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During my time in Discovery Communication’s Emerging Networks division I spent a lot of time observing how this large corporation (about $3.5 billion in annual revenues) continues to drive innovation and differentiation in the highly competitive market place of cable television. More specifically, I would like to focus my reflection on how corporate culture influences the marketing and communications strategies of Discovery’s emerging brands. 

I was given a great deal of responsibility during my internship as I worked as the only intern for the marketing and communications departments for Emerging Networks. The Emerging Networks includes four brands: Science Channel, Investigation Discovery, HD Theater and Military Channel. These networks operate on relatively small budgets compared to the “big 3” networks (which include Discovery Channel, TLC and Animal Planet). Each emerging network appeal to very niche markets and the challenge was to position these brands to appeal to specific target markets. Three of the networks were undergoing entire re-brands while experiencing double-digit year-on-year growth. 

Therefore, I had the unprecedented opportunity to be involved in some projects that allowed me to learn about branding, marketing strategy, the creative implementation of that strategy, and media relations. In my paper, I will explore how Discovery has spent significant time and resources on creating a culture that takes risks in these areas. 

I will use examples that demonstrate how large corporations stay “fit” and drive innovative marketing strategies for target audiences using minimal budgets. I also had the privilege of working along side some of the best in the industry and will share how these individuals have helped shape the culture of Discovery. 

The Power To Change, Rachel McKee and Bruce Carlson.  If you can't find a copy, I can loan you mine.  

