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Abstract

Purpose –Dynamic capabilities (DCs) helpmedia firms adapt to rapidly changing environments. The purpose
of this study is to provide a comprehensive literature review of studies of DCs in strategic management
researchwith a view to understanding its implications for themanagement ofmedia organizations. Essentially,
it fertilizes on the idea that the concept of DC is useful and vital for answering various critical questions
regarding the challenges that media organizations are currently facing.
Design/methodology/approach – This study builds on a systematic literature reviewing design as the
researchmethodology. It aims to identify, critically evaluate, and integrate factors, dimensions, and findings on
studies of DCs in strategic management research and builds knowledge transfers to the field of strategic
management research in the media industry.
Findings – The study shows that the DC framework helps media firms effectively respond to changing
environments. The conceptual DC framework has implications for media strategy practice. Results indicate a
considerable growth in the number of papers published related to the DCs in media organizations from 2003
to 2018.
Originality/value – The study qualifies the relevance and validity of the DC framework in strategic
management research for the field of strategicmediamanagement. It explores a research agenda in this domain
by precisely explaining the significant trends in the theory of DC to shape managerial strategies in the media
industry.
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Introduction
The media industry is living through a period of immense disruption. Now that the media
industry is challenged not only by technological change but also by the big-four GAFAgiants
(i.e. Google, Amazon, Facebook, and Apple) to develop new media formats and reach
audiences outside of the establishedmedia industry channels, “legacy media”– defined as the
“traditional” mass media, including print newspapers and broadcast news organizations,
which are still guided by traditional values and practices, seem to be challenged particularly
the most (Murschetz, 2017; Newman et al., 2019).
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