HOW TO DEVELOP A WINNING STRATEGY IN THE MEDIA OUTLINE
By
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1. Strategy = Getting more than your fair share.

2. Business cycle: Development, Introduction/Startup, Growth, Maturity, Decline

a. Different strategies and tactics needed for each part of the inevitable cycle.

3. Strategic Planning process:
a. Scanning the overall environment
b. Scanning and researching the industry/market environment
c. Researching direct competitors
d. Researching a company’s skills and resources (especially technology and website design and functionality)

e. Analyzing current strategy
4. Strategic planning choices made by the following elements:
a. The dominant coalition: The top decision-makers who have problem-finding and problem-solving responsibilities.
b. Perceptions: A company responds to what its management perceives.  Those environmental conditions that go unnoticed or are deliberately ignored have little or no effect on management's decisions.
c. Scanning Activities: The dominant coalition is responsible for constantly surveying the rapidly changing environment.  The dominant coalition can be reactive (waiting for events to happen before reacting) or proactive (anticipating the shape of events and acting quickly).
d. Dynamic Constraints: Decisions constrained by a company's past and current strategy (or lack of it), organizational structure, and performance. (Rule: Structure follows strategy).
5. Strategic planning requires contingency plans – several alternative scenarios.
a. Types of Media Strategy
i. Differentiation
ii. Focus on a niche

6. Research
a. Scan the overall environment.

i. Political/regulatory (on the web, privacy issues are a political hot button)
ii. Economic

iii. Social

iv. Technological
7. Research the industry and market environment
a. Market size and potential

b. Consumer behavior

c. Consumer segments

d. Potential competitors

e. Industry and market revenue and profit trends
8. Consumer research
a. Consumer assessment 

b. Who are the consumers?
c. What benefits are they seeking? 
d. How well does a medium (television station or website) deliver these benefits compared to the competition? 
e. What are the sources of these perceived differences? The underlying premise must be that perceived differences between a company and its competitors are not meaningful unless the differences can be converted by consumers into:
i. Benefits - "Why should I use the site or app – what's in it for me?
ii. Benefits to a large enough consumer base to be profitable.
iii. Benefits that are meaningful enough to consumers to keep them from going to competing sites or shutting off their computer or mobile phone.
iv. Benefits consumers cannot get elsewhere.

9. Research Direct Competitors
a. Do a SWOT analysis.

b. Research competitors’ future goals
c. Research competitors’ assumptions
d. Research competitors’ current strategy
e. Research competitors’ capabilities
f. Research competitors’ competition's response profile
10. Scan the Internal Environment

a. Ability to conceive of and create content and promotion

b. Ability to produce and execute content and promotion strategies

c. Ability to get and keep advertisers

d. Ability to finance

e. Ability to manage

f. Commitment
11. Core Competencies
a. Analyzing Current Strategy
i. Description of current strategy

ii. Current performance vs. objectives
b. Be best at a few things
c. Develop a game plan

i. Intuition

12. Final steps in defining a strategy

a.  Position a company for competitive superiority
i. Better.  A perception or image of better content, information, amusement, organization, or functionality.

ii. More.  A perception or image of more features, more functionality, more information, or more of what consumers like.

iii. Closer.  A perception or image of being more friendly, more user oriented, or "more like me."
b. Write a brief, two- or three-sentence positioning statement.  
c. Develop a one-, three-, and five-year strategic plan.  
d. Develop a current marketing plan. 

e. Look for new competitive space.  

13. Potential traps

a. Meaningless differentiation

b. Getting greedy

c. Group-think

d. Throwing money at a problem

e. Lack of commitment

14. Whom to attack:
a. Weak management

b. Weak financial resources

c. Weak execution

d. Weak corporate commitment

e. Weak technology, design, and/or functionality
15. Strategic moves:
a. Sun Tzu wrote 2,500 years ago:
i. “Thus we may know that there are five essentials for victory: 1) He will win who knows when to fight and when not to fight. 2) He will win who knows how to handle both superior and inferior forces. 3) He will win whose army is animated by the same spirit throughout its ranks. 4) He will win who, prepared himself, waits to take the enemy unprepared. 5) He will win who has military  capacity and is not interfered with by the sovereign.
b. If you know the enemy and know yourself, you need not fear the result of a hundred battles.  If you know yourself but not the enemy, for every victory gained you will also suffer a defeat.  If you know neither the enemy nor yourself, you will succumb in every battle.
i. Brute force

ii. Tit-for-tat
iii. Bluff
iv. Trial balloons
v. Prior announcements
vi. False announcements
vii. Secrecy
viii. Preemptive strikes
ix. Threats, warnings, and promises
x. Fighting brand
