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Media has evolved over the ages thanks to advancement in technology. There are many differences that one can pinpoint between the new and the old media practices. This paper outlines ways in which the two type of media operate by giving differences and similarities. Old or legacy media is comprised of TV, print, and radio which are coming obsolete as time advances. 
Firstly, the measure of success is different in both practices. Legacy media had to rely on few metrics so as to ensure people got to listen, read or view their content (Hansen, 2014). The new media uses several metrics which enable them to focus on how consumers behave. For instance, metrics are designed specifically to discern a reader dialogue, social shares and the period that one can take in watching. However, the functionality of both practices is the same regardless of the complexity of the metrics used. The two complement one another. For instance, according to Hansen (2014), using the internet for news purpose reduces the number of people who read the newspaper (hard copy).
Secondly, new media has increased segmentation. The rapid growth of technology and cyber journals has forced people into segments. These segments create diversity because different consumers have diverse interests. However, legacy media was able to create homogeneity which is not the case with new media (Jenkins, 2016). New media is unable to control the readers hence no loyalty which brings about an overlap of different platforms. Nevertheless, new media brings about community development which is accomplished by a content editor, growth editor, and audience development personnel. All these aids in the creation of customer loyalty via the opportunities developed. 
Lastly, legacy media was focused on the main news like politics, weather, and sports. However, the insatiable thirst of the audience has created a new era in the new media strategies. Today, celebrities are not just being featured in news articles (Jenkins, 2016). They are making the news headlines and at some points, there are programs that just inform the readers on celebrity lifestyle only. An example of a new media of such caliber is Lenny, which features feminist and leftist opinions. 
In conclusion, in as much as the media companies have evolved, they still have the same functionalities. The differences come in the central point of the news practice and the measure of means by which the business is driven. The metrics have become complex in the new media company but yet specific. 
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