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One of the distinguishing characteristics of the media industry is a great
uncertainty in the performance of its outputs: revenues from any given novel,
film, piece of music, or any other media product, are unpredictable.

Only after a product has been offered to the public is it possible to evaluate
its market value, and the economic results that it is able to obtain.

Moreover in the case of failure, none of the costs of production and distri-
bution are recoverable, and an often-substantial investment is lost.

The media industry is thus considered «high risk». It is only the revenues
generated by a limited number of bestsellers that cover – but not always – the
losses made by all the other unsuccessful products of any given publisher (Ri-
cheri, 2012).

The situation is currently aggravated by three factors that are in the ascen-
dance: a) the costs of production and marketing; b) the fragmentation of the
audience; c) the magnitude of the competition to win people's time and atten-
tion. These are the reasons that 'big data' is assuming greater and greater
importance for the media industry.

The collation and processing of big data offers the possibility of reducing
this uncertaintly in the market performance of media output, and thus in
turn can mitigate the economic risks of the industry. The principal application
of big data is one that helps to produce, select, and distribute outputs that
correspond much better to the tastes, desires, and lifestyles of consumers, and
to better target the advertising aimed at them.

Our publication intends to address the theme of big data in the scope of
enquiry, by demonstrating ways in which it may be exploited, examples of its
success, and the major problems it may cause.

This is a sjubject that has been talked about for some time, but it is never-
theless useful to start this discourse by giving some simple and easily accessible
examples.

The two principal characteristics of big data are its size, and the means by
which it may be interpreted.
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The dimensions of big data may be measured in terabytes (a thousand
gigabytes), petabytes (a million gigabytes), and zettabytes (a million pe-
tabytes) – dimensions of storage so enormous that only vast digital arrays
are able to manage and process them – while «little data» is measured in
gigabytes (a thousand megabytes), meaning the sort of capacity that a
standard PC, tablet, or smartphone would be able to store and manage.

To give an example of the difference between the two concepts: a recor-
ding of seven minutes of high-definition television programming takes up
approximately one gigabyte of memory, whereas a petabyte can record 13.3
years of high-definition television.

To further illustrate the enormity of the data currently being captured:
in 2013, Google processed 20 petabytes of data per day. To process big data,
algorithms of varying complexity are used, which in essence instruct powerful
computers on the series of calculations that must be done to obtain informa-
tion that is appropriate to the analysis objectives.

The production of vast quantities of storable and processable digital data
is inextricably linked to the development of the Internet, which by 2016
had passed three billion users.

Any activities that are undertaken on the Web produce data that is sto-
red and transmitted at an ever-decreasing cost: in 1992one gigabyte of me-
mory cost US$569, but by 2016 that cost had dropped to 5c; similarly the
transmission of one gigabye per second cost $1,200 in 1999, but only $10
in 2014 (Meeker, 2016).

The biggest collectors and users of big data are companies that offer ser-
vices on the Web to vast numbers of users, such as Google, Apple, Facebook,
Amazon, and Netflix, but also a growing number of media companies are
following a general business, and are using their own production and com-
mercial strategies to process big data.

In the big data value-chain, it is possible determine four principal phases:
The first phase is the collection of data obtained from multiple sources.

In our case this is the data that each of us produces when using the Internet
to access a document, an article, an audiovisual or music file, when using
a search engine, or apps used to interact with social networks, and so on. It
deals with activities from which it is possible to obtain a lot of data on the
socio-cultural profile of every user: their interests, relationships, habits, beha-
viour, etc. In some cases this data is even spontaneously offered by the users
themselves to providers of Internet services.

The second phase is concerned with the aggregation and recording of
data after its collection. Some organisations anonymise data before aggrega-
ting it; others, however, record it while maintaining the identity of the
subjects that have generated it.

The third phase is the correlation and automatic analysis of data using
algorithms that allow the combination and processing of data originating
from diverse sources.
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The fourth and final phase is the application of the results that emerge
from the data analysis in order to create new media content, to advice clien-
ts on content that corresponds precisely to their modes of consumption, to
better target their advertising messages, etc. (International Working Group,
2014).

This publication addresses aspects of particular importance concerning
the applications of big data in the media industry, the characteristics of the
principal companies that gather, store, and use it, and some of the emergent
issues concerning the regulation of its use

Vincent Bullich's article presents a general picture of the reality of big
data as it pertains to the media industry, and goes on to analyse various
sample cases of its application in the selection and devising of media con-
tent. According to the aurhor, these cases reveal a new phase in the process
of industrialisation of cultural output that also is also getting involved in
the act of content creation.

Juan Carlos de Bustos tracks the principal economic principles of some of
the largest producers of big data: Google, Amazon, Facebook, and Apple
(known by the slang term 'GAFA'). He considers a group of companies that
are among the most dynamic in the global market, which invest heavily in
research and development, and assign a strategic role in the development of
their business to big data.

However, the dominant postions that they have attained have also cre-
ated a series of problems: not just economic, but cultural and judicial,
which, according to the author, need to be identified with great precision in
order to reach a solution.

The editor of this document approaches the theme of big data as it re-
lates to one specific sector of the media industry - that of television - to in-
vestigate how it could have become a competitive strategic factor for those
businesses that have developed new commercial models that are alternatives
to 'traditional' television that offers 'linear' television services.

The article analyses how one of the leading companies in the video-on-
demand sector exploits big data both in terms of the creation of television
content, and also in terms of what it offers its subscribers.

Angelo Amoroso highlights the problems of measuring television audiences
using traditional statistical methods, which attempt to build estimates based
on represenatative samples of the entirety of television viewership, and
analyses the advantages and risks of basing such estimations on big data
instead.

Bertil Cottier concludes this document. In his article he analysises the si-
tuation regarding regulating the use of big data, with particular reference
to privacy legislation. He deals with a recent challenge that was in part ad-
dressed, and shows that the regulation in this area is still very much a 'work
in progress', and goes on to indicate the principal steps that are still to be
achieved.
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