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Annotatsiya. Mazkur maqolada ommaviy axborot vositalari korxonalarida ragamli transformatsiya
jarayonlarining mazmuni va mohiyati ilmiy-nazariy jihatdan yoritilgan. Tadgiqotda ragamlashtirish, digitalizatsiya
va ragamli transformatsiya tushunchalari o‘zaro farglanib, ularning OAV korxonalari faoliyatidagi tashkiliy,
igtisodiy, texnologik va boshgaruv mazmuni tahlil gilingan. Magolada media korxonalarining ko‘p platformali
faoliyatga o'tishi, kontent ishlab chiqarish va tarqatish mexanizmlarining o‘zgarishi, auditoriya ma’lumotlaridan
foydalanish, ragamli monetizatsiya va daromad manbalarini diversifikatsiya qilish jarayonlari asoslab berilgan.
Tahlil natijalari OAV korxonalarida raqamli transformatsiya texnologik yangilanish bilan cheklanmasdan, butun
biznes model, tahririyat jarayonlari va moliyaviy boshqaruv tizimining kompleks gayta shakllanishi ekanini
ko‘rsatadi.

Kalit so‘zlar: ommaviy axborot vositalari, media korxonalari, raqamli transformatsiya, ragamlashtirish,
digitalizatsiya, kontent, auditoriya, raqamli monetizatsiya, media igtisodiyoti, boshgaruv garorlari.

AnHoTanusi. B cTatbe packpbiBalOTCH cogepkaHue M CYLIHOCTb NMpoLeccoB LMgPoBON TpaHcdopMaumnm
Ha NpPeanpuUaTUSX CPeacTB MacCoBOW MHGopMauun. B uccrnegoBaHum pasrpaHUYeHbl NOHATUSA OLMAPOBKH,
umdposusaumm 1 UMGPOBOM TpaHcopmauMmM, a Takke MnpoaHanM3MpoBaHO WX OpraHM3auMoHHOE,
9KOHOMMYECKOE, TEXHOMOrMYeckoe W ymnpaBlieHYECKOe 3Ha4YeHve B OedATenbHOCTU MeguanpennpusaTum.
Ocoboe BHUMaHne yaeneHo nepexony CMWU k mynbTunnatopMeHHOW MOAENN, USMEHEHUIO MEXaHU3MOB
MpOM3BOACTBA W PAaCNpPOCTPaHEHMSI KOHTEHTa, WCMOMb30BaHWIO [AaHHbIX 00 ayautopun, undpoBon
MOHeTM3aumMm 1 AMBEpPCUdUKaLUN MCTOMHMKOB AOXOAOB. PesymbTaThl MCCNefoBaHUSA MOKa3biBaloT, YTO
undpoBas TpaHchopmaums CMU npepcraBnseT cobon HE TONMbKO TEXHOMOrMyeckoe OOHOBMEHWE, HO U
KOMMIIEKCHOE M3MeHeHne B1u3Hec-Mogenn, pegakuMOoHHbIX MPOLLECCOB Y CUCTEMbI (DUHAHCOBOIO YNpaBrieHus.

KiroueBble ciioBa: CpeCcTBa MacCoOBOM MHAOpMaLnn, Meguanpeanpusatis, umdpoBas TpaHchopmMaums,
ouMpoBKa, UMPPOBU3ALMS, KOHTEHT, ayauTopus, uUMdpoBas MOHeTM3auus, 3KOHOMWKa Meawua,
yrnpaBreH4YeCcKne peLLeHns.

Abstract. This article examines the content and essence of digital transformation processes in media
enterprises. The study distinguishes between digitization, digitalization, and digital transformation, and analyzes
their organizational, economic, technological, and managerial significance for media companies. Particular
attention is paid to the transition of media enterprises to a multi-platform model, changes in content production
and distribution mechanisms, the use of audience data, digital monetization, and revenue diversification. The
findings show that digital transformation in media enterprises is not limited to technological modernization;
rather, it represents a comprehensive restructuring of the business model, editorial processes, and financial
management system.

Keywords: mass media, media enterprises, digital transformation, digitization, digitalization, content,
audience, digital monetization, media economics, managerial decisions.

INTRODUCTION

In the context of the digital economy, the activities of media enterprises are undergoing a fundamental
transformation. Previously, the primary function of media organizations was to produce information and deliver
it to audiences through traditional channels. Today, however, this process has evolved into a multi-platform,
interactive, and data-driven form of activity. The widespread adoption of the Internet, social networks, mobile
applications, video platforms, and artificial intelligence tools is compelling media enterprises to adapt to new
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organizational and economic conditions.

The relevance of this topic lies in the fact that digital transformation affects not only the technical
infrastructure of media enterprises but also their content policies, audience engagement practices, advertising
products, revenue streams, managerial decision-making, and competitive strategies. Therefore, it is insufficient
to interpret this process merely as computerization or access to the Internet. Digital transformation should be
considered a comprehensive process that restructures the entire value-creation chain of a media enterprise.

Media enterprises simultaneously function as both social information institutions and economic entities
that generate value. Their sustainable development is closely linked to audience trust, content quality, the
effectiveness of digital channel utilization, their position in the advertising market, and their financial management
systems. Consequently, a scientifically grounded analysis of the nature and essence of digital transformation
processes is critically important for defining the long-term development strategies of media enterprises.

The aim of this article is to reveal the content and essence of digital transformation processes in
media enterprises, to identify the distinctions between the concepts of digitization, digitalization, and digital
transformation, and to substantiate the economic and managerial significance of these processes in the
activities of media organizations.

LITERATURE REVIEW

The concept of digital transformation is widely interpreted in contemporary economic literature. According
to the OECD approach, digitization refers to the conversion of analog data and processes into digital form, while
digitalization denotes the use of digital technologies and data to modify existing activities. Digital transformation,
in turn, is considered a broader concept encompassing the economic, social, and institutional implications of
these processes.

In scholarly perspectives on media economics, media enterprises are viewed as actors operating in a two-
sided market. Robert G. Picard explains the economic nature of media firms through the interactions between
audiences and advertisers. According to this approach, the value of media products is determined not only by
the costs of content production but also by audience reach, trust, and demand in the advertising market.

Alan B. Albarran associates issues such as competition in media markets, technological innovation, and
the diversification of revenue streams with the economic sustainability of media enterprises. In the digital
environment, media organizations create value not only through broadcast or print products but also via
websites, social networks, video platforms, mobile applications, and specialized digital services.

Within the UNESCO media viability framework, the sustainability of media organizations is linked to their
ability to establish strong relationships with audiences, produce reliable content, and generate stable revenue
streams. Research conducted by the Reuters Institute highlights that platform fragmentation, changes in
audience behavior, the development of subscription models, and dependence on social networks represent
key challenges for modern media enterprises.

In the context of Uzbekistan, the The Digital Uzbekistan — 2030 strategy provides an important institutional
foundation for the digitalization of economic sectors, the widespread adoption of information and communication
technologies, the expansion of digital services, and the modernization of governance processes based on
advanced technologies. This process also intensifies the need for media enterprisesto actively implement
digital technologies, diversify content distribution channels, and base managerial decisions on data-driven
approaches.

RESEARCH METHODOLOGY

The study employs methods such as system analysis, comparative analysis, conceptual generalization,
economic interpretation, and systematization, based on tabular analysis. Digital transformation processes
in media enterprises are analyzed across key dimensions, including content production, content distribution,
audience engagement, diversification of revenue streams, cost structure, and the digitalization of managerial
decision-making.

In the article, the concepts of digitization, digitalization, and digital transformation are examined as distinct
stages. Such an approach allows for a clearer differentiation between technological modernization and changes
in the business model within media enterprises. Furthermore, the transformational development of media
organizations is assessed from the perspectives of economic efficiency, audience value, content monetization,
and managerial adaptability.

The logical framework of the study is based on the following sequence: first, the theoretical essence of
digital transformation is defined; second, its practical manifestations in media enterprises are systematized;
third, the economic and managerial significance of digital transformation is analyzed; and fourth, scientific
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and practical recommendations are developed for the effective management of digital transformation in media

organizations.

ANALYSIS AND RESULTS

In order to correctly interpret the processes of digital transformation in media enterprises, it is first
necessary to distinguish between the concepts of digitization, digitalization, and digital transformation. In
practice, these terms are often used interchangeably; however, their content and the degree of their impact
on the activities of media organizations differ significantly (Table 1).

Table 1
Differences between the concepts of digitization, digitalization, and digital transformation
Concept Definition Example in a Media Enterprise | Outcome
The process of converting Convgrtlng archl\{al video . Facilitates the storage,
e e e . . materials into digital format; . ;
Digitization analog information and . retrieval, and processing of
s L storing texts and photographs | . :
materials into digital format : . information
in electronic databases
The improvement of existing Distributing content via Expands audience reach
Digitalization operational processes through | websites, YouTube, Telegram, | and accelerates operational

the use of digital technologies

Instagram, and other platforms

processes

Digital Transformation

A comprehensive change

in business models,
management, content,
marketing, and monetization

Transition to a multi-platform
media model; implementation
of data-driven editorial and
advertising management

Enhances the
competitiveness and
financial sustainability of the
media enterprise

systems

The analysis presented in Table 1 demonstrates that digital transformation has a broader scope compared
to digitization and digitalization. For instance, in a television enterprise, converting legacy video materials into
digital format constitutes digitization, while distributing this content through social media platforms represents
digitalization. However, changes in the entire advertising policy, audience engagement system, editorial
processes, content production culture, and financial management model of a media enterprise constitute digital
transformation.

The essence of digital transformation lies in the transition of a mass media enterprise from a traditional
information distributor to a multi-platform media organization. A single television program or news item can be
repurposed into various formats, including broadcast, website publication, social media posts, short videos,
podcasts, infographics, or text-based content. As a result, the content lifecycle is extended, the number of
distribution channels increases, and monetization opportunities expand.

Digital transformation also reshapes the mechanisms of audience engagement. While in traditional mass
media the audience was primarily evaluated through general indicators such as ratings, circulation, or reach, in
digital platforms, metrics such as views, comments, shares, saves, subscriptions, user interaction with content,
and time spent are analyzed. Such data enable editorial teams to refine content strategies and allow advertising
departments to develop more precise and targeted commercial proposals (Table 2).

Table 2
Main Directions and Economic Content of Digital Transformation in Mass Media Enterprises

Economic Significance for Media

Process Content .
Enterprises

Digital Transformation Direction

. . Extends the content lifecycle and
Repurposing television programs,

Content production

news items, reports, and analytical
materials into various digital formats

increases the possibility of using
a single product across multiple
platforms

Content distribution

Delivering content to audiences
via broadcast, websites, mobile
applications, YouTube, Telegram,
Instagram, and other platforms

Expands audience reach and shifts
advertising and sponsorship offers into
a multi-channel format
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Audience engagement

Analysis of views, comments, shares,
subscribers, and user activity

Enables audience segmentation
and the creation of more precise
commercial offers for advertisers

Diversification of revenue streams

Development of digital advertising,
native content, special projects, and
platform-based monetization alongside
traditional broadcasting ads

Reduces dependence on a single
revenue source and strengthens
financial sustainability

Changes in cost structure

Additional costs for social media
marketing (SMM), digital marketing,
software, technical modernization, and
staff training

Increases costs in the short term,
but enhances efficiency and
competitiveness in the long term

Digitalization of managerial decision-
making

Decision-making based on audience,
advertising, content, and platform
performance metrics

Improves resource allocation,
advertising inventory management,
and financial planning accuracy

The data presented in Table 2 indicate that digital transformation in media enterprises

manifests

simultaneously across multiple directions. It changes the forms of content production, mechanisms of audience
interaction, sources of revenue, and cost structure. Therefore, digital transformation should be viewed not
merely as a technological upgrade, but as an integrated renewal of financial management, marketing, editorial
operations, and the overall business model.

The economic essence of digital transformation is most clearly reflected in the changes in revenue
sources. While in traditional television or print media the main income was primarily based on advertising
and sponsorship, in the digital environment, new financial streams have emerged, including website banner
advertising, video advertising, native content, special media projects, paid subscriptions, content licensing,
platform-based monetization, and data-driven advertising packages.

However, digital transformation generates not only new opportunities but also new costs and risks. The
development of digital infrastructure, acquisition of software, ensuring cybersecurity, conducting social media
and digital marketing activities, producing multimedia content, and improving employees’ digital competencies
require additional financial resources. Therefore, if the transformation process is implemented without proper
planning, it may lead to increased cost pressures in the short term (Table 3).

Table 3
Logical Model of the Digital Transformation Process in media enterprises

Digitization
(conversion from
analog to digital)

Digitalization (use of
digital platforms)

Digital Transformation
(change of business
model)

Data-driven
management

Competitive media
enterprise

Outcome: Conversion
of analog content into
digital form

Outcome: Improved
processes via digital
platforms

Outcome:
Comprehensive
transformation of the
business model

Outcome: Data-based
decision-making

Outcome: Enhanced
competitiveness

Table 3 illustrates that the logical model demonstrates the digital transformation process in media enterprises
as a step-by-step yet interrelated sequence of developments. Initially, information resources are converted into
digital form; in the next stage, existing activities are improved through digital platforms. Subsequently, the
business model, editorial processes, and monetization mechanisms undergo significant changes. In the final
stage, the media enterprise becomes a competitive entity characterized by a data-driven management system.

Another important aspect of digital transformation in media enterprises is the increasing reliance of
managerial decision-making on data. Information collected through digital platforms enables the assessment
of content performance, audience behavior, advertising campaign effectiveness, and platform-specific reach.
This, in turn, supports management in making more accurate decisions regarding financial planning, advertising
package development, and resource allocation.

In the context of digital transformation, one of the most critical tasks for media enterprises is maintaining a
balance between editorial value and economic value. If a media organization prioritizes short-term advertising
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or commercial revenues at the expense of information quality, objectivity, credibility, and social responsibility,
audience trust may decline. In the digital era, audience trust represents one of the most important intangible
economic resources of a media enterprise.

Overall, the results of the analysis indicate that digital transformation in media enterprises is reflected in
the comprehensive transformation of content, technology, audience, revenue, and management systems. Its
essence lies in the transition of a media organization from a traditional information dissemination model to a
multi-platform, interactive, data-driven, and economically diversified entity.

CONCLUSIONS AND RECOMMENDATIONS

In conclusion, digital transformation processes in mass media organizations have become a key component
of the modern media economy. This process is not limited merely to upgrading technical tools or publishing
content online. It fundamentally transforms a media organization’s systems of content production, content
distribution, audience engagement, commercialization of advertising products, diversification of revenue
sources, and data-driven decision-making mechanisms.

The research findings indicate that although the concepts of digitization, digitalization, and digital
transformation are interrelated, they differ in meaning. Digitization refers to converting information into a
digital format, while digitalization involves improving existing activities through digital technologies. Digital
transformation, however, implies a comprehensive change in a media organization’s entire business model,
management system, and economic operations.

For media organizations, the following directions are considered priorities in effectively implementing
digital transformation: developing a multi-platform content strategy; systematically analyzing audience data;
expanding digital advertising and monetization channels; diversifying revenue streams; enhancing employees’
digital competencies; investing in cybersecurity and technological infrastructure; and managing editorial
independence and audience trust as a strategic resource for economic sustainability.

Thus, digital transformation is one of the key factors ensuring the long-term development, competitiveness,
and financial stability of media organizations. Systematic and step-by-step management of this process enables
media companies to reduce risks in the digital environment, create new revenue opportunities, and strengthen
stable engagement with their audiences.
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