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Entertainment Industry: Television Broadcasting 

Television broadcasting, within the entertainment industry comprises two types of organisation, public service 

and commercial broadcasters.  Public service broadcasters are funded through civic revenues; and commercial 

broadcasters are funded through advertising proceeds.  This industry disseminates content, which the 

broadcaster creates in-house, or acquires from a third-party (Vault.com 2020).   

Social media and the entertainment industry have an incongruous partnership.  This is due to the rise in 

prominence and popularity of social media platforms amongst the industries consumers, and the fact that 

social media is now a preferred medium to view content previously watched on a television or in a cinema, or 

listened to on a radio.  Add to this the fact that social media is the new marketing platform for the 

Entertainment Industry, and that social media provides immense social networking and revenue generating 

opportunities, and you may start to see the difficulty that this industry has had to face daily. 

In 2020, social media is what connects the audience to the entertainment industry through the use of enticing 

and engaging content and it comes in a variety of mediums, namely internet forums, blogs, wikis, podcasts, 

video, and applications (Gorbatch 2017).  This is confirmed within TrackMaven’s (2016, p. 7) Social Media 

Industry Index which identifies that the entertainment industry brands that post on the Facebook platform 

repeatedly, receive greater levels of engagement and attract a larger audience (see Appendix A).  Organisations 

that produce and broadcast media within the industry rank in the top 10 for both highest average Twitter 

followers (see Appendix B) and tweets per month (TrackMaven 2016, p. 9).  On Instagram, the industry incurs 

the highest average number of interactions per post and leads the pack from an engagement standpoint 

(TrackMaven 2016, p. 11), averaging 58,546 interactions per post (see Appendix C). 

Current smartphones, tablets and phablets have enabled consumers with the ability to view television content 

at any time, and in any place (Saha 2017).  Television programme ratings and fan uptake are dependent on 

audience reviews and comments on social media platforms.  If a programme is discussed online repeatedly, it 

is seen within the industry as popular and its viewing ratings will reflect this audience engagement. 

The Continuous Assessment 2.2 Case Study Report audit will focus on applications used by entertainment 

industry organisations that allow user generated content and engage in communication and the exchange of 

content with their consumer base, that is, Facebook, YouTube, Twitter, Instagram, and LinkedIn.   
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Case Study Report 

Due to the extent of the entertainment industry, my audit scope is limited to the reality television segment 

within Australia.  I will exclude regional, remote, and public service broadcasters and focus upon the remaining 

commercial free-to-air television channels, the Seven Network, Nine Network and Network 10 as Reality 

Television programmes are found more commonly on these television stations. 

Auditing Criteria 

The audit will be a combination of qualitative and quantitative desk-based research.  A questionnaire will be 

created that will be used to evaluate the three television channels selected for audit.  The questions will relate 

to how social media is used by television channels from a platform basis including statistical information, as a 

professional tool for recruitment and branding, as an organisational tool to disseminate programme, 

organisational and community-related information, and as a marketing or communications tool for 

promotional purposes.   

Timeline 

Appendix D contains a high-level Gantt chart which details the activites required to be completed to finalise 

the Continous Assessment 2.2 Case Study Report. 
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Report Resources: Academic 

#1: Live tweeting, reality TV and the nation by Mark Stewart 

Mark Stewart (2020, p. 356), a senior lecturer of Media and Communication at Coventry University discusses 

in his 2020 article Live tweeting, reality TV and the nation, how online fan-based communities form around 

television broadcasts on social media in specific geographic locations, therefore reaffirming nation boundaries.  

These virtual communities provide solitary fans with both social and cultural engagement opportunities, 

through a shared passion.   

Stewart (2020, p. 363) states that the television broadcaster who controls the social media platform that the 

community has formed within, is able to monitor the conversations of its consumers, encourage certain 

conversational aspects, and share this information with its advertisers.  This shared information comprises 

consumer geographic locations, and other valuable demographic group data which may be used to target a 

specific audience by the broadcaster’s business clients, the advertisers.  The information shown above will be 

incorporated within the ‘Industry Context’ section of the Continuous Assessment 2.2 Case Study Report, when 

discussing strategy. 

#2: A systematic review of the use of social media as a recruitment tool on the 
social ethical and privacy context by Ghadah Althawwad 

Ghadah Althawwad (2019, pp. 243-244), a PhD candidate in the Electronic Business program at the University 

of Ottawa, highlights in her book chapter titled A systematic review of the use of social media as a recruitment 

tool on the social ethical and privacy context, the effectiveness of using social media for recruitment purposes.  

She states that social media usage in this capacity reduces the amount of time expended by Human Resource 

personnel and associated costs, it also adds value to the relationship between the recruiter and the candidate, 

as well as increasing the organisations reputation and branding recognition (Althawwad 2019, pp. 244-245).  

The information shown above will be incorporated within the ‘Organisation Context’ section of the Continuous 

Assessment 2.2 Case Study Report, when discussing virtual recruitment strategy. 
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#3: Twitter and TV events: an exploration of how to use social media for student-
led research by Magdalena Bober 

Magdalena Bober (2014, p. 299), Lead User Researcher at the Department for Education, The Manchester 

Metropolitan University investigates in her journal article Twitter and TV events: an exploration of how to use 

social media for student-led research, the connection between Twitter, television and its consumers in regard 

to the creation of television social programmes.  In particular, synchronous social media and television viewing 

of consumers and how fandom communities have emerged and attached themselves to specific television 

programmes (Bober 2014, p. 299).  The information above assists me in locating accurate social media statistics 

that will be incorporated within the ‘Platform Analysis - Twitter’ section of the Continuous Assessment 2.2 Case 

Study Report (Bober 2014, pp. 301-304).   
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Report Resources: Industry 

#1: 15 seconds of fame: the future of reality TV is on our phones by Morgan Baila 

Morgan Baila (2020), Supervising Editor at Refinery29 predicts in her recent article titled 15 seconds of fame: 

the future of reality TV is on our phones, the coming reality TV landscape, and its connection to social media 

from a technological perspective.  The article discusses programme content transparency and the importance 

of featuring an authentic reality TV personality on screen.  Baila also puts forward the concept that the 

television network behind the camera should be able to tell a story which creates a relationship between the 

social media platform consumer and their on-air talent, as this is crucial for the longevity of the reality TV 

medium (Baila 2020).  The information above will be incorporated within the ‘Platform Analysis - Instagram’ 

section of the Continuous Assessment 2.2 Case Study Report. 

#2: The power of social television: can social media build viewer engagement?  
by Peter Pynta and associates 

Peter Pynta is a director in Sales and Marketing at Neuro-Insight Pty Ltd.  The Pynta et al. (2014, pp. 73-78) 

study explores audience participation with multiple social media platforms whilst viewing a live television 

broadcast to measure consumer engagement and identify if social media in this forum can build viewer 

engagement.  The study found that the simultaneous combination of television and social media interaction is 

extremely advantageous in terms of developing engagement throughout a television programmes duration 

(Pynta et al. 2014, p. 78).  The study findings outlined above will be incorporated within the ‘Organisation 

Context’ section of the Continuous Assessment 2.2 Case Study Report, when discussing consumer engagement 

strategies. 
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#3: Yellow Social Media Report 2020 by Yellow 

Hayley Jovanovic, Chief Marketing Officer at Yellow, a Sensis Company coordinated the release of the Yellow 

Social Media Report 2020, which exposes current Australian consumer and business-related social media 

habits.  The report identifies and measures habits that go beyond normal statistical gathering methodologies.  

The statistics it accrues detail situational social media usage, for example, statistics in regard to consumers 

watching television in conjunction with social media usage broken down by gender, age and the television 

show type, for example, Reality TV (Yellow 2020a, p. 17).  From the business perspective, a range of statistics 

are available for analysis that detail how online comments, ratings, reviews, and branded content is used and 

shared on social media by consumers and competitors (Yellow 2020b, p. 22).  The statistical information above 

will be incorporated within the ‘Platform Analysis’ section of the Continuous Assessment 2.2 Case Study Report. 
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Appendix A: 2016 Top 10 Industry Facebook Trends 

 

 

Figure 1: 2016 industry Trends by social network: Facebook (TrackMaven 2016, p. 7)  
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Appendix B: 2016 Top 10 Industry Twitter Trends 

 

 

Figure 2: 2016 industry Trends by social network: Twitter (TrackMaven 2016, p. 9) 
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Appendix C: 2016 Top 10 Industry Instagram Trends 

 

 

Figure 3: 2016 industry Trends by social network: Instagram (TrackMaven 2016, p. 11)  
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Appendix D: Case Study Report Gantt Chart 

 

  
1 

 
Aug 3, 2020 Aug 10, 2020 Aug 17, 2020 Aug 24, 2020 Aug 31, 2020 

     3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 1 2 3 4 

TASK PROGRESS START END M T W T F S S M T W T F S S M T W T F S S M T W T F S S M T W T F 

Preliminary research 
& review 

100% 8/3/20 8/17/20                                                                   

The Audit 0% 8/18/20 8/24/20                                                                   

Analysis of findings 0% 8/25/20 8/29/20                                                                   

Writing up the Case 
Study Report 

0% 8/30/20 9/4/20                                                                   

Submission of Case 
Study Report 0% 9/4/20 9/4/20                                                                   

 

Figure 4: Case Study Report Gantt Chart 
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