
Broadcast Management Version 1 Page 2 

 

 

 © Busvannah Communications cc 2009 

Contents 
Introduction .............................................................................................................................................................. 4 

1 ............................................................................................................................................................................................................. 6 
What actually IS TV? ............................................................................................................................................... 6 

Get a feel for the medium ........................................................................................................................................................... 6 
What’s special about TV ............................................................................................................................................................. 7 
Who watches TV? ...................................................................................................................................................................... 8 
A defective product ................................................................................................................................................................... 10 

2 ........................................................................................................................................................................................................... 10 
The Business of TV ............................................................................................................................................... 10 

Overview .................................................................................................................................................................................. 10 
Instinct ...................................................................................................................................................................................... 11 
Informed instinct ....................................................................................................................................................................... 11 
The media environment ............................................................................................................................................................ 12 
What is convergence? .............................................................................................................................................................. 15 
What makes broadcasting different to other mass media? ....................................................................................................... 18 
What is special about the business of public TV? ..................................................................................................................... 21 

3 ........................................................................................................................................................................................................... 22 
Business practices. ............................................................................................................................................... 22 

4 ........................................................................................................................................................................................................... 22 
Strategy .................................................................................................................................................................. 23 

Five steps to get to the strategic plan document ....................................................................................................................... 25 
Strategic Planning Template ..................................................................................................................................................... 30 

5 ........................................................................................................................................................................................................... 31 
Planning ................................................................................................................................................................. 31 

Business Plan ........................................................................................................................................................................... 32 
Before your start ....................................................................................................................................................................... 32 
Action Checklist ........................................................................................................................................................................ 32 
The Headings of the Plan ......................................................................................................................................................... 34 

6 ........................................................................................................................................................................................................... 34 
Organising .............................................................................................................................................................. 34 

Radio broadcasting .................................................................................................................................................................. 34 
Television broadcasting ............................................................................................................................................................ 35 

7 ........................................................................................................................................................................................................... 37 
Leading ................................................................................................................................................................... 37 

8 ........................................................................................................................................................................................................... 39 
Controlling ............................................................................................................................................................. 40 

Divisional operating budgets..................................................................................................................................................... 40 
Discipline .................................................................................................................................................................................. 40 
Schedules ................................................................................................................................................................................ 40 
Internal policies ........................................................................................................................................................................ 41 
External Regulation .................................................................................................................................................................. 42 

9 ........................................................................................................................................................................................................... 44 
Managing programmes ......................................................................................................................................... 44 

Fit for Purpose .......................................................................................................................................................................... 44 
Branding ................................................................................................................................................................................... 45 
Scheduling ............................................................................................................................................................................... 47 
Monitoring ................................................................................................................................................................................ 51 
Evaluation ................................................................................................................................................................................ 51 

10 ......................................................................................................................................................................................................... 52 
Getting to know the audience .............................................................................................................................. 52 

Audience psychology ................................................................................................................................................................ 52 
Hope and fear ........................................................................................................................................................................... 53 
Stories ...................................................................................................................................................................................... 54 
Entertainment ........................................................................................................................................................................... 55 
Insight and glamour .................................................................................................................................................................. 55 
Memory .................................................................................................................................................................................... 57 
Innovation and the Holiday Inn Syndrome ................................................................................................................................ 57 
Arousal ..................................................................................................................................................................................... 58 

11 ......................................................................................................................................................................................................... 59 
Acquiring programmes ......................................................................................................................................... 59 

Commissioning ......................................................................................................................................................................... 61 
Co production ........................................................................................................................................................................... 61 
Licensing .................................................................................................................................................................................. 62 
Barter ....................................................................................................................................................................................... 62 

12 ......................................................................................................................................................................................................... 63 
Human resource management ............................................................................................................................. 63 

Work design ............................................................................................................................................................................. 64 
Recruitment .............................................................................................................................................................................. 64 
Standardisation ........................................................................................................................................................................ 64 
Training and development ........................................................................................................................................................ 64 
Freelance and contractors ........................................................................................................................................................ 64 
Performance review.................................................................................................................................................................. 65 



Broadcast Management Version 1 Page 3 

 

 

 © Busvannah Communications cc 2009 

Resources ................................................................................................................................................................................ 65 
13 ......................................................................................................................................................................................................... 65 

Financial management .......................................................................................................................................... 65 
Risk management .................................................................................................................................................................... 65 
Income ..................................................................................................................................................................................... 67 
Expenditure .............................................................................................................................................................................. 69 

14 ......................................................................................................................................................................................................... 71 
Media Law .............................................................................................................................................................. 71 

Business law ............................................................................................................................................................................ 72 
Copyright .................................................................................................................................................................................. 72 
The basic principles .................................................................................................................................................................. 73 
Co production ........................................................................................................................................................................... 74 
Complications ........................................................................................................................................................................... 74 
Resources ................................................................................................................................................................................ 74 
The Legal Minefield .................................................................................................................................................................. 74 

15 ......................................................................................................................................................................................................... 76 
Audience research ................................................................................................................................................ 76 

Research and interpretation ..................................................................................................................................................... 76 
Research .................................................................................................................................................................................. 76 
Why we target .......................................................................................................................................................................... 79 

16 ......................................................................................................................................................................................................... 82 
Marketing ................................................................................................................................................................ 82 

Marketing media principles ....................................................................................................................................................... 82 
Marketing Radio ....................................................................................................................................................................... 82 
Marketing news ........................................................................................................................................................................ 83 
General Guidelines ................................................................................................................................................................... 83 
Marketing to advertisers ........................................................................................................................................................... 84 

17 ......................................................................................................................................................................................................... 85 
Sales ....................................................................................................................................................................... 85 

18 ......................................................................................................................................................................................................... 88 
Repurposing and versioning ................................................................................................................................ 88 

Versions ................................................................................................................................................................................... 88 
Repurposing ............................................................................................................................................................................. 89 

19 ......................................................................................................................................................................................................... 90 
Branded programmes and sponsorship ............................................................................................................. 90 

Be wary .................................................................................................................................................................................... 91 
20 ......................................................................................................................................................................................................... 91 

Managing Risk and change .................................................................................................................................. 91 
Identify Threats: ........................................................................................................................................................................ 92 

23 ......................................................................................................................................................................................................... 94 
Appendix One – Strategy Plan Tools ................................................................................................................... 94 

PEST Analysis .......................................................................................................................................................................... 94 
Scenario Planning .................................................................................................................................................................... 95 
Analysis of Your Enterprise Position ......................................................................................................................................... 96 
SWOT Analysis ........................................................................................................................................................................ 97 
Before starting .......................................................................................................................................................................... 98 

24 ......................................................................................................................................................................................................... 99 
Appendix Two ........................................................................................................................................................ 99 

Case Study: Kiss TV................................................................................................................................................................. 99 
25 ....................................................................................................................................................................................................... 104 

Appendix Three: Sponsorship ........................................................................................................................... 104 
Introduction to the Study: ........................................................................................................................................................ 104 
The Methodology: ................................................................................................................................................................... 105 
The Results: ........................................................................................................................................................................... 105 
Summary ................................................................................................................................................................................ 107 
Case Study ............................................................................................................................................................................. 108 
Wilbur Smith’s 'The Quest' is promoted on UK TV .................................................................................................................. 108 

Appendix Four .................................................................................................................................................................................... 109 
Implications of Digital ......................................................................................................................................... 109 

The Real Digital Drama Behind Oprah's Move from Broadcast TV ......................................................................................... 109 


