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Introduction

The Future Index shares what we know about the increasingly complex, and exciting, world of 
higher education, the huge potential of students and the needs of employers to harness the talent 
of the future. The Future Index is not a qualitative survey. Nor is it an exercise based on exhaustive 
polling and analysis. It’s simply a snapshot of the latest trends, innovations and best practice, 
aggregating case studies alongside comment from leading employers, institutions and the student 
community. Contextually, there are no parameters - we’ll draw on wider consumer trends and on 
international viewpoints as much as from the education and talent world itself. The Future Index is 
insight and inspiration borne out of what is being said out there. It can be incredibly useful for 
anyone who is tasked with driving higher education and talent acquisition forward. It’s all here for 
you to read, digest and hopefully be inspired by, just as we are when we create, grow and update 
the content.

The Future Index is a living, multi-formatted resource. It’s available in published PDF version and 
can be brought to life and made bespoke for you in snap-shot briefing papers, in workshops and 
seminars. Over the next few months, the Future Index will grow into a knowledge centre embracing 
various sectors of industry and some of the most emerging geographies and economies. It can be 
used to help frame future thinking and action.

This release, Future Media, focuses on the rapidly changing and increasingly diverse world of 
Media. This is such a vast area and clearly we could have reached out in so many directions. For 
Future Media #1 we have examined the world of media communications, including journalism, 
advertising, PR and Search Marketing. We’ve looked at film, TV and radio. We’ve spent significant 
time looking at the growth of social media and of applications. On our journey we listened to a 
range of views, from Channel 4 to Disney, from Google to Leo Burnett. We listened to universities, 
to policy review and to student opinion. We’ve experienced the escalation of co-creation in all 
aspects of media, the revolution in journalism and the big influence of games. We think there is a 
lot more to consider in the world of Gaming itself and we are sure to explore that in the near future.

When we now use the term ʻmediaʼ we include so many channels, so many different ways in which 
we consume news and information, such a personalised process that it is unrecognisable even 
from the start of this century. Of course the driving force of change has been online and all things 
digital. Having said that there have been massive changes in all formats alongside the rapid 
emergence of social media. Weʼve all been part of shaping the way we consume and publish 
information, especially in the higher education and commercial arenas.

Weʼve taken a very wide and very inclusive look at this vast landscape and have built this Future 
Media Index around what we believe are the big themes (and questions) out there.

A major discovery for us is the compelling evidence of very real alternatives to higher education. 
When bringing this Index to life for a group of students the big question was framed as follows:

ʻ3 years, £27k spent, even before living expenses. Itʼs a big investment. And there are no 
guarantees. So, is there an alternative?ʼ

Our answers feature clearly in this Index. We think there are alternatives and these are being 
provided by big players like Google, the BBC and many others.
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Another significant trend is in what we term New School Thinking. This is formed by the 
convergence of new technologies, new industry needs and crucially new fees. New thinking is 
morphing together to shape the future of education. Is this the future?  Exciting innovators like 
Hyper Island are filling this gap, as are larger organisations like the University of Salford and 
MediaCity UK.

Then there is gamification. Itʼs been called one of the most important trends in technology. It can 
be applied to any industry and any sector. Itʼs a massive player in the world of media in its own 
right. But what is it and how does it apply in the world of education and emerging talent?

Well, like it or not, gaming is part of our culture. And media companies especially want to recruit 
students that ʻgetʼ, ʻplayʼ, ʻdevelopʼ and ʻlearn throughʼ games. Add to that some of the biggest 
media and communications companies now assimilating games as part of their selection process 
and we have something that can’t be ignored.

And given that world of unlimited content and access, what about the enormous power of 
collaboration, both at a creative and also corporate level. Everywhere in media we are seeing all 
kinds of people and businesses coming together to co-learn, co-work and co-create. Are these new 
technologies and new developments in knowledge sharing heralding the age of the creative 
entrepreneur?

Another major factor in the flow of new talent into media careers is the intern. We know that interns 
canʼt be taken for granted. But what more can media companies do? If they do respond as we are 
beginning to see to the increasingly ambitious needs of the intern what will university careers 
services do? Will internships become an affordable alternative, or remain a simple supplement to 
university?

All of what you find here may well lead you to ask the same question as us - is this the end of a 
meaningful role for the traditional career service in the Media landscape? And on from there, where 
are the skills to teach these media skills when they are ever changing, developing and 
specialising?

We think itʼs fascinating and encourage you to make your own minds up. Donʼt cling to a trend or a 
report when the answer may lie simply in what applies to you. We think you should take this Future 
Media Index and use it as a platform for your own tailored approach.

We hope this snapshot of the Media landscape in 2012 inspires you to get it right. Whether you are 
recruiting for your business or for your university, we thank you for taking the time to look at this 
and wish you good luck in your adventure.
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One: An Alternative to University?

University of Google

If you want a career in social media - just Google it! After all, they are the experts in reputation, 
promotion, buzz metrics and analysis. And you can learn all you need to know by signing up to 
their universities. After a simple process of online learning, tutorials and testing, you’ll gain Google 
accreditation and become highly employable. And you can study at your own pace, in your own 
time, around your work or studies. 

Others are aligning with universities to add academic credibility, but the principle is still the same. 
Partnering with New York’s Syracuse University, Hoot Suite is a leading platform for managing 
social media that claims ‘You can learn all you need to be an expert.’ And the price to study online 
at its university? $21 a month.

It's clear that a traditionally structured course in social media will be out of date before it's 
delivered. Second Life, Twitter and MySpace have risen or fallen (or both) in the blink of an eye. 
It's time for new thinking. Online courses? Lectures by practitioners? Weekend boot camps? Watch 
this space! 

Giving young talent wings

One of the most exciting (and scary) aspects of the modern media world is the sheer velocity at 
which emerging talent can make an impact at the highest levels. This really is an age where raw 
talent can lead the way in creativity, technical expertise and future thinking (just think Mark 
Zuckerberg). And the media industries are leading the way in attracting and harnessing the best 
graduates. 
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http://www.google.com/analytics/iq.html
http://www.google.com/analytics/iq.html
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Leo Burnett are already letting young talent loose on real clients and real projects. They’ve created 
the Foundry, an agency within the agency, exclusively made up of graduates who pitch for and and 
run real accounts. A great idea that the graduates themselves came up with! Other agencies have 
become educators too. In the US The School of Ogilvy on Skillshare deploys an incredibly open, 
inspiring, abilities-based approach to encouraging people into the world of digital marketing.

Then there’s the partnership approach with employers, 
educators and students coming together. These include 
D&AD New Blood and their Talent Academy, and 
GAME5HACK a 48-hour event run by M&C Saatchi and 
Goldsmiths, University of London to make and develop 
interactive games.

Concept Cupboard is another way students can practice 
their creative media skills in the real world. They simply 
sign up, read live briefs set by the creative industry, do the 
work and submit it. If they’re successful they get paid. If 
they’re not, they get constructive industry feedback. 
2,000+ UK students are on board. £85k was paid out to 
them in the first year. And partners include HP, EA Games 
and Fallon. Students are learning and earning without their 
universities knowing anything about it!   

The trend is clear – the lines and gulfs between future and current talent are shortening 
dramatically. The most media-savvy people on the planet don’t want to waste time; they want to 
use their talent. And agencies are welcoming and encouraging new blood. So, where does that 
leave the educator? It’s time to think differently. To be bold. And to seize the many new 
opportunities – not be afraid of them.
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http://thefoundry.leoburnett.co.uk/
http://thefoundry.leoburnett.co.uk/
http://www.skillshare.com/ogilvy
http://www.skillshare.com/ogilvy
http://www.dandad.org/talent/new-blood/
http://www.dandad.org/talent/new-blood/
http://www.dandad.org/talent/new-blood/
http://www.dandad.org/talent/new-blood/
http://www.mcsaatchi.com/london/news/new-work/welcome-to-game5hack/
http://www.mcsaatchi.com/london/news/new-work/welcome-to-game5hack/
http://www.conceptcupboard.com/
http://www.conceptcupboard.com/


Two: New School Thinking

New technologies. New industry needs. New fees. They are all converging to shape the future of 
education. Is this the shape of things to come?

Hyper Island

No teachers, tests, textbooks or homework. Students learning to 
think creatively through real world projects. Hyper Island is an 
international school that’s ripped up the education rulebook. Here 
students learn by doing, experimenting, failing and succeeding. 
They work on creative and digital projects set by real clients such as 
adidas and MTV. And they push the boundaries of creativity to learn 
about themselves, how to work in teams and how to make amazing 
things happen. The only lectures are talks by top industry players. 
Whilst mentorship comes from the ever-expanding Hyper Island 
alumni network.
  
The School came about because the digital world demanded a new 
kind of learning. A place where students could grow as 
professionals and human beings to prepare themselves for the 
lightening-fast pace of the modern workplace. It opened in 1996 on 
an island in Sweden, the site of a former military prison. Today 
around 400 students a year from around the globe join programs in 
Karlskrona (Sweden), Stockholm (Sweden) & Manchester (UK). It 
may seem a strange concept. But it works. And the only way to truly  
appreciate it, is to watch the videos of students enjoying learning, 
belonging and rewiring their brains to think creatively.  

You can get a good feel for the Hyper Island story by checking the numerous videos out there. 
Have a look at the Swedish Adidas brief or simply start at the official Youtube channel and make 
your way from there.

                                                                          FutureMedia

                                                                                                                                                                                                                                                                               

http://www.hyperisland.se/
http://www.hyperisland.se/
http://vimeo.com/19044513
http://vimeo.com/19044513
http://www.youtube.com/user/hyperislandofficial
http://www.youtube.com/user/hyperislandofficial


Film School

For many years producing video and television was an expensive business and the exclusive 
domain of broadcasters. And training was only available to a privileged few. Not any longer. Now 
anyone can be a movie director or news reporter. It’s even possible to film and make a movie on 
your mobile phone, as the team at BBC Click demonstrated.

“I think that making content will become the number one occupation in the world.” It’s a bold claim. 
But Michael Rosenblum was the world’s first Video Journalist and a co-founder of the world’s first 
TV network and website based entirely on User Generated Content. So he knows what he’s talking 
about. And thanks to the online video courses provided by Rosenblum TV and the Guardian Media 
Academy, anyone can now learn to use simple and inexpensive equipment to create perfect quality  
video. It’s education for the masses. He’s just written a new book about filming TV shows on your 
iPhone. And he certainly makes you think with such quotes as - “Any media organisation or 
individual that doesn’t understand video is dead. It’s just like trying to sell your car with text 
classifieds these days, nobody is even going to come and look at it.” Controversial and thought-
provoking at the same time!

New Blends

We were at MediaCityUK where Google’s Matt Brittin (VP Northern & Central Europe) gave a great 
talk to students. We really sat up when he was thrown a curveball question from the Vice 
Chancellor - what would he do if he was VC? Matt said he "would love to be a student here if 
time travel was possible". And then praised The University of Salford for combining creative, 
scientific and technical disciplines. "Culturally mixing students and lecturers from the arts and 
science faculties is the right way to go. The traditional education system is 150 years out of date 
and we need to bring the scientist and the artist together." As employers now require students who 
are creative and practical with good technical and communication skills, it’s time to bring the 
system up-to-date. 
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http://news.bbc.co.uk/1/hi/programmes/click_online/9710004.stm
http://news.bbc.co.uk/1/hi/programmes/click_online/9710004.stm
http://www.guardian.co.uk/media-academy
http://www.guardian.co.uk/media-academy
http://www.guardian.co.uk/media-academy
http://www.guardian.co.uk/media-academy
http://www.guardian.co.uk/media-network/2012/feb/23/democratisation-creativity-production
http://www.guardian.co.uk/media-network/2012/feb/23/democratisation-creativity-production
http://www.mediacityuk.co.uk/
http://www.mediacityuk.co.uk/


Three: Gamification

It’s been called one of the most important trends in technology. It can be applied to any industry 
and any thing. It’s stimulated forthright views. But what is it? Put simply, Gamification typically 
involves applying game design thinking to non-game applications to make them more fun and 
create engaging experiences that convert users into players. So, is it really going to be that big? 

Here are some hard facts:

• FarmVille players outnumber real farmers by a ratio of 80 to one.
• One out of every five people in the U.S. plays Farmville.
• Cityville has over 40 million active monthly users.
• Angry birds has been bought over 700 million times and is the biggest selling app in the 

world. It was produced for £80k by a company that has gone from the verge of bankruptcy 
to being valued at £750m. There is even an Angry Birds theme park.

• The planet’s population spends over 3 billion hours a week playing video and computer 
games

By the age 21 the average person has spent approximately 10,800 hours in education and 10,000 
hours playing computer games. This is significant as there’s now abundant evidence across a 
range of abilities that roughly 10,000 hours practice is needed to achieve international levels of 
performance. So the average 21 year old has become a virtuoso gamer.

Gamification in Action

Education: The Khan Academy is on a mission to help you learn what you want, when you want, 
at your own pace. Over 3,200 videos cover all kinds of subjects and the use of simple Game 
Mechanics makes learning easy. In America at Temple University they created the ‘Quest’ for their 
Social Media Innovation students. This encouraged self-paced learning and kept them competitive 
through leader boards and earning points. Then there’s the University of Huddersfield’s gamified 
university library, with university open day treasure and scavenger hunts that use foursquare. And 
school pupils in India and the UK ditching their notebooks for computer games to make learning 
more fun. Still not convinced? then check out the awards for the best use of gamification in 
education.
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http://www.allfacebook.com/farmville-will-promote-lady-gaga-on-facebook-2011-05
http://www.allfacebook.com/farmville-will-promote-lady-gaga-on-facebook-2011-05
http://www.khanacademy.org/
http://www.khanacademy.org/
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http://blog.foursquare.com/2011/11/17/4sqoncampus-a-scavenger-hunt-like-no-other-at-texas-am/
http://blog.foursquare.com/2011/11/17/4sqoncampus-a-scavenger-hunt-like-no-other-at-texas-am/
http://list.ly/list/18S-gawards-best-use-of-gamification-in-education
http://list.ly/list/18S-gawards-best-use-of-gamification-in-education
http://list.ly/list/18S-gawards-best-use-of-gamification-in-education
http://list.ly/list/18S-gawards-best-use-of-gamification-in-education


Business: According to Gartner by 2015, 50% of companies that manage innovation and research 
will use gamification to drive innovation. For example, the UK's Department for Work and Pensions 
created an innovation game called Idea Street. Using game mechanics, points and leader boards it 
decentralised innovation and generated 1,400 ideas from 4,500 users - 63 have been 
implemented. Big names are also using gamification to build much deeper relationships with future 
talent. Reckitt Benckisser have created poweRBrands, a Facebook game where prospective 
marketers can test themselves. GCHQ use games to attract the next generation of code-breakers. 
And the Deloitte Leadership Academy is partnering with gamification leader Badgeville to add 
gaming to the leadership development programs it provides for more than 10,000 executives in 
over 150 companies around the world.

What does play mean for the word of work?

Like it or not gaming is part of our culture. And media companies especially will want to recruit 
students that ‘get’, ‘play’, ‘develop’ and ‘learn through’ games. More books, films, games and new 
breakthroughs are being co-created. And it even brings people together to improve real 
communities and tackle global issues from recycling and terracycling to sustainability and hunger.
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http://www.gartner.com/it/page.jsp?id=1629214
http://www.gartner.com/it/page.jsp?id=1629214
http://www.rb.com/poweRBrands/
http://www.rb.com/poweRBrands/
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http://www.badgeville.com/news/announcements/deloitte-digital-gamifies-executive-training-badgeville
https://www.recyclebank.com/
https://www.recyclebank.com/
http://www.terracycle.net/en-US/
http://www.terracycle.net/en-US/
http://www.practicallygreen.com/
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http://www.tffchallenge.com
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Four: Collaboration

Big companies beware! Small businesses are coming together to co-learn, co-work and co-create. 
New technologies and new developments in knowledge sharing are heralding the age of the 
creative entrepreneur.

Google Campus - Tech City

We’ve talked a lot about Google. But they lead the way in many ways. And they’ve already seen 
the massive potential of nurturing small and nimble businesses that have the ideas and ambitions 
to go global. After all, it’s how they started.

2012 is a big year for London. So, you may not have noticed the opening of the Google campus in 
March. Part of the Government’s Tech-City initiative it has 7 floors of co-working space to 
encourage media and digital communications entrepreneurs to get together to connect, share, 
learn, develop, spark off each other and create the next big thing. The tech is great. The wifi is high 
speed. And it’s the shape of things to come. Bristol, Newcastle and Manchester all have new 
purpose-built media hubs. And more and more cities and campuses are creating high tech 
incubators where people can co-create with the support of industry and government. Is this co-
learning a threat to universities? Absolutely. But it’s also an opportunity to transform the way they 
teach, and support and harness the potential of their students after graduation.

MediaCityUK is a great example of this. And the world is following suit. The GCD Media Village in 
Malaysia is a catalyst for the creative industries that will support a c$130m film and television 
production facility. And the UK can expect more and more competition. So, don’t be surprised to 
see the more forward thinking universities setting up their media education in such a hub!
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http://www.campuslondon.com/
http://www.campuslondon.com/
http://www.thesharpproject.co.uk/
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http://www.mediacityuk.co.uk/
http://www.mediacityuk.co.uk/
http://www.archdaily.com/172951/broadway-malyan-completes-masterplan-for-media-hub-in-malaysia/
http://www.archdaily.com/172951/broadway-malyan-completes-masterplan-for-media-hub-in-malaysia/


New-School Journalism

Media and educators must be able to meet the new demand for hyperlocalism (easily accessible 
and very current local news). This is usually co-created (local media are usually the first on the 
spot) and involves social media, video uploads, mapping and microblogging. Practical learning is a 
must, which is why NYU have created the Local East Village partnership in New York that brings 
together media and business students, software developers and reporters at the New York Times. 
There’s even a ‘Hyperlocal Newsroom’ and Virtual Assignment Desks. Read all about it!

Digital News - Test Kitchens

Yesterday’s news is yesterday’s news. People want news now, on demand, in real time. They want 
videos, comments and expert opinions. So, Digital News is redefining media learning and the 
media space through joint working and harnessing the creativity and energy of its students. Hosted 
by the University of Colorado it brings together students, university resources, industry 
professionals and innovative media and bleeding-edge technology companies. Collaboratively they  
are addressing the market failure in public-interest journalism by reinventing the news industry.

Commercial Partnerships

Industry wants industry ready talent. And Educators want a great reputation for employability. So 
they need to come together to give students experience of real work environments before 
graduation. And this is now going beyond placements and sandwich programmes. In 2011, the 
telecom company Du collaborated with Zayed University in the UEA by providing technical support 
and multimedia labs equipped with state-of-the-art technical infrastructure and software. Expect a 
growing number of commercial partners to get more involved, to invest, to share knowledge and 
help shape the future of Higher Education.
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Five: Interns

A key pipeline of talent for many organisations, Interns can’t be taken for granted. But what more 
can companies do? Will university careers services become a thing of the past? And will 
internships become an affordable alternative to university? 

Warner Bros

At the Warner Bros HQ at Burbank, California, the main focus for interns is in the area of gaming 
and digital/new media. So, the central point for their intern recruitment is a Facebook page that has 
over 9,000 ‘likes’ – which is more than many European universities! Yes, it’s a transient audience. 
But the engaging content means that the page has high levels of activity with people checking out 
the videos taken and posted by WB team members.

However this page goes beyond merely advising on routes to WB internship. There’s plenty of 
general career advice provided through videos, tutorials, interview tips and more. So whilst only a 
small percentage of people will get to go on a placement, the page offers a good experience to all 
and enhances the WB brand. People are even blogging about it. The UK Facebook page also has 
an impressive number of likes and shows how some big names can provide a full intern application 
cycle without contacting universities or involving careers services. They can directly engage with 
their audience like never before.
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Critical and Virtual

The emergence of online media intern networks is not surprising. After all, it’s difficult to imagine a 
subject area in which evidence of proven practical experience is so important to get a foot on the 
ladder, never mind to ignite a career. 

In the years before the Internet it was widely accepted that a job at the Student Union Newspaper, 
or on the radio team, was a hugely valuable step. Now the opportunities are vast. Yet one 
challenge remains constant: getting paid for what you do. Whilst the healthy argument is that  
students should get paid for their internships, the classic supply-demand equation prevails. 
Employers have so many students to tap into; and so many students are still willing to do the work 
for next to nothing (or nothing at all). Consequently, the internship where only expenses are paid 
for is still very much in fashion, with exceptions of course. Trawling the web for paid internships in 
media, it is interesting to note that most of the jobs available are really sales jobs. Paid experience 
in the creative hub of media is still quite elusive. 

However, there are some opportunities, notably within universities themselves. The abundant trend 
for co-creation of media work is very much alive in Higher Education. Institutions are craving the 
authenticity that their own students can provide when promoting the campus as a place to study. 
Whilst they have experts that teach media, many universities recognise the difficulty in keeping 
ahead when it comes to social media, and they all want to use these minimal cost channels to 
promote their messages. They can find the expertise, and the appetite, within their own student 
cohorts. For this reason we are seeing more and more institutions employing teams of student 
journalists and creatives to help them in their marketing communications. And very often the 
students get paid too!

We are also seeing the rise of virtual internships. This makes sense because it is reflective of the 
changes within the world of media and communications, with more and more work being 
conducted via laptops on wifi, through Skype and across geographies. Check out some of the 
stories out there and the links to blogs and real-life experience. One of the many stories includes a 
student taking a 6 month internship with a digital media company in the UAE, without leaving his 
desk in Sweden. At the same time, we are seeing media companies making virtual internships a 
fundamental part of what they do - have a look at Froogle’s launch of their scheme this year.

The development of this virtual approach has a particularly special benefit too. There are so many 
students with aspirations to work in media, yet they don’t live or study near any significant hubs of 
activity. Now though, a journalist student in Preston can work for a media owner in London without 
having to spend months on a friend’s sofa in the capital. 
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Thankfully the media world is embracing this opportunity. But virtual internships are reaching so 
much further. In the US we are seeing a significant growth in virtual internships in China and this 
Bloomberg report from March this year offers a good summary. Of course, you can travel there 
too...

China -  A New Frontier

They say travel broadens the mind. Now it could be a genuine alternative or a great addition to a 
university education. For under £4,000 Gap 360 offer 4-month media internships in China with an 
international print, radio, TV or online media company. Ultimately you get to learn Mandarin, 
enhance your CV, broaden your global network, go on trips with fellow interns and develop your life 
skills through an ‘incredible experience’. The programme also boasts a ‘fantastic support network’ 
and provides you with a certificate proving your work experience and a recognised reference from 
a Chinese company.

The University of Sydney has a scheme for its Media and Communications students, and so has 
Get In 2 China. We’d obviously recommend doing your homework before jetting off to the other 
side of the world on one of these schemes. But something that would have been impossible a few 
years ago is now a genuine, and affordable (when you take into account today’s university fees) 
opportunity to enhance your CV. 

Learning and work experience is now truly global. It can take place anywhere in the world. And 
today’s students now have more choices than ever before. What subject to study? Where to 
study? What career to prepare for? Where to gain relevant work experience? What’s the best way 
to go about this? And what company and country are the best to gain this in? Nothing it seems is 
beyond the realms of the imagination. The opportunities are there if students want them and have 
the drive to grasp them. They are in control! They just don’t know it yet. And neither do many 
universities or businesses. The future is in the hands of the next generation.
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On Reflection
We have taken a wide and very inclusive look at the vast media landscape and have built this 
Future Media Index around what we believe are todayʼs major trends. Indeed it would have been 
impossible to include all we found in this published format and if you want to find out more and how 
it applies to you then let us know. We have already brought our knowledge to life for a number of 
groups and it has led to some genuinely compelling outcomes.

The big thing for us is that in media we find the most advanced evidence of very real alternatives to 
attending higher education. What we find incredibly exciting is the next natural progression – the 
collaboration and synthesis of university, employer and student in the technological, creative and 
commercial future of media as a whole. The challenge lies in how students, university careers 
services and recruiters react to the way in which traditional methods, appetites, skills and channels 
have been revolutionised in this space.

We are seeing that the students and recruiters are relishing the new, shortened distance between 
them – epitomised by the 4Aʼs global open source approach to learning about advertising, with its 
headline of ʻThereʼs no such thing as advertising talent. Thereʼs just talentʼ. Behind that bold 
statement is an online resource centre populated by most of the worldʼs significant advertising 
agencies, all offering direct access to how they work, useful learning content and huge 
encouragement to..just go for it. Who needs a degree when you can harness your own ability and 
apply it in a live, exciting and paid environment?

This has been echoed by our own experiences when bringing the full Future Media Index into a 
live setting with groups of current students. There is a wide acceptance that formal education in the 
media space has to be supplemented and increasingly led by individually sourced knowledge. An 
extreme view on this, from a creative arts student, was that he viewed his fees as mostly for the 
use of the university equipment – his skills were best enhanced by practical application, online 
reference and wider project involvement.

Other very strong comment weʼve gathered from current students has highlighted the need to 
evidence practical experience to potential employers. A degree or other qualification isnʼt enough 
anymore – an extra layer of work experience and perhaps an internship is vital in proving individual 
ability and ambition. Experience, validation and a real story to tell mean more now than ever 
before. Far more than short-term payment or reward.

Of course HE is responding, and responding in some areas very creatively. Weʼve referenced the 
Goldsmiths/Saatchi GAME5HACK initiative and the media hubs such as Salford/MediaCityUK 
partnership but it is clear – formal educators have a lot to do not only to keep pace with skills and 
technologies but also to retain a valid place in this chain. The way forward has to lie in genuine, 
tangible and deep-rooted collaboration. Flexibility, a willingness to learn and recognition of the 
advanced skills of students are all essential to stay in the game.
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As we said at the outset, the media landscape is huge and there are some significant areas that 
we will be looking at in #2. We will look at demands for business acumen in graduate media 
professionals and some of the relevant trends in addressing this. At a time that the UK government 
is conducting a review into future film talent, we will also be looking at the opportunities to create 
the fit-for-purpose skills needed in 2015 and beyond. If there are other areas you would like us to 
look at, then please let us know.

We believe this snapshot offers a stimulating and useful platform for further exploration. When you 
apply these insights to your own challenges and ambitions then you can start to build a 
meaningful, informed strategy for future actions and initiatives. If you would like to find out how we 
could help you then get in touch with us. It would be great to see where our journey together could 
take us.

In line with the overall nature of The Future Index then there will be fresh releases and updates 
concerning Media (and other sectors) and once you have registered an interest we will share all 
the latest news with you.

We hope this Future Media Index has proved useful and any feedback you wish to share would be 
valued. Please get in touch with us @ nick.brian@thefutureink.com or jim.tudor@thefutureink.com 
We’d love to get your views.

Further information can be found at our website www.thefutureindex.com The Future Index is 
powered by Future Ink www.thefutureink.com
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The Future Index acknowledges all source material and is not responsible 
for the validation and accuracy of these sources. All images used are 
accredited where necessary and are easily accessible in the public domain.
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