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1. INTRODUCTION 
Due to a dramatic shift in recent years against traditional forms of media distribution, the entertainment industry 
has found itself grasping for new forms of revenue streams and also new distribution strategies [1-3].  Dramatic 
decreases in tangible media consumption (audio and more recently video) have resulted from a dramatic increase 
seen in the use of peer-to-peer (p2p) networks [4-6].  Users are more interested in controlling what they consume, 
rather than being told what they will consume [7].   

At the same time however, we are also seeing a dramatic increase in the consumption of internet radio, satellite 
radio, cable television and satellite television [8].  While one may question whether an increased consumption of 
broadcast or streamed media counterbalances consumer controlled consumption; we see these as having close 
parallels.  Each of these increases in radio and television is in contrast to their traditional components (terrestrial 
radio and broadcast television).  What they offer over their predecessors is more selectivity for the customer in 
what type of programming they consume. 

We believe that the companies that are able to capitalize on both of these trends will have a competitive 
advantage over their counterparts. Inherent in the combination is both a revenue model positioned for the 
upcoming landscape of the entertainment industry and also a marketing model to drive revenue.   

2. SUMMARIZATIONS 
The core concepts behind this model are twofold.  First, 'push' technology, such as broadcast television and 
internet radio, are valuable resources for marketing departments of today's corporations.  Secondly, allowing 
users to feel as though they have control of this indirectly adds to the impact that media push can have.  Because 
of the perceived control that consumers have gained, resistance to 'push' technology is decreased thereby 
increasing the marketing impact that 'push' can have.  This revenue model while attending to emerging forms of 
information consumption, also captures these concepts.   

We present a revenue model that couples broadcast/streamed media with the ability to capture the streamed 
media objects for consumption.  By streamed media we consider all types of audio-only programming (audio), 
and combinations of moving pictures and audio that are broadcast in their entirety and could be packaged as 
objects.  These may include individual song tracks, radio programs, television shows, and movies. 

3. IMPLICATIONS, RECOMMENDATIONS, AND OTHER CONCLUSIONS 
Information and knowledge are constantly presented to consumer's senses at a rate that is often faster than their 
ability to process.  Often it isn't until well into the transfer that realization of ownership is obtained.  Capturing 
streamed media is possible, so that at the point of realization all prior knowledge transfer is not lost.  
Optimization of this capture can be obtained in a way that is convenient to the user, thereby capturing impulse 
purchases. 



In this extended abstract we present a revenue model (figure 2) that allows broadcast and streaming providers to 
realize additional revenue on programming they currently have in place.  The framework also provides a revenue 
source for those not currently in the broadcast and/or streaming market, but still connected to these segments.   

 
Figure 1 Interaction Diagram for Formal Framework 

 

The framework model provides a way for media buyers to gain control over exactly what media they will own 
and consume.  By building upon a growing market for specialized streamed content, providers are given a way to 
'push' awareness of their products through a channel that users embrace.  Implementations of this model address 
many components missing from the current, existing models.  These include increased convenience of obtaining  

 
Figure 2 Revenue Model for Formal Framework 



new media objects, establishing direct connections between what is consumed and ownership of the object, 
instantaneous ownership of streamed media, and equal quality and identifiably to what instigated a media 
purchase.  

The framework is simple enough for implementation in both an internet radio and subscription-based television 
market.  It allows broadcasters to realize additional revenues from the sale of the media they stream and also 
utilizes a channel widely embraced by consumers.  Customers will find this model convenient and flexible 
enough to meet their desires for media consumption.   

Further research into many of the areas presented in this extended abstract is merited and encouraged.  These 
may include areas relating to this revenue model, such as pricing.  Other research potential can be found at the 
implementation level, in areas such as consumer device development and historical stream purchasing.  Finally, 
future research capacity may be found in the interaction issues (figure 1) of media delivery methods. 
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