentionhasbeenpaidtothemediapractices.Nevertheless,inthemediaindustries,whileventuring
fortheemergingopportunities,manyfirmsareconfrontedwithorganizationalchallengessuchas:
shouldthenewmediabusinessbeintegratedintofirm’sexistingoperationorshoulditbeindependently
operated,standingonitsownlegs,inordertobecomeaviablebusiness?

In seeking answers for such questions, both economics theories, for example, the industry
organizationaltheories(IO)andmorerecentmanagementtheories,forinstance,theResourceBased
View(RBV)canprovidetoolsforanalysis.However,insomecircumstance,explanationsderived
fromthesetwosetsoftheoriesmayconflictwitheachotherratherthancomplementing.Howto
understandtherelationshipbetweentheIOandRBVandwhatdirectionmediamanagersshould
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followarechallengesconfrontedwithus.Moreover,thefieldofmediaeconomicsandmanagement
is interdisciplinary and multi-dimension, how to apply different theories to create an integrated
frameworkformediastudyisalsoachallengingissue.

In view of the above, Hang’s book made a great contribution to address these issues.
ThroughapplyingtheIOandRBV,thebookanalyzedthechoiceoforganizationalmodeandthe
relationshipbetweeneconomicsandmanagementtheoriesinthespecificcontextofmediacorporate
entrepreneurship.

Thestudyisexplanatoryinnature.Throughconductingmultiplecaseanalysis,Hangexamined
andexplainedwhyandhowcertainorganizationalmode is selected,henceprovidedmanagerial
implicationsformediafirms’corporateentrepreneurialpractices.

Thebookfocusesonthechoiceoforganizationalmodeforventuring.Toseekanswersofwhy
andhowmediacompaniesorganizetheirentrepreneurialactivitieswithcertainorganizationaloptions,
acasestudystrategywasapplied.Findingsfromtheempiricalstudyindicatethat thechoicesof
organizationalmodeformediaventuringareinfluencedbythe‘economicsandresourceconditions’,
andventureincentivesarecontingentfactortoconsiderwhenthepredictionsgivenbythetwosets
oftheoriesdiverge.

Thecontingencyapproachtomanagementassumesthatthebestwaytoorganizedependsonthe
natureoftheenvironmenttowhichtheorganizationrelates;thus,therightthingtododependson
criticalenvironmentalandinternalcontingencies,andthechoiceoforganizationalformswasseen
asbeingdependentuponthespecificcircumstancestheorganizationfaces.Applyingacontingent
logic,HangsuggestedreconciliationbetweentheIOandRBVinadditiontotheintegrationforthe
choiceoforganizationaldesign.

The book has provided several important theoretical implications: Firstly, in the domain of
entrepreneurship research, to some extent, research on new business startups has ignored the
structuralandorganizationalissues;especially,suchissueshavebeenneglectedlargelyinacorporate
entrepreneurshipcontext.Amongexistingstudies,thereareobviousgapsofknowledge,eitherbecause
thetheoreticalframeworkisdifficulttooperationalize,orthestudiesareover-normative,lackingof
richtheoreticalbases.Therefore,thebookhasprovidednewknowledgetofillinthegap.

In addition, the nature of the relationship between traditional economics theories and more
currentresourcetheoriesisalongdebatingissue.Thoughanewtrendattemptingtointegratethe
economicsandresourceperspectivesemergedrecently,thereisstillnosufficientresearch,either
incorporaterobustempiricaldatawithintegratedtheoreticalframework,orexplicitlyexplainhow
firmsshouldresolveconflictsdifferentsetsoftheoriescause.Forwhich,Hang’sbookconstructed
a model to integrate and reconcile different theoretical perspectives, by proposing incentives as
acontingentfactor toconsider.Throughsodoing, thebookproposedaconstructiveapproachto
reconciledifferenttheories.

Moreover,changesinthemediaenvironment,shiftingdemandsofthemediamarketanddynamics
inthemediaorganizationshavemadeinnovationandnewbusinesscreationavitalstrategytosustain
mediacompanies’competitivenessandsuccess.However,amongexistingstudies,howtoorganize
newmediacreationisstillaninsufficientlyaddressedissue.Therefore,thisbookalsocontributes
managerialinsightsaddressingtheseissues.

Thebook reconciled the resource-based theoriesandeconomics theories for thenewmedia
businessstudies.Thoughreconciliationisnotoftenseen,theintegrationsoftheoriesaremorecommon.
To develop a theoretical framework for strategic media management, scholars have contributed
analytical tools incorporatingdifferent theoreticalconcepts.Historically, therehasbeenanover-
relianceonindustrialorganizationstudiesinmediaeconomics,examinationoftheexogenousfactors
thatinfluencefirmconducthavebeentheprimaryfocusofmanymediaindustrystudies.TheRBV
approachhasbecomemorepopularamongstrategicmanagementscholarssincethe1990safterthe



Journal of Media Management and Entrepreneurship
Volume 1 • Issue 1 • January-June 2019

92

initialdominanceoftheIOapproach.Withregardtothestudyofmediafirms,theRBVapproach
providesmoreinsightintoexplainingthedifferentperformancebetweenindividualmediafirmsor
variousclustersofmediafirms.Andthereseemstobeaninterestingparallelinsuchaprogression
betweenthegeneralstudiesofstrategicmanagementandstrategystudiesinthecontextofmedia
economics.Therefore,thisbookalsoprovidesendeavortowardsthisprogression.

Buildinganintegratedtheoreticalframeworkforthemediamanagementstudyisnevertheless
avitalmove;whilstmoreattentionneedstobepaidtoexaminehowtoreconcile thesedifferent
theoreticalperspectiveswhenexplanationsareconflict,ratherthancomplementing.Therefore,one
majormedia-specifictheoreticalimplicationofthebookistotakeanewsteptobuildingtheoretical
framework,notonlyintegrate,butalsoreconciledifferenttheoriesformediastudies.

Amultiplicityoftheoriesisneededformediamanagementandeconomicsresearch,becauseof
themultidimensionalnatureofthisdiscipline.Theintegrationandreconciliationoftwotheories—one
moretraditionaleconomics-basedandanothermorecurrentresourceandcapability-focused—will
providetoolsandimplicationsforbothpractitionersandacademicianstoexaminemanagementand
economicdecisionsofmediafirms.

Researchonmediaeconomicshasbeendevelopingfastinthepastdecades.However,whereas
mediaeconomicsasafieldofstudyhasflourished,arelativelylimitedamountofresearchhasfocused
ontheaspectofmediafirms.Tocomplementthat,strategicmediamanagementoffersadditional
insightsintofirmspecificissues.

Themedia industriesprovidea context fornewknowledgecreation.Asmediaderegulation
andconsolidationundergoes,therehasbeenincreasingdemandforabetterunderstandingofmedia
management, economics, products and media companies. In addition, with the changes of new
technologies,regulations,andmarketconditions,theindustryitselfhasalsobeenseekinginsightsinto
effectivemanagementpractices.Suchacontextgivesresearchersenormousopportunitiestoconduct
researchandtostrivefornewunderstandingsandnewknowledge.Whilereviewingstudiesinthefield
ofmediamanagementandeconomics,significantachievementshavebeenmadebyscholarsinthe
field,dedicatingtonumeroustopics,spanningfromindustrylevelpolicytofirmlevelmanagement.

Asafieldofresearch,mediamanagementhaswellpasseditsintroductionanddevelopment
stages. The field is mature for developing new theoretical frameworks, exploring new ways to
incorporate different theories for media studies, and expanding new knowledge to integrate and
reconciledifferentresearchapproaches.Hang’sbookhasmadeamarvelousefforttoconstructan
integratedandreconciledframeworkforthestudyofnewmediacorporateentrepreneurshipinthe
newmediaera.Andthisisdefinitelyaremarkablestartpointforthefutureexplorationoftheories
reconciliationandmoremediacorporateentrepreneurshippracticesobservation.


