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[bookmark: _Toc39523872]Introduction of transnational communication and media franchise 
Nowadays, international communication along with the intercultural communication, is interchangeable; hence, overlapping with the other subjects. According to Thussu, (2006), his type of communication has four approaches which are idealistic-humanistic, proselytization, economic and political approaches. However, due to Kung’s theory (2017), there have been some organisations using political, economic and sociology perspectives to create their own broader market in the media industry, which is called the political economy approach. By using this approach, media can shape the information of communication and transfer to the public by using mass media, which has changed the whole platform, technology and economic structure (Flew and Smith, 2014). Indeed, since the mass media has developed, there has been a variety of media sectors (shown in Figure 1) that can be used to reproduce/ transform a product from originality, intellectual property in the purpose of business development. 
[image: ]
Figure 1: Sectors in the media industry (Kung, 2017)
Forming as a collection of related media, media franchise (also called multimedia franchise) has broadened its market’s position in the media industry. 
The cross-marketing strategy is the key to success According to Langford (2011), for the studios, a home-run is a film from which a multimedia 'franchise' can be generated; the colossally expensive creation of cross-media conglomerates predicated on synergistic rewards provides an obvious imperative to develop such products”. For the owner of the artwork, the goal of raising the profitability can extend the commercial franchising activities as well as make a tight connection between the work, ownerships and the consumers. Hence, the fandom is built in the purpose of customer relationship management (CSR) and further marketing activities. Wizarding World is one of the very successful cases of having a big population of fans on its fandom as well as having a great franchising business, from which has shown an effective franchising partnership between Warner Bro Studio and JK. Rowlings, the owner of the famous book series- Harry Potter.
[bookmark: _Toc39523873]Media franchise in the global media market 
[bookmark: _Toc39523874]The development of media franchise 
In a world where international communication and the power of having effective communications through the cross-cultural differences, a contemporary franchise like Harry Potter could have been concerned as the “biggest media” (Johnson, 2013). In particular, it is because of three main dimensions of the corporate power (partnership), this type of business venture has drastically impacted the economic and political perspectives globally. First, multimedia franchise works based on the influence rate of a character or a fictional word, from which, extends the commercial activities through licensing agreements, concerning the intellectual property (Marazi, 2014). Secondly, through media franchising, corporate interests can make the exploitation to the properties in service of developing the consolidation and conglomeration. Following this, the dominance across the various markets of media giants, including film companies (For example Time Warner, NewsCorp, Disney, etc.) and publishers (For example Marvel and DC), has resulted in the appearance of synergy (Johnson, 2013) This third dimension has considerably boosted the development of franchising business as the same content can dominate multiple markets as well as gain big Return Of Investment (ROI) (Schultz et al, 2011)
[bookmark: _Toc39523875]Influences of media franchise to the world 
According to Kung, (2017), there has been an increase of media organisations using the political economy approach to broaden their market’s position, take chances to dominant various markets as well as open a variety of political and economic concerns. Globalisation, media ownership and government policy are two of the main concerns that affect society due to the impact of this approach. 
· Globalisation: It increases communication and makes partnerships between countries in various aspects. By making media’s exploitation of the properties in the national, regional and global scale, media franchise indeed has helped to develop the globalization, which can effectively help trading flows and the economy grow (Kaul, 2011).
· Media ownership and Government Policy: Due to Havens et al (2012), the policy indicates the media ownership, showing how the media industry can operate and the role the businesses plays in the society. For instance, NewsCorp is one of the American biggest mass media conglomerate, boosting not only the American economy but also the bilateral partnerships between countries in terms of publishing companies and the international investments (Le, 2014).
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Based on Naik, and Raman, (2003), modern companies have used Integrated Marketing Communication (IMC) as it is beneficial in “harnessing synergy across multimedia to build brand equity of products and services”. In detailed, synergy and media convergence are used when the IMC shows its best potential, which combines multiple activities (For example television, print advertising, etc.), and exceeds the sum of individual effects. The only key difference between synergy and media convergence is that synergy can also involve non-media products (For example: merchandising) (Hay and Couldry, 2011)
The concept of synergy, which is a combination of multiple business activities, works more effectively in the conglomeration as the media industry nature is an oligopoly (Straubhaar/Larose and LaRose, 2006), causing less diversity in the media. The conglomerate of media production and distribution makes it more profitable to develop a single media franchise into several media sectors. Using synergy, the conglomerates can attract a broader population of fans with a multimedia experience and tie them in their universe (Edwards, 2012).
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[bookmark: _Toc39523878]Challenges
There are two main challenges any media franchise business might face. First, the media franchise might get a challenge for policy when using media convergence or synergy. While most of the media content was delivered through specific channels in the 20th century; these different platforms can be distributed more easily through innovative technical devices, resulting in the change of convergent media technologies’ policy (Ryan, 2016). All businesses will have to identify their strategies, in which shows how they make their best performances on the technology giants’ devices such as Google, Apple; and how to remain the media diversity while following both international and local content policy. Second, choosing to use either hard or soft merchandise depends on not only the profitability but also the fan’s expectation. As fans want to experience new work with new insight, the conglomerates need to be more creative to meet that demand with less exploitation of profitability concept (Yenimazman, 2008).
[bookmark: _Toc39523879]Opportunities 
The huge success of a range of media franchise business nowadays has proved that connecting with the strong feelings of the customer, becoming a great storyteller through digital innovation has always been important since World War I. Indeed, the influence of Mickey Mouse, one of the most remarkable masterpieces of Disney, is a typical example as it became a symbol of hope in World War I, then being dominant in Hollywood’s cartoon industry with 97% brand recognition till now (Jones, 2019). With the digital innovation and license agreement, this character has appeared in various industries (food, fashion, cosmetics, etc.) and even become a symbol of pop culture. 
Connecting the classic fictional stories with multimedia technologies is concerned to be a unique opportunity of media franchise as the great classic stories will be long-term lucrative products in connection to unique customer experience (Ameri, Honka and Xie, 2017).
[bookmark: _Toc39523880]Case of Wizarding World
[bookmark: _Toc39523881]The company’s background
Wizarding World, previously known as J.K Rowling’s Wizarding World, is an American – British media franchise working around the fictional film universe, which belongs to Warner Bros Studio in connection to the novels of JK Rowling, who is the author of the book series (Pottermore, 2018). Using this partnership effectively, Warner Bros has published ten films, including the famous series Harry Potter and The Fantastic Beast. 
According to Gunelius, (2014), the series is a global business phenomenon, having earned in a total of $9.1billion in the whole world’s box office, becoming the third-highest-grossing film of all time (just following the Marvel Cinematic Universe and Star Wars). Identifying the remarkable potential to gain a massive population of fans from Harry Potter and the Philosopher’s Stone (2001), which is about a magic boy named Harry Potter and his adventure in the wizarding world, David Heyman and his company named Heyday Film had finally made a licensing agreement with JK Rowling, cooperating to produce 8 Harry Potter series and 2 series of The Fantastic Beast (Fantastic Beast and where to find them, Fantastic Beast: The crime of Grindelwald), which follow the same content. 
Following the massive success of 10 films, there have been media franchising activities, dominating most of media sectors such as plays (Harry Potter and the Cursed Child) (BBC News, 2015), (paper and audio) books, soundtracks, films, video games, augmented reality games, virtual reality games, theme park attractions (Universal Parks and Resorts) (Comcast, 2016) and digital publication (Pottermore) (Cooke, 2011)
Due to Gunelius (2014), he Harry Potter brand extension and merchandising effort have resulted in a huge success in numerous forms until now. In spectacular, small and medium businesses (For example tour agents, travel companies in both United Kingdom and the United States), and online businesses (For example Amazon, eBay, etc.) can sell those media franchising products under the licensing agreement between all parties. 
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In Wizarding case, there have been several events that took place based on its popularity, causing the change of the people’s social experience and knowledge. In sport, Quidditch is not a sport that only occurs in the magical world anymore but becomes a sports game in reality (European Quidditch Cup, 2020). In the food industry, new food products have been created by food brands to match with fan’s expectation like butterbeer (produced by English’s brewpub Flying Cauldron).
Moreover, a transnational approach to the global scale requests how global media can operate more complicating forms of cultural production than be remained in a singular national form. The collaboration and the power of reshaping between different cultures have been shown more clearly in the Harry Potter film series as all of the scenes were filmed at both American and British places. As Dick Hebdige mentioned, “the subcultural groups rearticulated pieces of American popular culture to create a uniquely local popular culture” (Johnson, 2013). This type of culture has reflected in Harry Potter itself as this work was created by references of American and British’s literature (For example the word “Muggle” is referenced from Roald Dahl’s Big Friend Giant (British book) and Ernest Bramah’s The Artful Muggle(American book))
[bookmark: _Toc39523884]Innovation
Digital innovation is considered to change the way human interact with media art. Animated GIF is an example of this. GIF was published in the 20th century but it is not until Harry Potter film released that this innovation was recognized and become popular (Barleet, 2017). 3D, virtual reality, augmented reality has been used more effectively and become easy-to-be-recognised in several media franchise, including Wizarding World when the whole magical universe has been developed to create an immersive experience for the fans (Miller and Alberti, 2018).
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While the other conglomerates, including Disney, choose to follow a hard merchandising strategy which implies hard exploitation of the property in the purpose of gaining brand equity and huge profitability (Gunelius, 2014); Warner Bros. has used “Less is more” approach for Wizarding World. This cautious move has created a new media franchising strategy, which is also known as “Book Merch” or “2001 Merch” (O’Shea, 2018). Besides a good product which is the book itself, the concept of “The goods beating the bads” and a range of marketing activities like the other book series, Harry Potter and its reinvented products has focused on transferring the brand image and its message consistently. 
However, both soft and hard strategies have one similarity, which is the tight connection with its fans; and this strong engagement has reflected in the social networks when fans seek out all products related to the brand. Due to Gunelius, S. (2014), in Disney’s case, many fans are avid-collectors of Disney’s merchandise network, which is called Disneyana. This merchandising activity has not been run in Wizarding World’s case; nonetheless, a digital publication named Pottermore, which is used to get the news and related stories updated, has been released. Therefore, a similar network of collectors might rise in Wizarding World's case and make more cultural influences.
[bookmark: _Toc39523887]Challenges 
One of the main risks when operating a franchise is breach of intellectual property right. The bigger the franchise business is, the stricter the right is to all stakeholders, especially the franchisees. According to Wade (2019), one of Harry Potter’s merchandising store, which is located in Scotland, has been facing legal challenge from Warner Bros as it used illegally the trademark term “World of Wizardry” at both stores and websites. This incident has illustrated that the bilateral agreement has to follow strictly the Copyright Laws, Intellectual Property Rights (IPRs) and other Web Content Policy (World Intellectual Property Organisation, 2020).
[bookmark: _Toc39523888]Opportunities in the global scale 
The key characteristic of a media franchise is that the reinventing products need to continually made, or the whole franchise will collapse. In Wizarding World’s case, at the current time, Harry Potter has seem to be mostly exploited after 8 series released, the new series The Fantastic Beast need to follow to enrich the fanbase and to remain the business economy. Although The Fantastic Beast does not have a huge- selling series of book ($75 million) as Harry Potter’s chapter 7 ($169 million) as Box Office reported (Pulver, 2016), this franchise has finally made a unique experience to most of the audiences, which is a mysterious magical world connecting a different cultures. Thanks to the development of the multimedia technique and Harry Potter being the true template (Blake, 2002), an endless opportunity for cross-platforming and repurposing for a huge fanbase is possible; from which an irresistible connection between parties can always remain.  
[bookmark: _Toc39523889]Conclusion 
In the business environment nowadays, international communication can be considered as an important factor of business success as “it affected in the communication of partnerships in the global scale, and underestimating the cross-cultural differences in communication can create obstacles which can hinder performance” (David, 2002). With the impact of international communication and the development of multimedia technique in terms of political economy approach, a range of events including globalization, government policy, ownership, neoliberalism, etc., have become the main factors to appear the golden decade of media franchise.  This franchise formation has endless and unique opportunity as it operates based on the development of the original works and a huge source of derivative works, which can be reinvented, republished and repurposed for further development as well as commercial exploitation in terms of a range of media sectors (Johnson, 2013). 
Wizarding World, along with the best-seller Harry Potter of all time, has become one of the obvious cases to prove the outstanding opportunity of Book Merchandising spectacularly and media franchise as a whole. Due to Fleury, Hartzheim, and Mamber (2019), the media franchise businesses are still predicted to be dominant the entertainment industry in the future as this form works based on the ethics and sustainability, connecting people at different age through international communication under multimedia technique. 
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