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The competition of modern media has entered the “Broadcasting
Management Age” . In the intensive multimedia competition at home and
abroad, how the broadcasting media wins its own situation and market share
depends on how many brand channels, columns and programs it has. The
modern broadcast has dual attributes: one is the social attribute in the Com—
munication; the other is the economical attribute in the media industry. The
involvement of the latter makes the broadcast integrate the cultural expense
domain profoundly and become part of the market economy. The broad-
cast media are part of the information industries, whose products are the
broadcast columns and programs. Whether the frequency, columns and the
program quality are good or not decides the listeners’ ratings, the adver—
tisement income, the income from program management and the broadcast
industrial development.

The so—called broadcast brand management utilizes related principles of
the dissemination study and the management science to carry on the organic
management of the entire process to broadcast brand, including construc—
tion, operation, maintenance, extension, innovation and so on, which
make the broadcast brand management play a good actuation role in the en—
tire broadcast media management. The function of broadcast brand cannot be
underestimated. Broadcast brand is an attention. Broadeast brand forms the
ear economy. Broadcast brand promotes the advertisement’ s growth. Broad-
cast brand is the source of the development of broadcasting media.

The existing documents have more researches on brand management of
newspaper and television, but less on broadcast brand management. More

articles are discussing broadcast brand attributes, characteristics, classifi—
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cations, functions and so on, but very few ponders the thoughts and meth—
ods of broadcast brand management

This research first focuses on the solution of theories on broad-
cast brand management. It uses many classical theories in Psychology

( Paul F.Lazarsfeld’ s “two step flow of communication” , Marshall
Mcluhan’ s “second self” theory and Lasswell 5W Model ) , unites the
problems of the broadcast brand management which needs to solve, and then
propose the two—level management model of the broadcast brand, namely:
Broadcast Media + Content — Broadcast Brand — viewers and the owner of
advertisement. The model gives brand management of broadcast media new
ways and theory support.

The quality is the life of broadcast brand. The control of broadcast brand
quality is the scientific management to the process in which the broadcast
brand quality is produced, formed and realized. This article proposes the
establishment of broadcast brand quality control system and the quality ap—
praisal system. It pays attention to brand quality system construction. At the
same time, it puts forward a new method of the brand quality maintenance
management and crisis management.

The broadcast brand extension is the broadcast media’ s extensive
expansion on broadcast content and form during the media transformation
and the transition period. It is also the extension from the sole media to mul—
timedia. The broadcast brand extension has an important strategic sense to
broadcast media’ s brand management and industrial management. This
article proposed three—dimensional extensive pattern of the broadcast brand
multiple-angle, which take the content as the core. This extension is dif—
ferent from that of the common producing line. It is the multiple~angle,
three—dimensional extension, which take the content of the broadcast brand
as the core, namely, the longitudinal integration extension of the broad—
cast brand’ s content, the crosswise integration extension of the broadcast
brand’ s content and the cross—region extension of the broadcast brand’ s
content. The longitudinal integration extension of the broadcast brand’ s

content is that broadcast brand extends to the industrial chain up and down.
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The crosswise integration extension of the broadcast brand’ s content is that
broadcast brand extends from the sole media to multimedia. The cross—region
extension of the broadcast brand’ s content is to break the administrative
division barriers and make the nationwide broadcast brand. This article also
proposed the superiority and the risk management on the broadcast extension.

In the process of organizing and managing the broadcast brand, gov—
ernment's control action is affecting the broadcast brand management di-
rectly. A Chinese broadcasting & television corporation that is under the gov—
ernment control has an effect on broadcast brand: The broadcast will become
the supporting role in “Television is the lead” ; broadcast’ s flexibility and
activity are damaged. In order to change this condition, the broadcast brand
agencies should be improved and consummated. The brand management of—
fice should be established. The brand plan department should be set up in the
channel interior. Brand managers should be prepared. In the horizontal di—
rection, the crosswise union of the brand promotion should be strengthened
between the broadcast frequencies. In the vertical aspect, the organization
linkage of the broadcast brand should be strengthened, and the unified body
of broadcast brand should be established from the center to region.

The broadcast brand management must be innovated unceasingly. This
article carries on the comparison and analysis of four kinds of patterns in the
broadcast brand management innovation. Proposing the Pearl River mode is
the foundation of the broadcast brand management innovation. The special—
ization mode of Beijing Broadcasting Station is the premise of innovation on
the broadcasts brand management. The typological mode of “the Sound of
Music” in Central Broadcasting Station is the direction of the innovation on
the broadcast brand management. The transport business mode of Shanghai
First Finance and Economics Corporation is the successful model of the inno—
vation of the broadcasts brand management. In today’ s brand management
of media, the mode of competition and cooperation in the brand operation in
Shanghai First Finance and Economics Corporation is the best mode of the
innovation of the broadcast brand management. These four kinds of patterns

depend on and affect each other. On the foundation of anglicizing and com—
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paring these four patterns, this article proposed the broadcast brand’ s co—
operation competing mode of the innovation of the broadcast brand manage—
ment. It outlined the characteristics of the broadcast brand and multimedia
cooperation competing mode. It is the community of resources and benefit,

which is introspective, ring-like and multi-medium. The cooperation com—
peting mode of the broadcast brand is a mode of the innovation of the broad—

cast media brand management that makes popularization and references.

Key words: broadcast brand management
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