
DOI: 10.4018/JMME.2019010101

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


Copyright©2019,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

Strategic Media Entrepreneurship:
Theory Development and Problematization
Sven-Ove Horst, Erasmus University Rotterdam, Rotterdam, The Netherlands 

Paul Clemens Murschetz, Berlin University of Digital Sciences, Berlin, Germany 

ABSTRACT

Entrepreneurshipandstrategyenablemediaorganizations tocreatenewideasandbring themto
themarket.However,despitetheirpracticalimportance,synergisticcombinationsofthesetheories
arecurrentlyunder-investigated.Therefore,theobjectiveofthispaperistotheoreticallyexplorethe
phenomenonofstrategicmediaentrepreneurshipandlaythefoundationsforfurtherinvestigation
andtheorydevelopment.Thepaperhighlightsaconvergenceofstrategyandentrepreneurshipand
showshowtheyaddtoorganizationalsuccessthroughdevelopingvisions,exploringandexploiting
opportunities, managing people, building networks, driving creativity, and facilitating strategic
planning.Ultimately,thepapercontributesbyuncoveringandreflectingontheassumptionsofcurrent
theoreticalapproachesinstrategicmediamanagementandmediaentrepreneurshipthroughtargeted
problematization.Thisprovidesthebasisforopeningnewdiscussions,generatingnewtheories,and
exploringemergingphenomenaaroundstrategicmediaentrepreneurship.

KEywoRDS
Conceptual Research, Entrepreneurship, Field Development, Media Entrepreneurship, Media Management, 
Practice Theory, Problematization, Startups, Strategic Media Management, Theory Building

INTRoDUCTIoN

Mediaentrepreneurshipisagrowingfieldofresearcharoundunderlyingphenomenathatarequickly
developing.Mediafirmsneedtobecomemoreentrepreneurial(vanWeezel,2010;Will,Brüntje,
&Gossel,2016),andmanagedigitizationinternally(Habisch&Bachmann,2017;Pérez-Latre&
Sánchez-Tabernero,2015),aswellascapitalizeontheuseofdigitalmediatoconnectwithaudiences
and stakeholders (Evens, Raats, & von Rimscha, 2018). In this regard, media entrepreneurship
sharesmanychallengesandopportunitieswithgeneralentrepreneurshiparoundthemediatizationof
entrepreneurship(cf.Couldry&Hepp,2017;Hjarvard,2013;Lindgren,2017).Thisisreflectedin
recentoverviewsalongcorejournalsinthefield,whoinviteare-thinkingandre-conceptualization
of entrepreneurship and strategy in regards to digital technology (Nambisan, 2018; Plesner &
Gulbrandsen,2015;Shen,Lindsay,&Xu,2018).Thetheoreticalrelevanceofthispaper,therefore,is
groundedintheircallsformoreresearchandtheoreticaldevelopmentstowardsbetterunderstanding
entrepreneurshipintimesofincreasingdigitizationandmediatization.

The practical relevance of this paper is seen in current trends around digitization, eroding
boundariesofthemediaindustry,andincreasingcompetitionfromnewplayersinchangingmedia
markets,whichcreatepressuresfororganizationalsurvivalandopportunitiesforinnovation.These
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developmentsareconsequentialformediamanagersandorganizationsfortworeasons.First,because
theyneedtoactmorestrategicallyandfindnewwaystoconceptualizethesechallengesforbeing
abletorespondadequatelytothem(seeforexampleDaidj,2018;Horst&Järventie-Thesleff,2016;
Järventie-Thesleff,Moisander,&Villi,2014;Küng,2017b;Maijanen&Jantunen,2014;Oliver&
Parrett,2018).Second,becausetheyneedtocontinuallydrivenewideasandmoreradicalinnovations
tosustainsuccess(seeforexampleAchtenhagen,2017;Baumann&Brüning,2017;Evensetal.,2018;
Hasenpusch&Baumann,2017;Khajeheian&Tadayoni,2016;PriceSchultz&Jones,2017;Zboralska,
2017).Towardsthisaim,Hang(2016,p.3)explainsthatintoday’senvironment“adaptationtothe
newnessandproactivetransformationarecrucialtoachieveandsustainbusinesssuccess.Therefore,
mediafirmsneedtodevelopstrategictoolsthatenablenewbusinesscreationandfacilitatecapturing
opportunitiesarisingfromtheemergingfields”.Thismeans,mediaorganizationsneedtobecome
moreentrepreneurial(Willetal.,2016),butnecessarilysoinstrategicmanner.Asaconsequence,
mediaorganizationsneedtomanageentrepreneurshipstrategically.

The objective of this paper is to theoretically explore the phenomenon of Strategic Media 
Entrepreneurshipandlaythefoundationsforfurtherinvestigation.Thisrelatestocurrentacademic
research,whichshowsanunderlyingconvergenceoftheoriesandpracticesregardingentrepreneurship
andstrategyaroundmedia(cf.Achtenhagen,2017;Hang,2018;Khajeheian,2017;Nambisan,2018;
Nambisan,Siegel,&Kenney,2018;Shenetal.,2018;Steininger,2018).Essentially,entrepreneurship
andstrategysynergisticallyenablemediaorganizationstoshareknowledge,createnewideas,manage
networks,implementnewprocessesandbringthemtothemarket(Blundel,Lockett,&Wang,2017).
Thisconvergencefacilitatesresearchtoanswerquestionsabout“who,what,when,where,whyand
how”ofentrepreneurship(Rehn,Brännback,Carsrud,&Lindahl,2013,p.545).Thisbecomesevident
inthewayhowphenomenaareaddressed,whatconceptsareused,andwhattheoreticalandpractical
implicationsaredeveloped.Atthesametime,thepotentialforsynergiesintheory developmentis
currentlyunderexploredbecausestudiesareoftenquitenarrowlyconfined,whichmakesresearchers
disregardconnectedstudiesandneighboringfields(Alvesson&Sandberg,2011).Thismayrisk
overlookingproductivesimilaritiesandsynergisticcombinations,eventhoughthesearecriticalfor
creatingnewtheoriesandreflectingonassumptionsregardingourconstructsinmediamanagement
andorganizationstudies(cf.Alvesson&Kärreman,2007;Shepherd&Suddaby,2016).Therefore,
thepapertakesabroadview,detailingdevelopmentsaroundconvergingresearchonstrategyand
entrepreneurshiparoundmedia,andlayingthefoundationsforfurtherinquiryaroundstrategicmedia
entrepreneurship.

Onthisbasis,thepaperaimstomaketwocontributions.First, itcontributesbyadvancinga
theoreticalperspectiveof“strategicmediaentrepreneurship”bybuildingonexistingtheoriesand
discussionsontheinterdependenceofstrategyandentrepreneurship(Barringer&Bluedorn,1999;
Blundeletal.,2017;Burgelman,1983;Dhliwayo,2014;Ireland,Covin,&Kuratko,2009;Ireland,
Hitt,&Simon,2003;Wickham,2006).Second,thepapercontributesbyuncoveringandreflecting
on the assumptionsof current theoretical approaches in strategicmediamanagement andmedia
entrepreneurship through targeted problematization (Alvesson & Kärreman, 2007; Alvesson &
Sandberg,2011,2013).Thesetwocontributionsaregroundedinrecentcallsfromthefield,which
emphasizethatweneedmorestudiesandeffortsfortheorybuilding(Achtenhagen,2016;Küng,
2017a;Mierzejewska,2018;Picard&Lowe,2016;Rohn,2018),becauseonlythroughacknowledging
thewayinwhichwebuildourunderstandingofmediamanagementwitheitherexisting,incremental
(consensus-seeking) or new, frame-bending (consensus challenging) concepts and frameworks
(Alvesson&Sandberg,2013,p.109),canwedevelopourtheoriesandmodelstobebetterfitting,
morereflective,andmoreproductive.

Thepaperisstructuredasfollows.Afterdefiningthecoreconceptsofmediaentrepreneurship,
strategicmediamanagementandstrategicmediaentrepreneurship,itdiscussestheorybuildingin
mediamanagement.Then,thepaperreviewsresearchonstrategicmediamanagementandmedia
entrepreneurshipforbuildingatheoreticalframeworkofstrategicmediaentrepreneurship.Thepaper
closesbydiscussingcontributionsandgivinganoutlookforfutureresearch.
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