
Media’s Business 
Model Has Changed. 
Revenue Architecture 
Hasn’t Kept Pace.



As advertising, subscriptions, bundles, 
commerce and partnerships converge, 
media companies need revenue 
architecture designed for a multi-model 
future.
For much of the media industry's history, monetization models were relatively easy 
to distinguish. Advertising businesses sold audiences. Subscription businesses 
charged for access. Distributors collected fees. Content owners licensed rights.

Today, those boundaries are disappearing. A single media company may generate 
revenue through subscriptions, advertising, content licensing, distribution 
agreements, bundles, partner revenue sharing, premium add-ons, transactions and 
commerce—often across the same audience and customer relationship.

The media business model hasn't simply moved from one model to another. It has 
become a portfolio of monetization models operating simultaneously. The 
challenge is that much of the revenue architecture underneath those models was 
designed for a more predictable world.



Consider how quickly streaming economics have evolved. Netflix and Disney+ introduced 
U.S. ad-supported tiers in 2022, followed by Prime Video's move to advertising in 2024. 
By 2026, advertising-supported options had become a core part of the streaming 
landscape.

At the same time, bundling has returned in new forms. Today's bundles can combine 
multiple streaming services, different advertising experiences, promotional pricing, 
wholesale distribution relationships and third-party offerings.

Disney's public financial disclosures illustrate the complexity that can sit behind a 
seemingly simple consumer offer. Disney+, Hulu and ESPN can be purchased 
independently or through multi-product offerings, while services can also be distributed 
through third-party platforms and wholesale arrangements. Revenue associated with 
these relationships can include subscriptions, advertising and add-ons, with discounts 
and revenue allocated across services in multi-product offerings.

Advertising is evolving as well. Amazon, for example, has introduced interactive Prime 
Video advertising that can connect a streaming impression directly to commerce actions 
such as adding a product to a shopping cart. As the lines between subscription, 
advertising, distribution and commerce become increasingly fluid, each new model 
introduces different requirements for pricing, transaction processing, billing, 
reconciliation, revenue recognition, partner settlement and reporting.

The Hybrid Media Business Model Is Already Here

The consumer sees one bundle. The revenue architecture 
may see multiple products, prices, advertising models, 
distribution relationships and revenue allocations.

"
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Many media companies didn't intentionally design today's revenue architecture as a unified 
platform for a hybrid business model. It evolved over time as a subscription capability was

introduced, an advertising platform was integrated, a new partner required a different settlement 
process, a bundle needed special treatment, or an acquisition brought another billing environment.

Each decision may have solved an immediate business requirement. Collectively, however, those 
decisions can create an architecture in which the complexity of execution grows faster than the 
business realizes.

Because the business continues to operate, the problem doesn't necessarily present itself as a 
technology failure. Instead, teams compensate for the gaps. Finance adds journal entries and 
reconciliation processes. Technology builds integrations. Billing teams manage exceptions. 
Commercial teams learn which deal structures require workarounds.

Revenue continues to flow, so the architecture appears to be working. The more important 
question is what it costs the organization to keep it working.

Revenue Architecture Was Built for a More Predictable World

When revenue architecture falls behind the business model, the consequences can extend across 
the enterprise. Financial closes may require more manual intervention, partner settlements become 
harder to validate, and pricing and packaging changes take longer to operationalize.

The impact can reach growth as well. Commercial teams may create offers that require downstream 
exceptions. Revenue leakage can become difficult to identify across disconnected systems and 
processes. Reporting becomes harder as management seeks to understand performance across 
products, partners, channels and revenue models.

This is why revenue architecture should no longer be viewed simply as back-office infrastructure. It 
increasingly determines how effectively a media company can turn commercial innovation into 
scalable revenue.

The Cost Extends Beyond Billing



The limitations of revenue architecture often become clearest when the business wants to do 
something new: launch another bundle or ad-supported tier, change pricing, create a revenue-
sharing partnership, connect advertising with commerce, enter a new market, or acquire another 
business.

Each initiative creates a similar set of downstream questions. Can the organization configure the 
offer and apply the correct pricing? Can it capture the transaction accurately, bill the right party, 
allocate and recognize the revenue, settle with partners and report the results? And can it do all of 
that at scale without adding another layer of manual intervention?

Taken together, those questions suggest a different way to think about monetization agility:

The Next Revenue Model Is the Stress Test

The greater the effort required, the larger the potential gap between monetization 
strategy and revenue execution.

How easily can an enterprise turn a new commercial idea into accurately 
captured, billed, recognized, settled and reported revenue ?



The answer isn't necessarily to replace everything. It starts with 
understanding where existing revenue architecture is already 
constraining the business and distinguishing between 
manageable complexity and structural limitations that could 
inhibit future growth.

That means examining where revenue execution depends on 
manual intervention, which monetization models are difficult to 
launch or scale, where pricing, billing, recognition and 
settlement are disconnected, and where revenue leakage may 
be occurring. Most importantly, companies need to understand 
the financial impact of leaving those gaps unresolved.

Mobolutions helps enterprises identify and close the gap between monetization strategy and the revenue 
architecture required to execute it.

The Mobolutions Monetization Gap Assessment is a structured 2–3 week exercise that identifies gaps across 
revenue models, quantifies their financial impact and prioritizes what to address first based on the organization's 
existing environment and business priorities.

The distance between what a media company wants to monetize and what its revenue architecture 
can efficiently support is the monetization gap. For many organizations, that gap remains hidden 
because capable teams compensate for it—until the accumulated workarounds begin to constrain 
what the business wants to do next.

As advertising, subscriptions, bundles, partnerships, commerce and emerging models continue to 
converge, the ability to monetize change may become as important as the ability to create it.

Don’t Add Another Workaround. Find the Gap.

About Mobolutions

Media's 
business model 
has changed. 
It's time for 
revenue 
architecture to 
catch up.

Revenue architecture built for where you're going.
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Designed to Monetize. Engineered to Evolve
www.mobolutions.com/monetize/

Map your monetization gap → mobolutions.com/monetize


