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Course Description

     This course treats a broad range of management issues associated with understanding

the new media environment and launching new media services.  Topics include: consumer

and business adoption patterns for new media; forecasting and business planning; strengths

and limitations of market trials for new technology; how corporate cultures affect new

media ventures; marketing strategies; content and brand issues; the PC vs. TV debate;

revenue sources and growth patterns; lessons from the introduction of earlier media; and

marketplace obstacles.  The course will include case studies of digital television, Web

services and revenue sources, direct broadcast satellites, new cable services, electronic

banking, and interactive media, among others.  Each case study will treat the history of the

technology or service, the current landscape and scenarios for future development.

     There are no prerequisites for the course, although knowledge of the new media

industries is helpful.  Students from other schools and disciplines, e.g., communications,

journalism, and law are welcome.  Students will be encouraged to participate actively in

the course, which will be run in a seminar style.



B 9201 Managing New Media - Course Requirements

     There are three course requirements:

1.  A research paper (15-20 pages, double spaced) on a topic related to new media.  The
paper may take many forms, e.g., a case study, a market analysis to support the
introduction of a new media service or technology, a financial analysis about some aspect
of the new media environment, etc.  The topic must be approved.

     Requirements and due dates associated with the paper:

June 7                     One page proposal about your topic

July 12                     3-5 page progress report

Aug 9                       Last day of class - papers due

2.  A written exam that covers assigned readings and class lectures.  This will be a take-
home exam.  Students will receive the exam on July 19.  It will be due on July 26.  The
exam will cover readings and lectures through that point in the semester.

3.  Active class participation.  You are expected to participate in class discussions about
topics related to new media.

Note: There is no final exam

Grading will be based upon:     Course Paper          60%
                                                Exam                      20%
                                                Class Participation   20%

Other Housekeeping Information

There are no class on May 31 or  July 5

Office Hours:  I will be available before class (location TBD) and after class as well as at
other hours by appointment.  If you need to contact me, you can reach me by e-mail -
JTCarey@AOL.Com or by telephone  914 693 2535
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Useful Trade Publications

Broadcasting & Cable
Cablevision
Cable World
Interactive Week
Internet World
Multichannel News
Telephony
The Industry Standard

Useful Web Sites

WWW.MSNBC.Com  (Commerce Section)
WWW.NYTimes.Com  (CyberTimes and Circuits Sections)
WWW.Hotwired.Com
WWW.FirstMonday.dk/issues/index.html
WWW.Statmarket.Com (Web industry statistics)
WWW.NUA.ie/surveys/  (Web survey data)
WWW.Mediainfo.Com (Editor and Publisher - see Steve Outing Column)
WWW.Cableworld.Com (Cable World Magazine online)
WWW.TheStandard.Com (The Industry Standard Magazine online)



John Carey - Brief Bio

     John Carey is Director of Greystone Communications, a telecommunications research

and management consulting firm that he founded in 1980.  He conducts planning and

marketing studies of new telecommunication services and assists companies in launching

new media ventures.  Clients have included American Express, Arepa.Com, AT&T, Bell

Atlantic,  Cablevision, Continental Cablevision, Fidelity Investments, General Electric,

Loral Space Systems, Meyer Broadcasting, NBC, The New York Times, NTIA, NYNEX,

Ogilvy and Mather, PBS, Prodigy, Rogers Cablesystems, Telus Corp., Union Carbide,

WGBH TV, WNET TV, and XM Satellite Radio, among others.

     He is also an Affiliated Research Fellow at the Columbia Institute For Tele-Information

and during 1997-98 was a fellow at the Media Studies Center in New York.  He holds a

Ph.D. from the Annenberg School for Communications at the University of Pennsylvania

and is the author of more than 50 publications on new media and the adoption of

communication technologies in the consumer and business markets.


