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Abstract. The advent of new technologies, such as portative computers and the internet,
favoured the formation and development of a new market — digital media market. In the past 15
years technologies have grown exponentially within media and entertainment, fundamentally
affecting film, television, publishing, music and video games industries with new competition,
innovative business models and new product landscapes. Thus, the digital media market, with its
disruptive influence and growth potential, requires the comprehensive explanation and definition.
The article raises a problem of digital media market lacking its clear conceptualization in the
context of the world economy.

The article provides a thorough analysis of existing researches of the digital media market
and the overview of its place in the modern industry classifications. The authors enunciate their
own up-to-date definition of digital media, which is the following: “Digital media refer to products
and services in the digital format, produced by the media and entertainment industry group
(according to The Global Industry Classification Standard), which can be created, viewed,
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distributed, modified and preserved through different digital devices.” The following structure of
the modern digital media market was compiled: it consists of 7 segments, namely video-on-demand,
video games, e-publishing, digital audio, social media, search engines and digital advertising.

Key words: digital media, digital media market, media and entertainment industry group,
video-on-demand, video games, e-publishing, digital audio, social media, search engines, digital
advertising.

AHoTaunis. [1os6a HOBUX MeEXHONO2IU, MAKUX AK NOPMAMUEHT KOMN Tomepu ma inmepHem, CRpusiu
Gopmysannio ma po3eUmKy HOB020 PUHKY — PUHKY yu@gposux media. 3a ocmanni 15 poxie mexuonocii y
eanysi media ma po3eaz pPO36UEANTUC EKCNOHEHYIATbHO, CRPUYUHUGUIY 3DYUWEHHS V psiol eany3ell: KiHo,
menebauentss, UOAGHUYOI cnpasu, mysuku ma eioeoicop. Iloenubunacs KOHKypeHyis, 3miHunucs 6izHec-
MoOeni, Oynu cmeopeHi HOB8I NpOOYKmuU. 3eaxcaroyu Ha cyduacHi meHOeHyii mpancgopmayii ceimosoi
EKOHOMIKU Ma 3HAYHUL NOMEHYIAN PUHKY Yupposux meodia, yell PUHOK 8UMA2AE BCeOIYHO20 GUEUEHHSI Ma
BU3HAYEHHS. Y cmammi 6UCBIMIIOEMbCS NPOOAeMA GIOCYMHOCHI YIMKOI KOHYenmyanizayii puHky yugposux
Mmedia 8 KOHMeKCMi C8IMo60oi eKOHOMIKUL.

Y emammi nooano pemenvruil ananiz iCHyI04UX Q0CIIOACEHb PUHKY YUGPOSUX Media ma toeo Micys
6 cyuacnux xiacugixayisx eanyszei. Aemopamu cQoOpMYyIbOBAHO GNACHE CYYACHE GUHAYEHHS YUDPOGUX
media: «Lugposi media — ye mosapu ma nociyeu 6 yugpposomy gopmami, Axi UPoOIAIOMBCA Y 2aNY3€6ill
epyni media ma poseaz (8i0nosiono 0o I[nobanvruili cmandapm eany3eoi Kiacughikayii), sKi MOdCHA
cmeopiogamu, nepe2isoamu, HOWUPIosamu, 3MiHIO8amu ma 30epicamu 3a 0ONOMO20I0 PIZHUX YUDPOBUX
npucmpoigy. Aemopamu 6yia noby0osana Cmpykmypa Cy4acHo20 putKy yugposux media, aka ckiadacmucs
3 7 ceemenmis, a came: 6i0e0 3a 3aNUMOM, 8I0eoiepu, eleKMPOHHI GUOAHHS, YUPpose ayoio, COYianbHi
Mepedici, NOULYKOGL cucmemu ma yuppoea pexkiamad.

Kurouosi cioBa: yugposi media, punok yugposux media, eanyzeea epyna media ma po3sae,
8i0e0 3a 3anumom, 8ideoicpu, eleKmpoHHI 8UOAHH, YUPPose ayoio, coOyianbHi Mepedici, NOULYKOBI
cucmemu, yugposa pexiama.

Annortauus. [1osigleHue HOBbIX MEXHONO2UL, MAKUX KAK NOPMAMUBHbIE KOMNLIOMEPLL U UHMEPHe,
Cnoco6Ccmeos8an (hopMUPOBAHUIO U PA3EUMUIO HOBO20 PLIHKA — DbIHKA YU(Poswix Meoud. 3a nociednue 15
Jlem MexHONo2UlU 8 00IACMU MeOud U PA3eiedeHull Pa3eUeaiuct IKCNOHEHYUAILHO, 6bI3648 CO8USU 6 psloe
ompacieil: KuHo, meiesuoeHus, u30amenbckoeo 0end, MY3blKu U eudeoucp. Yenyounace KOHKYPEHYus,
UBMEHUNUCL OU3HeC-MoO0enu, Obliu CO30aHbl HOGble NPOOYKMbL. Yuumuvleas cospemMeHHble meHOeHYuu
mpancghopmayuy MUpO8o IKOHOMUKY U 3HAYUMENbHbII NOMEHYUAT PLIHKA YUPPOBLIX MeOUA, IMOM PbIHOK
mpebyem 8cecmoponne20 usyuenus u onpedenenus. B cmamwe oceewjaemcs npobrema omcymcmeust
YemKOU KOHYenmyaiu3ayuy PoiHKd YuQposbix Meoud 6 KOHMeKCme MUpo8otl IKOHOMUKU.

B cmamve npedcmagien noOpoOHblil AHAIU3 CYWEeCMBYIOWUX UCCIE008AHUL PLIHKA YUPPOBLIX Medua
U €20 Mecma 6 COBPeMEHHbIX KldcCuukayusx ompacieil. Aemopamu chopmyauposano cobcmeennoe
cospemenHoe onpeodenenue yugposvix meoua: «Llughposvie medua — smo mosapel u yciyeu 6 yupposom
popmame, Komopvie npPoU3BOOIMCS 8 OMPACILEBOl 2pynne Meoud U pazeiedeHull (8 cOOmeemcmeuu ¢
TIobanvheiti cmandapm ompaciesoil Kiaccuurayuu), Komopvle MOXNCHO CO30A6amb, NPOCMAMPUBAMID,
Pacnpocmpansimy, UMEHsINb U COXPAHSAMb NPU NOMOWU PA3IUYHBIX YUPDPOBLIX ycmpoticmey. Asmopamu
ObLIA NOCMPOEHA CMPYKMYPA COBPEMEHHO20 PbIHKA YUPDPOSbIX MeOUud, KOMopasi COCMOUM u3 7 ce2Mennos,
a UMEHHO: 6UOe0 NO 3anpocy, UOEOUZPbl, INEKMPOHHbIE U0AHUS, YUDPOBOe ayouo, COYUdIbHbIe Cemu,
NOUCKOBbIE CUCEMbL U YUPPOBASL peKiama.

KuroueBble ciioBa: yugposvie meoua, poiHOK Yu@dposulx meoud, Ompaciesas spynna meoud
U paseneyeHull, uUOe0 NO 3anpocy, BUdeoucpvl, 3NeKMPOHHblEe U30AHUS, Yupposoe ayouo,
coyuanvhvle cemu, NOUCKO8ble CUCEMbL, YUPDPOBAsL peKlama.
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Introduction

Until the 1990’s, media existed primarily in the print and analogue formats, such as radio and
television. The emergence of new technologies, such as portative computers and the internet,
facilitated the formation and development of a new market — digital media market. During the first
stages of its development, its presence was insignificant and neglected by many leading companies.
However, in the past 15 years technologies have grown exponentially within media and
entertainment, transforming film, television, publishing, music and video games industries with new
business models and product landscapes that benefit a digitally sophisticated consumer base. In
view of the aforesaid, the digital media market, with its transformative power and growth potential,
requires comprehensive explanation and definition, because the more we go in depth, the more we
discover that the digital media market lacks its clear conceptualization in the context of the world
economy.

The purpose of research is to enunciate the up-to-date definition of digital media and the
essence of modern digital media market in the context of the world economy.

Literature Review

The word “digital” comes from the Latin “digitus” meaning “finger” or “toe”. As B. Peters
(2016) has argued, we can say that human beings are “naturally” digital, because they always have
to count, point and manipulate with their fingers — just like what digital media are.

As a starting point, digital is often defined in contrast to analogue. A concrete example of a
common definition of digital and analogue opposition comes from the music field — comparing
and contrasting vinyl records and CDs. The vinyl record sound is a product of physical contact
between the player’s needle and the grooves scored into the vinyl: a different groove depth
produces a different sound. With CDs, on the other hand, sound is broken up into discrete and non-
continuous units, which values are registered on support surfaces in binary format as 0s and 1s. The
sound is generated by the laser reading the values of these discrete units, which, converted into
sound frequencies, can be listened to in sequence, recreating the music continuity (Balbi &
Magaudda, 2018).

Digitization turns out to be simply a matter of assigning numerical values (in English word
“digit” means number). In the analogue model, video, audio and text are transmitted as continuous
signals in different forms. With digitization, video, audio and text are, on the other hand, all
codified in the same way: in the numerical data that allows information to be transferred and stored
independently of the original content format.

Unique features of digital media constitute the key to their commercialization and ultimately
to their potential impact on our lives. Unlike the press, radio and television, digital media facilitated
the transmission of their content to global audiences. In recent years, this transterritorial quality has
been somewhat diminished for legal reasons, as restrictions on publishing rights have proliferated,
namely in relation to certain content such as sports videos, audiovisual fiction series and other
similar content. Such types of content can be consumed by users in one country, however, they are
blocked for users outside that country. Despite these legal limitations, all digital media are, in
essence, global (Lister, Dovey, Giddings & Kelly, 2009).

Moreover, digital media are, or can be, personalized. In the last ten years, due to the
development of social media based on personal profiles and the refinement of algorithms, which
can assign content increasingly adapted to the interests and preferences of each user, personalization
became a common quality of most digital media types. The new wave of technologies based on
artificial intelligence, which can produce, organize and distribute the individualized information to
each user, significantly transformed business models in the digital media market (Carlson, Rahman,
Voola & De Vries, 2018).
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The speed, at which the technology is expanding and evolving, challenges the ability to define
clear-cut boundaries around the concept of digital media market. Digital media include a wide range
of products and services that continue to be developed, launched, re-launched and improved every
day in different countries all over the world. A review of existing definitions is collected in Table 1.

Table 1.
Definitions of Digital Media

Author(s)

Definitions

T. Feldman (2005)

“The forms of media, that we understand in the analogue media world,
turned into bits and bytes so they can be manipulated, processed and
transmitted by computer systems.”

W. H. K. Chun, “Content created, disseminated, and/or stored using digital computers or
B. Soderman mobile devices (video games, blogs, e-books, etc.), as well as their physical
(2011) embodiment (hard drives, DVDs, flash memory sticks, etc.).”

C. Valentini, “An umbrella term for the digital technology-based environment that
D. Kruckeberg allows networking, multimedia, and collaborative and interactive
(2012) communications.”

A. Delfanti, “A set of technologies and media based on computers and networks.
A. Arvidsson Digital media carry information represented by numerical sequences that
(2013) they can rework and transform.”

S. Thanuskodi “Media that are encoded in machine-readable format and can be created,
(2015) viewed, distributed, modified and preserved on computers.”

World Economic
Forum (2016)

“Products and services that come from the media, entertainment and
information industry and its subsectors. It includes digital platforms (e.g.
websites and applications), digitized content (e.g. text, audio, video and
images) and services (e.g. information, entertainment and communication)
that can be accessed and consumed through different digital devices.”

Statista (2019)

“Audiovisual media contents and applications that are distributed directly
over the Internet. This includes digital video content, digital music as well
as digital games for different devices and electronically published written
content.”

Microsoft (2020)

“Digital media refers to audio, video, and photo content that has been
encoded (digitally compressed). After digital media is encoded, it can be
easily manipulated, distributed, and played by computers, and it is easily
transmitted over computer networks.”

Dictionary.com
(2020)

“(Usually used with a singular verb) video, audio, software, or other
content that is created, edited, stored, or accessed in digital form, through
numeric encoding and decoding of data.”

Oxford Dictionary
of Media and
Communication
(2020)

1.

“An umbrella term often treated as synonymous with new media or
computer-mediated communication. A distinction can be made between
media which are based on encoded physical qualities such as light or sound
waves through the re-encoding of analogue information (e.g. with digital
cameras or digital sound equipment), and media which are based on the re-
encoding of previously encoded cultural forms such as such as writing,
mathematics, linear perspective, or the Cartesian coordinate system that is
used to represent physical space in virtual reality applications.”

Note: made by the authors
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Main Results of the Research

The thorough analysis of the existing definitions of digital media leads to the conclusion that
the most comprehensive definition is the one enunciated by the World Economic Forum, since it
reflects the scope of modern digital media landscape, which are not limited only to digitized
content. However, one point in this definition needs more clarification, namely what industry
specifically these products and services come from. World Economic Forum indicates that digital
media are “products and services that come from the media, entertainment and information industry
and its subsectors”, however, they didn’t indicate the essence of this industry and what it includes.
To deal with this issue, it makes sense to have a look at modern industry classifications, which
organize companies into industrial groupings based on similar production processes, similar
products or similar behaviour in the markets.

The most famous industry classifications, which are renewed regularly and cover the up-to-
date economy structure are the following:
» The Global Industry Classification Standard (GICS) developed by MSCI and Standard &
Poor’s (S&P);
* The Industry Classification Benchmark (ICB) developed by Dow Jones and the Financial
Times Stock Exchange (FTSE);
» The Hang Seng Industry Classification System (HSICS) developed by Hang Seng Indexes
Company Limited;
» The Thomson Reuters Business Classification (TRBC) developed by Thomson Reuters.

Table 2.

Media & Entertainment in The Global Industry Classification Standard (GICS)

Sector Industry Industry Sub-industry Description
Group
50 5010 Telecom-
Commu- | munication
nication | Services
Services | 5020 Media & | 502010 50201010 Companies providing advertising, marketing or public
Entertainment | Media Advertising relations services.
50201020 Owners and operators of television or radio
Broadcasting | broadcasting systems, including programming. Includes
radio and television broadcasting, radio networks, and
radio stations.
50201030 Providers of cable or satellite television services.
Cable & Includes cable networks and program distribution.
Satellite
50201040 Publishers of newspapers, magazines and books in print
Publishing or electronic formats.
502020 50202010 Companies that engage in producing and selling
Entertainment | Movies & entertainment  products and  services, including
Entertainment | companies engaged in the production, distribution and
screening of movies and television shows, producers
and distributors of music, entertainment theatres and
sports teams. Also includes companies offering and/or
producing entertainment content streamed online.
50202020 Producers of interactive gaming products, including
Interactive mobile gaming applications. Also includes educational
Home software used primarily in the home. Excludes online
Entertainment | gambling companies classified in the Casinos &
Gaming Sub-Industry.
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502030
Interactive
Home
Entertainment

50203010
Interactive
Media &
Services

Companies engaging in content and information
creation or distribution through proprietary platforms,
where revenues are derived primarily through pay-per-
click advertisements. Includes search engines, social
media and networking platforms, online classifieds, and
online review companies. Excludes companies operating
online marketplaces classified in Internet & Direct
Marketing Retail.

Note: Adapted from The Global Industry Classification Standard (GICS) Methodology, 2020,

retrieved from:

https://www.msci.com/documents/1296102/11185224/G1CS+Methodology+2020.pdf/9caadd09-

790d-3d60-455b-2aled5d1e48c?t=1578405935658

Table 3.

Media & Entertainment in The Industry Classification Benchmark (ICB)

Industry Supersector | Sector Subsector Definition
5000 Consumer | 5300 Retail | ...
Services 5500 Media | 5550 5553 Producers, operators and broadcasters of radio,

Media

Broadcasting &
Entertainment

television, music and filmed entertainment. Excludes
movie theatres, which are classified under
Recreational Services.

5555 Media
Agencies

Companies providing advertising, public relations
and marketing services. Includes billboard providers
and telemarketers.

5557 Publishing

Publishers of information via printed or electronic
media.

5700 Travel

Note: Adapted from ICB Structure & Definitions, 2019, retrieved from
https://research.ftserussell.com/products/downloads/ICBStructure-
Eng.pdf?_ga=2.212156503.2108512420.1561509060-1968584676.1548988834

90




Axmyanvni npobaemu midxcHapoorux sionocur. Bunyek 143. 2020.

Table 4.
Media & Entertainment in The Hang Seng Industry Classification System (HSICS)

Industry Sector Subsector Definition
23 Consumer | 2310 Automobiles
Discretionary | 2320 Household

Goods & Electronics

2330 Textiles &

Clothing

2340 Travel &

Leisure

2350 Media & 235010 Companies providing advertising, marketing or public

Entertainment Advertising & | relations services.
Marketing
235020 Owners and operators of television or radio broadcasting
Broadcasting systems.
235030 Companies engaged in the production and distribution of
Movies & movies, television shows, music, artiste management and
Entertainment | theatre operation.
235040 Publishers of newspapers, magazines and books;
Publishing providers of information via print or electronic media.

2360 Support

Services

2370 Specialty Retail

Note: Adapted from Hang Seng Industry Classification System, 2019, retrieved from
https://www.hsi.com.hk/static/uploads/contents/en/dl_centre/brochures/B_HSICSe.pdf

Table 5.
Media & Entertainment in The Thomson Reuters Business Classification (TRBC)

Psness | "ty industry Activity
5330 Cyclical | 533010 Hotels
Consumer & Entertainment
Services Services
533020 Media 53302010 5330201010 Advertising & Marketing (NEC)
& Publishing Advertising & | 5330201011 Advertising Agency
Marketing 5330201012 Media Buying Agency

5330201013 Signs & Advertising Specialty Producers
5330201014 Outdoor Advertising

5330201015 Direct Marketing

5330201016 Sales Promotions & Events Management
5330201017 Guerrilla Marketing

5330201018 Public Relations

5330201019 Digital Media Agencies

5330201020 Branding & Naming

5330201021 Market Research

5330201022 Marketing Consulting Services
53302020 5330202010 Broadcasting (NEC)

Broadcasting 5330202011 Television Broadcasting

5330202012 Radio Broadcasting

5330202013 Cable Service Providers

53302030 5330203010 Entertainment Production (NEC)
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Entertainment | 5330203011 Movie, TV Production & Distribution
Production 5330203012 Music, Music Video Production & Distribution
5330203013 Plays & Concert Production

5330203014 Entertainment Production Equipment & Services
5330203015 Copyright Management

5330203016 Adult Entertainment Production & Broadcasting

53302040 5330204010 Consumer Publishing (NEC)
Consumer 5330204011 Newspaper Publishing
Publishing 5330204012 Magazine Publishing

5330204013 Book Publishing
5330204014 Directory Publishing
5330204015 Digital Publishing
5330204016 Adult Publishing

Note: Adapted from The Thomson Reuters Business Classification Quick Guide, 2012, retrieved
from https://www.refinitiv.com/content/dam/marketing/en_us/documents/quick-reference-
guides/trbc-business-classification-quick-guide.pdf

The comparison of industry classifications (Tables 2-5) shows that GICS is the most
comprehensive to cover the issue of media and entertainment. Besides traditional media formats,
such as video, publishing or music, GICS gives prominence to interactive media formats, which
include video games, search engines, social media, networking platforms and online classifieds,
excluding online gambling and online marketplaces classified in the internet and direct marketing
retail. Such precise classification of GICS lets us define clear-cut boundaries around the concept of
digital media and understand the full structure of the modern digital media market.

In view of the aforementioned, the own definition of digital media enunciated by the authors
is the following: “Digital media refer to products and services in the digital format, produced by the
media and entertainment industry group (according to GICS), which can be created, viewed,
distributed, modified and preserved through different digital devices.”

Using the GICS approach, the modern digital media market can be divided into 7 segments:
video-on-demand, video games, e-publishing, digital audio, social media, search engines and digital
advertising (Figure 1).

The video-on-demand segment includes digital video content which is distributed over the
internet. A distinction is made between the following business models: video streaming (SVoD),
video download (EST) and pay-per-view (TVoD) (Statista, 2019).

The video games segment includes fee-based digital games which are distributed over the
internet. A distinction is made between mobile games for smartphones and tablets, full games that
need to be downloaded and installed on consoles or PCs, online games which can played without
installing them and fee-based gaming networks that offer additional features and content for
subscribers (Statista, 2019).

E-publishing is defined as paid written editorial content distributed over the internet. This
editorial content can be differentiated into e-books, e-papers and e-magazines and other ad-based or
paid content distributed by publishers through websites or applications (Statista, 2019).
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Figure 1. Digital Media Market

Structure
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Note: made by the authors
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The digital audio segment includes on-demand streaming services, either subscription based
or ad supported, paid digital downloads of professionally produced single tracks or
albums/compilations, audiobooks and podcasts (Statista, 2019; Magna, 2019).

Social media segment includes websites and applications that allow people to communicate
and share information, ideas, career interests and other forms of expression on the internet using a
computer or mobile phone via virtual communities and networks. This segment includes social
networks, media sharing networks, discussion forums, bookmarking and content curation networks,
consumer review networks, blogging and publishing networks and interest-based networks (Kakkar,
2018).

Search engine segment includes software systems designed to carry out web search (internet
search), which means to search the World Wide Web in a systematic way for particular information
specified in a web search query. The information may be a mix of links to web pages, images,
videos, infographics, articles, research papers, and other types of files (Statista, 2019).

Digital advertising segment includes forms of marketing and advertising, which use the
internet to deliver promotional marketing messages to consumers. This segment includes search
advertising, social media advertising, banner advertising, video advertising and classifieds (Statista,
2019).

Conclusions

There is no doubt that digital media are now a crucial sector in contemporary society and the
modern economy. Unlike traditional media, modern digital media are manipulable, networkable and
easy shareable. Moreover, they can be effectively personalized using Al technologies. Such unique
features of digital media ensure the further development and revenue growth of companies engaged
in the digital media market. However, the more we go in depth, the more we discover that in
modern researches the digital media market lacks its clear conceptualization in the context of the
world economy.

A thorough analysis of existing industry classifications, definitions and features of the modern
digital market led authors to enunciating their own definition of digital media, which is the
following: “Digital media refer to products and services in the digital format, produced by the
media and entertainment industry group (according to GICS), which can be created, viewed,
distributed, modified and preserved through different digital devices.” All in all, the authors came
up with the structure of the modern digital media market, which includes 7 segments: video-on-
demand, video games, e-publishing, digital audio, social media, search engines and digital
advertising.
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