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INTRODUCTION

Over the past ten years, media convergence has 
been a business mantra in the global cultural 
industries. The enthusiasm of these industries 
for converging their hardware with digitalized 
software has been popular due to synergy effects. 
The ubiquity of the term synergy during the 1990s 
and until recent years has resulted in it becoming 
a must-take-business model for the cultural indus-
tries with digitalization of signals, which make the 

signals themselves equal, regardless of what kind 
of information or communication they represent 
(Fagerjord and Storsul, 2007). Due to synergy 
effects and economics of scale, those involved 
in the production and distribution of diverse cul-
tural industries—both traditional media such as 
network broadcasting, newspaper, and computer 
corporations, and the new media sector, including 
the Internet, mobile, and cable industries—have 
vehemently sought convergence (Chambers & 
Howard, 2005; Chan-Olmsted, 1998).

Although several important factors have driven 
media convergence, two major causes for the 
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rapid growth in the process of convergence are 
technological advance in transmission techniques 
(Wolf, 2000) and the processes behind neoliberal 
media and telecommunication policies (Hesmond-
halgh, 2008). In the context of communication 
technologies, one talks about the coming together 
of several discrete technologies to create a hybrid 
technology. Interrelated waves of convergence 
during the late 20th and the early 21st centuries 
around digital technology provided the inter-
operable systems crucial for transferring content 
from one medium to another with relative ease and 
speed. Because digital technology recognizes text, 
visuals, and audio all as binary code, previously 
incompatible media formats could increasingly 
be thought of as variant embodiment of the same 
governing technology—just as different dialects 
of the language of computers (Wolf, 2000; Miller, 
1996). Convergence is challenging for many 
traditional forms of media which attempt to step 
into the new media sector, including the Internet 
market, because current media convergence has 
been fuelled by increasingly pervasive digital 
technologies (Huang and Heider, 2008; Bar and 
Sandvig, 2008; Schiller, 2007). In other words, the 
digitization of information technology and media 
as well as the development of media technology 
have contributed to media convergence (Lawson-
Borders, 2003).

Meanwhile, the liberalization of national com-
munication markets leads to individual national 
markets becoming part of a global market in com-
munications (Mckenna, 2000). Although conver-
gence started several decades ago, the transactions 
have been expedited with the rapid employment of 
neoliberal communication policies, mainly during 
the 1990s. Privatization of public broadcasting and 
telecommunications and liberalization of domestic 
markets have blurred the distinction between the 
old media and the new media, and media com-
panies have become multi-media firms through 
consolidations in the midst of neoliberal reform 
worldwide (McChesney, 2001; McPhail, 2006). 
The loosening of regulations in cross-ownership 

among cultural industries has come to play one 
of the most significant roles in expanding their 
business areas beyond the traditional core business 
areas in many media companies (Thussu, 2006). 
In the midst of pro-media and cultural policies and 
advanced digital technologies, media and cultural 
corporations have pursued the convergence pro-
cess in order to acquire multi-media and multi-
functional networks starting with Western-based 
cultural industries (D. Schiller, 2007).

The centrality of multi-platform content strat-
egies to contemporary cultural conglomerates 
also resonates in the very architecture of non-
Western based cultural industries. In particular, 
two Asian-based cultural conglomerates—Sony 
in Japan and Samsung in South Korea—have 
turned themselves into convergence cornucopia. 
While advancing digital technologies, they have 
developed software such as film and television 
programs and have pursued the integration of 
software with hardware, which would benefit from 
already established global corporate brands. Sony 
and Samsung’s recent growth as participants of 
the cultural industries is largely a result of both 
convergence and globalization, which have been 
key to both firms’ strategies through commercial 
and technological integrations (Chang, 2008).

Regardless of the rapid involvement of Sony 
and Samsung in the global cultural market, there 
is little consensus in views on their roles in the 
global cultural industries. Using the example of 
the Sony Walkman, Paul du Gay et al. (2001), 
which is almost only book, analyzed how and 
why cultural practices and institutions have 
come to play such a crucial part in our lives and 
indicated Sony as the global cultural firm. There 
is no single work dealing with Samsung as a 
cultural corporation. Indeed, as a reflection of the 
recent growth of Sony and Samsung as cultural 
industries, there is no significant literature on 
the story of Sony and Samsung, although several 
previous works mainly focus on them as electron-
ics corporations only (Nathan, 1999; Lee, 2006; 
Chang 2006). This study is therefore a historical 
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