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Summary Abstract:

Q1) This report is on the Systematic Analysis of the Organisation in light of Digital Disruption due to Digital Media Technologies in ‘The SUN’ Newspaper. There is enough evidence to suggest that, replacing print with digital is difficult than had imagined, because of reading experience and economic concerns, according to O’Sullivana, et al. (2017). In terms of innovation, newspapers are reinventing strategies while emphasising core strengths, however, the future focus of print newspapers must shift from technical developments to journalists and audiences, states O’Sullivana, et al. (2017). Moreover, more investment in journalists and publishers are needed to strengthen and deepen knowledge on the nature of news and the future of content production, and to develop strategies to take advantage of the digital. There is further research recommended on the relationship between print newspapers and readers, in which empowering readers to comment, suggest, or protest is important considering the audience’s inclination to write as well as read.
Introduction:
Q2) According to Britannia (2021), The Sun was established as a broadsheet in 1964, which became a tabloid daily newspaper in 1969 after being purchased by its current owners Rupert Murdoch’s News Corp. It was published six days a week then seven days a week on Sunday in February 2012 to replace the News of the World, which is the UK’s biggest selling Sunday newspaper, states Britannia (2021). Additionally, The Sun’s average daily circulation is roughly 1.6 million copies of their print edition in the UK and a daily readership of around 4.1 million, and The Sun has the largest circulation of any daily print newspaper in the United Kingdom. The possible areas for further investigation are code and conventions of newspaper covers, which includes layout, use of cover photographs/images, house style, mastheads, and Roland Barthes enigma codes such as headlines used to tease people to want to read certain stories, according to Britannia (2021).

Discussion:

Q3) In terms of the importance of funding, Britannia (2021) states newspapers earn revenue from their advertisements whose purpose is for profit and in terms of figures, £1 in every £7 spent on groceries is spent by a Sun reader. In fact, as readership figures of print news continue to drop and advertisers choosing to leave if figures drop too low, newspapers are under pressure to capture audiences, which is why the purpose of the dominant image, and the main article is to sell papers, states Britannia (2021). The Sun made a loss of more than £250 million through loss of publishing rights and further £50 million to cover legal costs and pay-offs for the ongoing phone hacking scandal, which cost News Corp £366 million in 2016, states Britannia (2021). When it comes to the impact of technologies and convergence, Britannia (2021) states The Sun launched Sun+, which is a subscription service digital entertainment package in 2013, where 117,000 subscribers paid £2 per week to access all The Sun’s regular content, Premier League clips, a variety of digital rewards and a lottery. This allows the subscribers to engage on a personal level due to the brand loyalty created from the subscription, which was one of the ways The Sun adapted to people’s reading preferences, who are ‘reading on the go’. However, in 2015, the paper had to remove the paywall and offer most of its web content for free to compete with major rivals like The Mail Online, which lead to around 1 million browsers per day.
With regards to this, The Sun targets the middle social classes, most of whom haven’t attended higher education, where two thirds of its readers are over 35 years old, 54% are male and its biggest audience share comes from the C2DE demographic, states Britannia (2021). The average reading age of the UK population is 9 years old, and The Sun has a reading age of 8 years, states Britannia (2021). In addition, in way of formatting it’s papers, makes it easier to read at speed on the daily commute and to skim and scan the paper to find specific articles that interest the reader. This led The Sun to becoming “Britain’s most popular paper” as stated by its tagline, as it is an easy read. With regards to the internal analysis, these are related to Kaplan’s (2021) Porter's value chain model, which assesses whether an organisation has a sustainable competitive advantage, which involves breaking down the firm into five 'primary' and four 'support' activities, and then looking at each to see if they give a cost advantage or quality advantage. The Primary activities involves Inbound logistics where a just-in-time stock system could give a cost advantage, Operations where using skilled craftsmen could give a quality advantage, Outbound logistics where a outsourcing delivering could give a cost advantage, states Kaplan (2021). In relation to this, Smartinsights. (2021) states that the RACE Framework is a popular strategy for marketers and managers to review and adapt their marketing strategies, which corresponds with The Sun. With regards to this, this allows marketers to plan, manage, and optimize their customer journeys via applying real-time customer data alongside the latest trends and innovations. Additionally, there are 5-steps to RACE Framework, which empowers digital leaders and start-ups to track and measure their key customer touchpoints and identify opportunities to build on existing strategies to improve their results and accelerate their ROI, these are reach, act, convert, engage. 

According to Skog, et al. (2018), and Feroz, et al. (2021) the concept of digital disruption is often referred to as an environmental turbulence influenced by digital innovation, which erodes boundaries and approaches that were considered foundations for organising the production and capture of value. In terms of digital technologies, they are transforming how environmental sustainability-related issues are measured and controlled. However, there is a lack of research on how organisations should adapt to these disruptions and the capabilities needed to ensure environmental sustainability is incorporated in digital transformation. Therefore, there is the need for more comprehensive studies to understand digital transformation impacts in the environmental sustainability area. This shows that this research can help managers focus on incremental changes like the digitalisation of sub-processes and processes, which will create a better business model. In fact, further research is required on the review and impact of digital transformation in other related sustainability fields such as economic and social domains to identify a common research agenda, states Skog, et al (2018), and Feroz, et al (2021). This shows that many authors stated being able to instigate digital disruption and influence systemic change or exploit accompanying changes in core conditions, are crucial for successful firms in the age of digitalisation. However, digital disruption meaning and relation to other concepts in the digital innovation theories are unclear and there is limited research into how digital innovation triggers the dynamic processes that may generate digital disruption. In addition, digital disruption is combined with disruptive innovation theory. Finally, further research must identify digital transformation capabilities, impact of digitalisation on organisational performance, transformation strategy adding value and enriching this field, Skog, et al (2018), and Feroz, et al (2021).

In terms of digitalisation, The Sun (2019) states that the Sun.co.uk is the online edition of The Sun, which is Britain’s largest newspaper and a member of the UK’s press regulator, IPSO, which believes in the slogan “forward with the people,” because The Sun cares about quality of life, the kind of world people live in, and about people. In fact, The Sun (2019) claims it is more than a newspaper, because to them it is an instigator, an entertainer, a cultural reference point, a finger on the pulse and a daily relationship, has been a campaigning newspaper with reporting focusing on the plight of refuge shelters for abused women and on male suicide. They believe in highest standards of accuracy in its reporting and continues to invest in original journalism in print and online. In relation to the journalistic standards, they work in line with The Editors’ Code of Practice, the industry benchmark for good journalism, which is enforced by the Independent Press Standards Organisation, states The Sun (2019). The Sun (2019) is published by News Group Newspapers, which is part of News UK & Ireland Ltd. The secondary activities of Ports Value chain appear to be related to the digital transformation of the Sun (Kaplan, 2021). Many industry companies will have a similar value chain, which will include activities like obtaining raw materials, designing products, building manufacturing facilities, developing co-operative agreements, and providing customer service, (Kaplan, 2021).

The research shows that the value chain model has many strengths, including offering a generic framework to analyse the behaviour of costs as well as the existing and potential sources of differentiation, states Kaplan (2021). This involves activities that do not add value allowed to be identified and addressed, which can be improved to add value or outsourced. In fact, Kaplan (2021) states it emphasises the importance of (re)grouping functions into activities to produce, market, deliver and support products, to consider relationships between activities and to link the value chain to the understanding of an organisation's competitive position. This also makes it clear that an organisation is multifaceted and that its underlying activities need to be analysed to understand its overall competitive position. Followed by an attempt to overcome the limitations of portfolio planning in multidivisional organisations. In fact, this shows that Porter used his Value Chain analysis to identify synergies or shared activities between them to focus overall, states Kaplan (2021). In terms of weaknesses, Porter's Value Chain model are suited to a manufacturing environment and can be difficult to apply to a service provider, (Kaplan, 2021). In addition, The Value Chain model was intended as a quantitative analysis, which is time consuming since it requires recalibrating the accounting system to allocate costs to individual activities. However, Britannia (2021) states that the Sun was overtaken by rival Metro in March 2018, which once overtook rivals like the Daily Mirror and the Daily Mail and yet is considered the biggest-selling newspaper in the UK. In terms of figures, the Sun had an average daily circulation of 1.2 million in 2020. Over the years, The Sun has been involved in many controversies, which affected them in terms of staffing, finances, legal repercussions, and reputation to name a few, eventually leading them into debt of £63m in 2019, 80% losses also including the COVID-19 pandemic, according to Britannia (2021). To overcome this, they had to sell most of its assets due to reporting that their daily sales of The Sun had fallen 8% to 1.38 million in 2020 and The Sun on Sunday sold an average of 1.16 million copies a week, 111,000 fewer than the year before. 
In contrast, in 2020 News UK instructed Audit Bureau of Circulations that its circulation data should be kept private and would only be shared with advertising agencies in confidence, states Britannia (2021). In addition, in the same year, Daily Mail outshined the Sun, which the Sun stated that their pre-tax loss was more than previous year of around £202m. As the Sun’s value was written down by ₤84m, it was reported to be in effect to zero, which will not return to growth. With regards to this, Smartinsights (2016) states that the 6Cs of customer motivation in a world where the online offer was developing to overcome the effects of digital disruption. The aim was that a model of customer motivation would help define the Online Value Proposition, states Smartinsights (2016). This provides clarity when building or refining a website via the 6C’s template called content, customisation, community, convenience, cost reduction and choice. These allow to assess the benefits a website and online services offers online audiences, as well as those of your competitors. Likewise, The European news (2021), Guardian (2021) and Gerard (2021) states that Rupert Murdoch’s The Sun's days could be numbered. They defined The Mail as sharper, the Star as wittier, the Mirror more caring and the Metro free. They dropped out of the Audit Bureau of Circulation remit along with the Times and Sunday Times whereas the Mail overtook it as Britain’s biggest selling daily paper, the sun now regards sales figures as a “commercial secret”. 
In fact, the News Corp now claims that the Sun is the UK’s most-read online news brand, which has gone from 164m viewers to 119m. They state that the News Corp UK revenue for the year was $898m, down $134m (13%) in 2019 and circulation and subscription revenue fell by $34m because the sales of the Sun were declining at a alarming rate. The reports also show that News Media income across the UK, US and Australia fell by between 25% and 33% compared with the previous year. Similarly, The Campaign live (2020) states that The Sun's strong digital performance mitigates fall in News Corp ad revenue where the Ad revenue for company dropped 5% year on year, of which $7m (1%) was because of "the negative impact from foreign currency fluctuations". In fact, The Sun reached 140 million global monthly users and the News Corp commended The Sun’s "strong" digital advertising growth for the three months ending 31 December 2019, states The Campaign live (2020). The company reported a marginal 1% annual fall in revenue for its news and information division to $16m, however, revenue at News UK, regarding its newspaper grew by 2%, (The Campaign live, 2020). 
With regards to this, Millar and Gill (2017) state that news industry should feel digital disruption to imagine and rebuild a news industry that is audience driven. Therefore, the newspaper industry asked for support to help “make the transition” to digital. In fact, the models that would enable existing news organisations and digital start-ups, to produce sufficient revenue to finance journalism, have not emerged. This requires experimentation, which is conflicting because discourse Media spent two years experimenting and researching models that are emerging in markets that are further along the path of digital disruption as well as the revenue models. This shows that they are focused on creating real value for their end consumers and deepening engagement with their audience rather than attracting as many views as possible. The future and the solution show that it is time to acknowledge that advertisers have been left behind, and to invest in audience-centred strategies to pay for journalism, Millar and Gill (2017). Therefore, the role of government is to contribute any funding intervention that extends the life cycle of advertising models, which is counterproductive and any policy intervention in the public interest should focus on strategically accelerating the transition to putting audiences first, and nurturing competition between outlets to capture their part of that growing market.

In relation to this, Mayhew (2020) states that UK national newspaper sales have fallen by nearly two-thirds over the last two decades, according to analysis of ABC circulation data by Press Gazette. This report shows the Sun, whose total circulation in 2000 was 3,557,336, in 2010 was 3,006,565 and in 2020 was 1,250,634, shows a decline in publication over the years. In fact, several newspapers stopped including bulk sales like those free copies found at airports, hotels, and other venues that the publisher sells at a heavily reduced rate in their circulation figures in 2018, (Mayhew, 2020). Similarly, Smartinsights (2021) states the SOSTAC framework was established and formed an authoritative reputation as the framework of choice for different scales of business including multinational and start-up organisations globally since 1990s. This framework consists of six key areas, called Situation Analysis, Objectives, Strategy, Tactics, Action, Control, which corresponds with The Sun during digital disruption. According to Assemblo (2021), the seven Ps of marketing and includes product, price, promotion, place, people, process, and physical evidence, which are demonstrated by the Sun correspondingly when they overcome effects of digital disruption. In fact, in terms of strengths and weaknesses, Mintzberg's 5 Ps of strategy were developed to suit the different demands and strengths of all organisations, which were Plan, Ploy, Pattern, Position, and Perspective, states Johnson and Scholes (2019) and Kaplan (2021). They state specific strategy can be developed, which takes advantages of strengths, competencies, and capabilities, by understanding and analysing each P against own organisation. This shows firms must be aware of the culture of the organisation and how that may influence decision-making and behaviour when approaching planning. This also shows that the strategic planning process is therefore important to operational success and important to utilise the 5 Ps as a focus during the planning stage to benefit from a successful strategy. 

Furthermore, O’Sullivana, et al. (2017) reviewed the technological initiatives of newspapers, which shows that they continue to innovate and to beneﬁt from innovation by others. This shows that innovation not only relates to the digital, but to print and digital, which are developing in complementary ways. They state that there are five processes called bridging, bonding, migration, automation, and transparency, represent the newspapers as agents, beneficiaries, and subjects of change. In addition, they relate to institutional strategies as newspapers develop and adopt technologies, which also integrate the wider construction of technology across organisation, culture, and audience. Despite the declining revenues in key global regions, newspapers are responding and changing as they have adapted before and the newspaper industry show that the capacity to survive through previous periods of innovation, when news cultures accommodated extensive change. This shows that innovations with which newspapers are experimenting go beyond the five processes, in which experiments with paywalls that charge for online access continue despite doubts. Additionally, the paywalls, topics, attention, and cross-platform features further experiments with the perspective that newspapers are declining, either locked in inactivity “ignoring reality” or making weak adjustments, which will fail. This corresponds with Smartinsights (2021) who states that the online value proposition is a customer value proposition, and USP online for an organisation through communicating the sort of online experiences and content a brand can offer for each site, app, and type of social presence. The Online value proposition involves 7 success factors called, review potential OVPs, select your target audience, research your audience, benchmark OVPs, define your OVP, communicate OVPs, and deliver, review, and improve, states Smartinsights (2021).
Conclusion:

Q4) In conclusion to this, there is enough evidence to suggest that, replacing print with digital is difficult than had imagined, because of reading experience and economic concerns, according to O’Sullivana, et al. (2017). In terms of innovation, newspapers are reinventing strategies while emphasising core strengths, however, the future focus of print newspapers must shift from technical developments to journalists and audiences, states O’Sullivana, et al. (2017). Moreover, more investment in journalists and publishers are needed to strengthen and deepen knowledge on the nature of news and the future of content production, and to develop strategies to take advantage of the digital. 

Recommendation:

Q5) There is further research recommended on the relationship between print newspapers and readers, in which empowering readers to comment, suggest, or protest is important considering the audience’s inclination to write as well as read. There is need for further research into smartphone because it serves as a bridging device between QR codes and online sources and social media also requires further investigation because they model ways to direct users to content, enabling sharing and generating a multiplier effect, O’Sullivana, et al. (2017). This will be relevant to the redesign and repositioning of print newspapers as materialistic objects that meet the needs of today’s mobile and personal lifestyles. This shows how this makes smartphones and social media mediators between making print newspapers more readable on the move, by changing the size of editions and including bridging elements such as QR codes or their successors. The book sector has also been troubled by simplified interpretations and forecasts, which newspapers capitalises on its materiality, books may also beneﬁt. 
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