
Supply chain disruption

Entertainment and media CEOs are concerned
about digital disruption to distribution channels, a
long standing issue for the industry. However,
their responses overall suggest confidence in their
ability to deal with the challenges that the digital
age continues to generate, as they become more
adept at reaching their consumers.

Today’s consumers expect to access content
wherever they want it across multiple screens and
often while consuming multiple pieces of content
simultaneously. In their race to understand these
new consumers, meet their needs and monetise
their evolving demands and behaviours,
companies across the entertainment and media
value chain have been applying innovation and
agility, and crossing the old dividing-lines between
segments.

Consumer behavior

But changes in consumer spending and behaviour
remain a worry, with three-quarters of
entertainment and media CEOs concerned they
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Customer consumption patterns are
constantly changing

Questions to think about

• Do you deliver direct to the consumer or via
intermediaries/distributors- and might that
change?

• How well do you  feel your business understands
its customers’ evolving preferences?

could impact growth. We see  the rate of change
continuing to accelerate across all entertainment
and media segments. CEOs are clearly aware of the
challenge they face in creating and delivering the
right experiences and consumer propositions that
can build lasting, direct relationships with
consumers.

From music to filmed entertainment to book
publishing, emerging technologies are constantly
changing the arena for entertainment and media
companies.

Creating alternative experiences and incentives
could be the key to appealing to the right audience
and developing a direct relationship with the
consumer is increasingly vital for realising
incremental revenue.

75%
of entertainment and

media CEOs are
concerned about shifts
in consumer spending

and behaviour
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64%
of entertainment and media
CEOs believe that changes
in distribution channels
will disrupt their industry
over the next five years



“Like their
peers in other

sectors, chemicals
CEOs are a bit less

optimistic this year. They’re
worried about threats like exchange

rate volatility and rising energy and raw materials costs. But they’re working hard to build organisations that can thrive despite
disruptions.”

Cybersecurity threats higher

In light of the recent, highly publicised cyber
attacks, entertainment and media CEOs’ growing
concern about cybersecurity – 17 percentage
points higher this year than last – is
understandable.

But it’s far from the only threat they perceive from
technology. More than any other sector,
entertainment and media CEOs are concerned
about competition from the technology industry
(23 percentage points higher than the overall
average of 32%).

In response, entertainment and media business
leaders have been more active than their peers
from most other industries in entering other
sectors over the last three years, with the
technology industry a particular focus as the
boundaries between sectors continue to blur.

Moving at the speed of light

But as well as the challenges that digital
technologies create, entertainment and media
CEOs are also positive about the opportunities they
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Digital: a blessing and a burden

bring to create value. For example, 83% agree they
are helping build brand and reputation, compared
to 71% of CEOs across the total sample.

And a whole host of digital technologies around
consumer engagement – including mobile, social,
cloud and wearable technologies – are also more
apt to be considered ‘strategic’ by entertainment
and media CEOs than they are by executives in
other industries.

Questions to think about

• What are the most important digital assets in your
business?

• How do you protect those assets against cyber
intruders ?

• How is technology helping your business?
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46%
of entertainment and

media CEOs think
digital technologies are
creating very high value

for their brand and
reputation



Collaboration on the rise

More entertainment and media CEOs plan to enter
into a new strategic alliance or joint venture over
the next year than those in most other industries
(68% vs 51% overall), and their appetite to do so is
stronger this year than last.

They’re also more likely than their counterparts in
other industries to consider partnering with a
competitor (34% vs 23% overall). On par with the
global average, 28% of entertainment and media
CEOs said they are already partnering with
competitors.

Driven by the need for access to talent, particularly
when it comes to new technologies, and for new
customers, around a third of entertainment and
media CEOs are already partnering with start-ups,
the highest level of any sector. Another 25% of
entertainment and media CEOs are also
considering working with start-ups in the future.

The strong emphasis that entertainment and media
CEOs place on pursuing new collaborations and
partnerships underscores the relentless dynamism
of the sector.
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Strategic alliances remain the road map to
the future
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Questions to think about

• What types of value do you think a partnership
would offer your company?

• Would the collaboration reduce your competitor’s
ability to create their own value-creating
partnerships?

• Will the partnership mean your company is better
prepared to face future technological advances?

• How will the collaboration allow you to reach new
consumers?

The collaborative environment is constantly
evolving. At root, collaborations are a response to
accelerating change, often enabling a business to
innovate more quickly and effectively than it could
do in-house.

It follows that an ability to change at pace-and to
embrace and leverage new ideas- will remain the
key to the successes of collaborative partnerships,
across and beyond entertainment and media.
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