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1. Introduction
1.1. [bookmark: _Toc46327141]Reach Plc
Reach produce and distribute news across the UK and Ireland, through paid-for and free newspapers and magazines, and across the world through digital sites. Reach publish 9 national newspapers, over 110 local newspapers and 2 national magazines in the UK. They have a readership of 14.6m people in the UK each month. Reach operate over fifty news websites with on average 1.3bn page views per month (Reach Plc, 2020).
1.2. [bookmark: _Toc46327142]Aims and objectives
This report will give a systematic analysis of Reach itself in light of digital disruption.
1.3. [bookmark: _Toc46327143]Reference to the literature / Rationale and Justification of Data Collection Methods
This report uses reliable and relevant sources of information such as academic, governmental, and industrial sources.
2. [bookmark: _Toc46327144]Assessment and Analysis
The report will make use of Porters Value Chain and the internal elements of a SWOT analysis and Reach Annual Reports (Reach Plc, 2020).
2.1. [bookmark: _Toc46327145]Porter’s Value Chain
The value chain is a process view of Reach which looks at the business as a system, made up of subsystems each with inputs, transformation processes and outputs. Reach engage in many activities which convert inputs to outputs (Institute for Manufacturing, 2016). These activities can be classified generally as either primary or support activities that all businesses must undertake in some form. The following is an analysis of Reach using Porters Value Chain and according to Porter (1985), the primary activities and the secondary are:
2.1.1. [bookmark: _Toc46327146]Primary activities
2.1.1.1. Inbound Logistics
Reach develop strong working relationships with suppliers to improve efficiency and create value. Reach outsource several activities to third party suppliers. Reach have supply of paper from UK/North America/Europe, with long term contracts with two UK suppliers. Reach mitigate supplier issues with business continuity plans, assessing alternatives and contractual protection. Working closely with suppliers is critical as “Since Britain opted to leave the European Union in June 2016, the cost of newsprint has jumped by more than 8% - from £330 per tonne to £360 per tonne” (Bond, 2016).
2.1.1.2. Operations
Reach print a mix of national and regional paid-for and free newspapers and magazines. They operate six print sites and 24 full colour presses which print their own titles and provide print services to third parties. According to the Reach 2019 annual report (Reach Plc, 2019) the following revenues were generated:
[image: ]
[bookmark: _Toc46327183]Figure 1 - Revenue 2018/19
From print Reach primarily made revenue from paid-for publications, advertising, contract printing and events. Print revenues and efficiency were enhanced by selling print solutions to third parties. (From digital reach mainly made money from online advertising and partnerships).
2.1.1.3. Outbound Logistics
Reach rely on close partnerships with wholesalers and retailers.
Wholesale relationships are underpinned by 5-year contracts with key performance indicators. Reach manage wholesaler with daily contact, regular visits, operational reviews, and senior team meetings. Wholesalers must also provide Reach with business presentations to show they are in a stable position.
Regarding retailers Reach know the number of sales each of their daily and Sunday titles achieve in every news outlet in the UK every day. Reach know the type of store format of each retail outlet from information provided by wholesalers. Reach are elite partners with the National Federation of Independent Retailers (NFRN) and attend NFRN half biannual publishing summits to discuss and resolve retailers’ concerns (National Federation of Independent Retailers, 2020).
2.1.1.4. Marketing and Sales
Reach publish newspaper issues that are targeted at certain groups and interests.
An example, the Daily Mirror Next Gen was published which was written and edited by pupils from schools across the UK. The aim of this edition was to allow young people to express themselves about topics that are important to them (Brown, 2020). This issue was popular with advertisers with SEAT cars sponsoring the edition.
Another example is the Daily Mirror Climate Issue which told the story of the climate crises threatening the planet. A planting trees campaign was launched by the Mirror in this issue (Voice of the Mirror, 2019).
2.1.1.5. Service
Reach believe that customers are at the heart of everything they do and operate a reader panel called ‘Your Voice’ consisting of 2000 customers. During 2019, Reach conducted over 40 studies with customers across, using qualitative and quantitative techniques, gaining over 25,000 research response in total. Customer research is used by Reach to inform the Board what services customers want delivered.
2.1.2. [bookmark: _Toc46327147]Secondary activities
2.1.2.1. Procurement
The Reach procurement team evaluate suppliers using questionnaires and surveys to ensure they are ethical and lawful. Currently the main issue that the procurement team must ensure is that suppliers comply with the Anti-Slavery Policy.
2.1.2.2. Human Resource management
Reach use multiple techniques to engage with their staff which include an intranet, staff surveys, ‘Town Hall’ meetings with management, performance reviews and development programmes. Reach also employ an Ambassador Non-Executive Director and engage with trade unions.
2.1.2.3. Technological Development
Reach engage customers by complimenting the newspapers brands with brand websites allowing customers to engage with the journalists and editors. The newspaper brands also have social media accounts that also allow customers to engage with the newspaper.
Reach use technology, receiving daily distribution summaries of the effectiveness of that day’s wholesale distribution and they receive daily files providing supplies and sales data for every news retailer.
2.1.2.4. Infrastructure
Reach have operational support departments such as legal, HR, Creative, Security and Finance.
2.2. [bookmark: _Toc46327148]SWOT
“SWOT is a situational analysis framework used to map out the most definitive internal and external factors currently affecting an organisation” (Target Internet, 2020)
2.2.1. [bookmark: _Toc46327149]Strengths
· Strong brands – In terms of overall reach in the UK from April 2019 to March 2020 Reach has three brands in the top 10 (Johnson, 2020).
· Produce lots of newspapers – Reach have 2 national newspapers in the top 10 circulated newspapers in the UK according to the Audit Bureau of Circulations (Tobitt, 2019).
· Good supply chain management – Reach have a clear procurement policy (Reach Plc, 2020) and own six printing sites (Reach Printing Services, 2020).
· Good journalism – Reach won three awards at the British Journalism Awards 2019 relating to Arts & Entertainment, Science, and Campaign of the Year (Mayhew, 2019).
· High availability of skills – Reach employ 4,573 staff of those 2,567 are involved in editorials (Reach Plc, 2019)
· Good social media presence – Reach have social media accounts for all their national newspapers for example they have twitter handles such as @DailyMirror with 1.2M followers (Daily Mirror, 2020).
2.2.2. [bookmark: _Toc46327150]Weaknesses
· Strong competition – In the top 20 national newspapers only 4 are Reach brands (YouGov, 2018) and digital disruption has caused havoc with sales of newspapers dropping by 55% between 2000 and 2020 (Mayhew, 2020)
· Employee turnover - The figure is quite average as in 2018 employee turnover rate was 15.2%. In the latest Chartered Institute of Personnel and Development (CIPD) Resourcing and Talent Planning Survey the Median rate of labour turnover stood at 16.5% (CIPD, 2017).
· Pricing decisions of newspapers – It is unclear how newspapers should proceed with pricing strategy due to digital competition. Some newspapers rely on cover price some have made newspapers free relying on advertising revenue (Busfield, 2009).
3. [bookmark: _Toc46327151]Conclusions
Reach are working hard to keep their newspapers are going concern against the threat of digital disruption. They are strongly managing their inbound logistics, supply chain and procurement by mitigating risks and using clear policies. With their operations they have invested in their own printing facilities producing multiple newspaper brands. Outbound logistics, they have developed a close working two-way relationship with wholesaler and retailers, while trying to reduce costs. They are marketing by involving groups in some of the decisions about what the newspaper publishes and are taking on customers feedback and acting on it. Reach are investing and engaging with their staff, they are using technology to engage with their customers and have good company infrastructure.
Reach have some good strengths such as strong brands, they produce lots of newspapers with good journalism. They have access to plenty of skills and maintain a good social media presence.
There are weaknesses, they face strong competition, employee turnover should be lower, and the pricing of newspapers is a challenge.
4. [bookmark: _Toc46327152]Recommendations
To keep Reach Plc newspapers competitive in light of digital disruption the following recommendations are made:
Recommendation 1 – Enhance content
Use customer feedback and include more of what is wanted for example puzzles.
Recommendation 2 – Follow what has worked
Implement successes from local newspapers to other regions if a Sunday newspaper is successful in Liverpool its likely to be successful in Manchester.
Recommendation 3 – Keep innovating
Build on the success of the Mirror Next Gen and the Climate issues, carry out more of this to increase readership and advertising.
Recommendation 5 – supply chain and printing
Invest in printing technology and work on improving revenue from third party printing.
Recommendation 6 – focus on success
Continue to review the success of each brand and target decline by either amalgamating brands or unfortunately close the title.
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2019

2018

£m £m
Print 591.3 623.3
Circulation 361.7 362.1
Advertising 152.5 189.0
Printing 38.5 35.6
Other 38.6 36.6
Digital 107.0 91.3
Other 4.2 9.3
Total revenue 702.5 723.9





