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Intro 
This report will systematically analyse SB.TV, an online media company and how it utilised digital entrepreneurship. From exploring its start-up roots to critically assessing its current market position. From the presentation (Part A), it was evident that SB.TV’s marketplace was changing in the way it provides its content to its customers. This report will look at the music company in considering digital disruption and the nature of opportunity affecting the industry due to digital media technologies (Schilling, 2013). This essay will assess how development in internet technology changed the consumer dynamics in receiving products offered by the company.


Digital Disruption
SB.TV started as a YouTube channel in 2007, at a time when it was purchased by Google. YouTube was becoming more popular and was a new form of home entertainment for people. SB.TV utilised YouTube and become a disruptor in the field of British urban music. A niche market at the time, incumbent companies such as Channel U who broadcasted the genre of music on national TV, failed to innovate to the changing demands. SB.TV gained access to grants from investors, as well as volunteer manpower, and intellectual capital (Christensen et al, 2006). 
The statement that it will shake ‘‘the core of every industry’’ proved to hold in niche markets of a channel promoting a niche genre of music (Bonnet et al., 2015). The main element of Digital Disruption utilised by SB.TV was digital innovation. SB.TV challenged the existence of dominant firms such as national channels like Channel U. How music was distributed to the existing industries and markets experienced severe systemic effects partially due to the online growth of SB.TV. YouTube allowed SB.TV to build a large following online during a time in which the level of influence of YouTube was unknown (Schilling, 2013). Implying that SB.TV utilised a first-mover advantage (Varadarajan, 2008) with a new technological platform and implemented radical digital innovation to its market (Skog, et al., 2018). Unlike incumbent companies, SB.TV was able to cater to a large audience with a smaller workforce and the ability to run the channel through the comfort of home (Matzler et al., 2018). Like Netflix, SB.TV saw extremely slow growth at the time of launch and little to no profit initially. 
The main disadvantage of being a first mover in a new digital market is that there is a high risk of failure and that revenue streams have not been proven to be profitable, SB.TV saw slow growth and it took 3 years of activity for it to register as an official company, something which could’ve been done quicker if established through existing methods (Murschetz and Schlütz, 2018). SB.TV also possessed a large risk of uncertainty with its new market and transferring customers to its platform, in which founder Edwards himself said he was harder than anticipated (Edwards, 2013). The risk and slow growth have proven to be successful for SBTV in terms of a start-up company back in 2010, the incumbent competitors eventually closed down in 2018, highlighting how it as a disruptor led it to be a successful digitally entrepreneurial company (Jones, 2018).

Porters Value Chain
Porter’s value chain analysis on SB.TV highlights how the organisation has created value. Margin is defined as total revenue minus total cost (Chen et al, 2004). Although no organisation should solely take the value chain alone, it can determine how SB.TV adapts business inputs and converts them into outputs at a value which is greater than the costs. As SB.TV grew its fanbase, the value created and captured increased more than the cost of creating the value with SB.TV, therefore increasing the value margin. A selective analysis is carried out, looking at SB.TV’s HR department, outbound logistics, marketing, and sales as well as its services.
	HR Department
SB.TV has a relatively small HR department, however, it outsources a lot of the people needed for its work. In 2018, SB.TV began serving apprenticeship along with the UK government to train people in media (Longenecker et al, 2013). This diversified SB.TV’s HR department implemented a new social practice of hiring employees; this allowed the company to reduce competitive pressure based on (Mayo, 2005). Apprenticeships also allow the company to achieve cost minimisation by utilising the training costs with their relative returns. SB.TV relies on its employees’ talents and expertise to give it its competitive advantage, and its dependant on this to increase the importance in the value chain (Hedley, 2017; Peachey, 2020).
	Operational Activities
Operational activities are equally important, it needs to assemble the materials needed to launch its content to the market. This includes recording videos, setting up studio sessions and the equipment needed to process the end product to launch into the market (Lawton, 2018). SB.TV now utilise a “less is more” attitude to its production, which allows them to create only high-quality content unlike before, this ensures the competitive success of the organisation as its customers know they are only getting high-quality content form the company (Hedley, 2017). This also increases productivity, as it is set on fewer tasks which assist SB.TV to achieve steady economic growth, enhance profitability and set a strong basis for competitive advantage.
	Outbound Logistics
In terms of its outbound logistics, the product is delivered through news information on the website as well as completed music videos uploaded on the site. The main activities this includes is recording the videos and music as well as editing it, with YouTube acting as the intermediary. Its main logistics activity is distributing the end product and does this through its online presence on YouTube and social media (Hedley, 2017). SB.TV has optimised its outbound logistics to explore its competitive advantage source by making a lot of the work associated with its social responsibility achievable including the apprenticeships for youth which fall under education and reduction of crim (Peachey, 2020).


	Marketing and Sales
The marketing and sales stage highlight the benefits and differentiation points of the content provided to entice customers that SB.TV is the source to get their music from. Since SB.TV is only a platform, the musicians who utilise the platform are the ones who are involved in promoting the content on SB.TV to their fans. This will highlight the content showcased by SB.TV (Koc & Bozdag, 2017). The company is focused on the benefits and differentiation points of its offered products to persuade its customers that its content is better than its competitors. Although it focuses on producing low quantity but high-quality products, the company can only create value until it invests on the marketing and sales activities. SB.TV’s marketing and sales activities include advertising over numerous platforms, promotional activities with musicians. The online company can implement a marketing funnel approach to structure its marketing and sales activities. SB.TV’s marketing strategies include promotional campaigns with clothing brands worn by its customers including New Era and Mercedez (Saatchi, 2018). It can, however, push competitive dynamics by better positioning itself in the market. Some may argue that its competitors like GRM Daily and Link Up TV have become the chosen platform by musicians to spread their music. The birth of the genre afro-swing, which has seen an increase in popularity has been implemented by these platforms but not SB.TV. The music platform can add this sub-genre to their music. This increases its competitive dynamic and allows it to stand out from the future of competition. SB.TV should also minimise the risk of diversifying its genre far from its original roots as it can cause it to lose its original fanbase (Schilling, 2013).

Services 
SB.TV can implement pre-sale and post-sale services and ensures that the company plays an important role in developing customer loyalty. Customers across its platform consider post-sale services as important as marketing and promotional activities. The company can offer its suppliers of content more services than just providing them with a platform to share their music, this can include providing them with services that allow them to put their music on other platforms such as Spotify or Apple Music, allowing them to access multiple streams of revenue at ease. This will allow it to increase its services easier, e-WOM can be implemented by SB.TV with specific artists across platforms not just on YouTube, to spread awareness of the content they are providing as a form of buzz marketing, it should do so in a manner which avoids damaging the reputation of SB.TV. It can do this by using it as a tool to spread positive words on the type of music it has on its platform. Whilst implementing this, SB.TV needs to do it in a timely and efficient manner. 

It is a vital SB.TV does not solely rely on the Porters Value Chain, this is because the model only looks at competitive success based on values exceeding cost. The costs of implementing this model include SB.TV losing its overall vision strategy by splitting its operations into different activities (Dorri et al, 2012). Split into primary and support activities may not be separable, especially in an internet company like SB.TV which has increased complexity (Schilling, 2013). The process of dividing can be time-consuming and looking for the required data could be difficult for SB.TV. This suggests that if the company aims to implement an effective value chain, it requires familiarity and detailed expertise (Hergert, 1989).

Conclusion
Inconclusively, SB.TV has utilised digital disruption to successfully become a first-mover company in implementing a new form of technology to develop a platform that changes the way customers receive grime music. A value chain analysis on SB.TV showed that the company has implemented various techniques on how they provide a measurable benefit to its customers whilst remaining profitable. All in all, it is worth noting that despite adapting to new technologies, SB.TV should understand that it is operating in a fairly new and changing environment in and that digital disruption will occur constantly when working in a market that has become technologically dependant. It also invokes high risk so the company should also look at ways in which it could diversify and expand as its competitors are closely catching up or else it may face the same fate as its incumbent competitors. SB.TV gains its value from various departments across its company but can focus on offering more after-sales services and e-WOM marketing within its company. Additionally, as a company that has all its components close together, it should use the value chain model as indicative or else it may lead the company is losing its overall vision. 
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