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Introduction
	This report discusses who Sky are, and what their strengths are. The report highlights how Sky works to their strengths, and how they adapt these to combat their weaknesses. In continuation from the accompanying PowerPoint on Sky’s Marketplace, it is assumed that Sky work as a platform business model, where currently dominating market segments, and planning to tap into new markets and eventually dominate these market segments. The report progresses to discuss Porter’s Value Chain and how Sky use this to operate to their potential. Due to the digital era we now live in, there is a virtual value chain in which Sky also presently operate in. Keeping each of these networks intact allows for effective network management and indicates that innovation and creativity is shown when added to the value chain. The report finalises by discussing how a digital strategy when using the value chain is crucial to adapt to the cause. 









Sky’s Strengths and Weaknesses
	Introducing Sky’s weaknesses firstly, is how although their operations are primarily digital TV, they do have streaming services such as on demand and NowTV. However, NowTV as a product range may be the wrong type of product to have as the only benefit it does have over standard Sky is that it has no contract obligations. NowTV does not have the streaming capabilities of say Netflix and Amazon Prime regarding films and series’, especially exclusives, but it does have content that would be available on standard Sky.
	Secondly, another of Sky’s weaknesses suggests that a negative is where Sky has a structured format for their movie channels, e.g. Sky Cinema. If Sky were able to introduce these sub sections as channels, but more of a streaming ability and selection of what consumers want to watch, more consumers may purchase these, as it does not give off value for money if the films do not interest the viewer. 
Sky has a highly skilled workforce where huge amounts of money and investment has been poured in to rejuvenate the Sky Q interface from the old Sky + HD interface. The new Sky Q box has a versatile interface with many services, channels, and apps to view and stream media. 
	Another of Sky’s strengths is how they are market leader in the UK, with Virgin Media only making £3.6Billion (Statista, 2017), BT making roughly £11Billion (Statista, 2019), where Sky makes £13.6Billion in revenues (Sky 2020). 
	Sky has used the marketing mix to utilise the 7Ps to manufacture an effective strategy for their products and services (Booms and Bitner, 1981; Shostack, 1977). Most importantly, physical evidence is clearly shown by Sky by the positions of their outlets, typically in shopping outlets, as well as promotions and signposting online on social media and print advertising. 
Having a digital strategy in place is vital in more than one way, with more than 4.5Billion globally using the internet (Statista, 2020). Being digital allows for “plug and play dynamics, to attack specific areas of the value chain” (McKinsey, 2014). Being digital allows services to be stitched together quicker, cheaper, and more accessible. Being successful in the digital era is all about stitching services together, and this is what Sky have successfully done incorporating Netflix into their Sky Q interface, and most recently, the same applies with Disney+. Although in some organisations, one area of the organisation is highlighted to be digital, Sky’s whole infrastructure relies on being digital, and able to thrive off it to take control. 










Porter’s Value Chain
	Porter’s Value Chain deconstructs and separates a firm’s strategically important activities (Stabell & Fjeldstad, 1998)[Primary Activities] and makes a distinction to where the value is added from within each sub-category (Porter, 1985) [Support Activities]. A successful organisation can implement value as the strategic driver to deliver and differentiate between the competition and themselves (Levitt, 1960; Weinstein and Barrett, 2007). 
As adapted from Laudon & Laudon (2015), Porter’s Value Chain is organised as below. 
[image: ]
Firstly, achieving the value through inbound logistics for Sky, Sky would need to ensure that any transport to and from filming site, as well as at headquarters for standard stock deliveries would have to be up to scratch. How Sky have attempted to add value to their operations here is to encourage 11,000 of their suppliers to go green, and cut their carbon emissions (Sky, 2020). This would deliver value as it is being healthy towards the environment and helping adapt to climate change, whilst also behaving in a socially responsible manner. 
Secondly, Sky’s operations are delivered in a simple and respective manner to consumers through a simplistic website which signposts information clearly into breakdowns. There are several tabs to manage the user’s account and can be done using a mobile device as well using the many devices attached to the Internet of Things (Borgia, 2014). 
Thirdly, Sales and Marketing is delivered by Sky in various ways, with an easy to use landing page on the website, as well as outlets in shopping centres. Touchpoints are often added on social media feeds encouraging consumers to tap through and make a purchase. 
Fourth, Service according to Sky is on many levels, dependent on whether it is the streaming side where NowTV requires monthly contracts, or Sky Q and broadband which ties you into a contract for typically 18 months. How Sky ensures this adds value as part of the chain is how consumers have power over what they have as part of their package, as well as a simplistic interface with on demand and streaming services. 
Lastly, outbound logistics, 5,000 vehicles are being converted into a zero emissions fleet, as well as using renewable energy and improving the efficiency of so as well (Sky, 2020), again adding value due to socially responsible behaviour. 
Moving towards the support activities, Sky have added value through these methods also. Sky operates with strong administration and management processes, with decisions frequently being made to grow the company, including the deal with Disney to include Disney+ as part of Sky Q’s apps. 
Sky’s Human Resource Management exceeds at being diverse, encouraging, and enthusiastic about including persons of all backgrounds (Indeed, 2020). Friendly staff and a positive working environment have been reported (Indeed, 2020). Sky were awarded the Inclusive Top 50 UK employers in the Inclusive Companies 2020 award (GlassDoor, 2020).
Sky’s Technology development within the organisation is growing, with Sky Studios Elstree becoming a new state of the art studios to invest in becoming part of the UK and European creative economy (Sky, 2020). 
Lastly, Sky’s procurement ensures that working with partners can bring in financing for many projects, including the Elstree Studios (Sky, 2020), with Comcast being the new owner of Sky, as well as NBC Universal. Decisions are split between each other to come to an alignment. 












The Virtual Value Chain
	Due to the Internet of Things as aforementioned, data is readily available, and with Sky being a digital media company, access to data could not be easier. In Porter’s Value Chain, as just discussed, as part of technological advancements, big data would have been placed here, with data readily available to benefit the use and add to the virtual value chain, where the products and services Sky have on offer are essentially digital, and can be considered part of the digital world (Rayport & Sviokla, 1995). The process is as follows. 
1. Big data is collected from Sky’s tech servers
2. This is inserted into their digital infrastructure
3. The data is given a context
4. Aligned with the physical/original value chain, can be elaborated upon to the consumer (Liu & Wu, 2010). 
This can deliver value to Sky, and to the customer, by content and services provided to what the customers want. By delivering to what the consumers needs and wants are, the consumer is far more likely to feel satisfied (Joiner, 1994). 





Conclusion - What this means for Sky moving forward
[bookmark: _GoBack]	Although it appears that Sky have positives and are adding value via the physical, and virtual value chain. Also, the positive moves made toward including Netflix and Disney+ to their service upon Sky Q, and the building of Elstree Studios, Sky need to further invest to continue on the incumbent track, and remain ‘top dog’ of the cable TV industry, as well as attempt to infiltrate the streaming industry. Regarding the agreement on renting a new movie, this is a dangerous precedent for Sky to get involved in due to the cinema and Hollywood industry may become under threat. This would need revisiting in several months where the decision should consider removing this ability, unless cinemas are to reap a reward from the payments. 
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