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This paper will look at a puzzle facing many communications firms: How can they survive and thrive in rapidly changing and unpredictable environments?  The movie industry is used to test the applicability of some new work being done on resilience in unpredictable systems. This new work is being done in many disciplines, including fields as diverse as mathematics, political science, ecology, and business management. It has revealed the possibility that many kinds of complex, unpredictable systems, particularly those that operate as a network, have some things in common. And, while it may not be possible to predict the individual events (success or failure) in these systems, it may be possible to make some predictions about the kinds of strategies that will make them more resilient over the long term. Previous work has already shown that the U.S. movie industry (often referred to as Hollywood) is one of the least predictable industries in the world (in terms of which movies will be big hits) and it suffers some giant failures every year. Yet it is also one of the most successful and stable industries in the world, accounting for a very large share of U.S. exports every year. What works for the movie moguls may work for other organizations that find themselves in unpredictable environments.


The paper examines several years of data on movie revenues and finds a power law distribution in each year. The reasons for this and the implications for strategy in similar environments are examined. Rules of thumb are distilled that may be helpful for other industries and firms. These rules appear to be consistent with several widely accepted economic and management theories, making it appear more likely that the rules from the film industry will be relevant in developing resilience in other communication business systems.  


Since all businesses live in different environments, there is no one-size-fits-all plan for developing resilience. What works in the movie business will probably not be 100% applicable to the current telecommunications firms because there is not yet the potential for the big hits that make the film industy resilient in the face of many failures. But it will be worth any manager’s time to look at the ideas presented here in order to discover which ones might work for them. If resilience is a goal, this paper will be a starting place for that discovery process. 
