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Executive summary 
This report identifies the systematic analysis of Lonely planet through the use of Porters value chain. It looks at both the primary and support activates that add value to the organisation, and analyses how these do so.  Lonely Planet’s aim is to provide its customers with up to date, and unique travel guides as well as experiences through print and digital formats, by using porters value chain the author looks at weather Lonely Planet is performing well or not in terms of value to its customers, and identifies both its weaknesses as well as strengths. 
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[bookmark: _Toc6957887]1.0 Introduction 
This report aims to support the systematic analysis presentation conducted on Lonely Planet by delivering an external analysis on the organizations marketplace. 

Tegelberg, (2010) explains that the story of the world’s most iconic travel guide books began with the creators Tony and Maureen Wheelers trip from London to Australia. An adventure that prompted them to publish their first guide book and share their experiences with other travelers who were either doing the same thing or wishing for the same thing.

“Ever since company founders Tony and Maureen Wheeler stapled together their first guidebook after an epic trip across Asia, Lonely Planet has put travelers at the heart of everything we do, informing and inspiring them with trusted content for print and digital from experts who visit every destination.” (Lonely Planet, 2019.)

Bhattacharyya, (1997) also goes on to identify that Lonely planet is a trusted travel book that offers its readers a definitive source of imaginative travel by allowing its readers to discover the world through fresh eyes and add original experiences to their wish lists. It is available today as both physical and online content and readers have the choice of purchasing a one off copy, or signing up to a monthly subscribing with monthly costs. Readers from over nine different countries have the opportunity to indulge themselves in Lonely Planets content, and these are currency China, India, Korea, Netherlands, Taiwan, Thailand, the UK and also the USA. (Jani, 2011)
[bookmark: _Toc6957888]1.0 Main Body 
This section of the report looks at the systematic analysis of Lonely Planet, and allows the readers to understand where Lonely planet sit within the industry, and how innovation and digital disruption has been a reason for change within the organization, and is able to help them with future business. 

[bookmark: _Toc6957889]2.1 Porters value chain analysis 
In order to conduct a detailed analysis, porters value chain tool has been used.  the concept of this tool is to look at a series of activities or processes that aims at and adds value to a product at every step during the production process. (Dorri, (2012)


Margaretta, (2012) explains that the value chain activates are then divided into primary activates and support activates. Harding, (1998) agrees with this and goes into more detail which provides us with the knowledge of the primary activates being linked to the creation of the product, while the support activates are there in order to support and help the efficiency of the product by obtaining competitive advantage among peers. 

To fully understand Lonely Planet’s position within the digital media industry, it is important that the industry’s value chain be assessed first.  When users purchase guidebooks from Lonely Planet, they purchase directly from the organization themselves by either purchasing a one off, of subscribing to a monthly subscription that allows them to receive new guidebooks each month. This puts Lonely planet in a negotiation advantage as it is Lonely Planet who are able to determine the prices without any other interference from others. 

[bookmark: _Toc6957890]2.1.1 Primary activities 
Inbound logistics 
The inbound logistics to Lonely Planet refer to the companies appointed guidebook buyers who have chosen them for their definitive source of imagination and allowing the readers to discover the world through fresh experiences and want to explore those experiences. In the case of Lonely Planet, the authors of the guidebooks are trusted individuals who seek to travel to new destinations in order to share their experiences with others and to give recommendations on places to eat, see and stay also. These are all then written down and are created into a readable content for others before being sent off to the publishers who will then publish to users. 

Operations 
[bookmark: _GoBack]Lonely Planet operate in more than 9 different countries around the world, and is available both digitally and physically to its users. It is currently the largest guidebook in the world with 25% of the market with an estimated annual revenue of $1.3b. (Zeitchik, 2017) It was recently bought by NC2 in in 2013 and was taken away from the BBC for $51.5 million due to the organization loosing approximately $80 million in value whilst under BBC’s ownership. (Wheeler, 2018.) this can be seen both as an advantage and disadvantage. The advantage being that Lonely Planet have seen growth in recent years since being taken over by NC2, and the disadvantage being that it has lost a significant amount of worth in recent years that needs to be rectified and sorted. 

Outbound logistics 
There is very little, or no presence of intermediaries in product selling. The majority of the guidebooks that Lonely Planet offer are sold on their website as one of purchases, or as monthly subscriptions. The organization has launched a variety of guidebooks across a variety of countries that offer different reviews and experiences which allows them to have all control on its profit and sales. 

Marketing and sales 
Lonely Planet are not shy when it comes to marketing their content to users and potential users, and their most used marketing strategy is using unique eye clinching images that create a ‘buzz’ that its users want to see more of and explore into it in more detail. It does this by using its online website, and through digital content. Lonely Planet also uses its images and up to date travel guised to help other organizations market themselves. Organizations are able to partner up with Lonely Planet in order to be featured in their own marketing strategy with the hope of creating more revenue and business for partnerships as well as themselves. 

Service 
Lonely planet aims to deliver up to date information to travels who want to explore new destinations and read about other people’s experiences to put into their wish list. The real objective is for Lonely Planet to be the worlds most trusted travel guide book by inspiring travelers with content and print from experts who visit every destination. In order to do this they make sure that they’re marketing is of high quality and professionalism, and that their service is worth its customers purchasing by making sure their value is always kept. 

[bookmark: _Toc6957891]2.1.2 Support activities 
[bookmark: _Toc6957892]Infrastructure
This section includes the departments such as management, finance and legal, all of which are required to keep the business operating successfully and professionally. Due to Lonely planet being a print and digital organization, the designing of building and venues etc. isn’t an issue and the importance is the employees providing their customers with up to date and unique readable content. 

Human recourse management 
The committed workforce is considered a key attribute in the company’s success and growth over the years. Lonely Planet employees lives and breathes travel, which is an explanation on why the organization is so passionate about encouraging others to explore new destinations every day. There are many opportunities with Lonely planet to become contributors etc., and the work culture is believed to be of high standards which keeps the staff motivated and efficient. 

A staff member stated 
“Working with such a talented team, every day is a learning curve at Lonely Planet. I’ve been able to take on some exciting opportunities in a wonderfully supportive and positive working environment and love coming into work to tackle the next challenge!”
McKenzie, (2019)

Technology development 
Lonely Planet is well known for its printed guidebooks and therefor, due to the development of new technology and the high demand of internet and mobile devise usage, lonely planet have had no option other than to turn digital in order to keep within the travel business. The customer base of Lonely Planet are travelers, and as new technology has evolved, the thought of taking a book around or reading a physical book in hand has become distinct.  Today travelers are able to view their content on devices such as mobiles, kindles and the internet which allows them access from anywhere around the world at a press of a button. (Annon, 2014)

Lonely Planet have also launched an app that doesn’t only allow people to show lonely planet content, but also on the go reviews and reconditions for places to stay and visit which works by using the location of the device it is being used in as well as maps that allows its users to see where the points of interest are in comparison to where they are. (Harpaz, 2017)

[bookmark: _Toc6957893]3. Conclusion 
After analyzing Lonely Planet against Porters value chain, it is clear that Lonely planet have benefits that allow them to operate in a completive way against its peers, and add value to the product it is offering to its customers.  

Lonely Planet aims to be the world’s largest travel guidebook by making sure that its human resource activities include people who have the same value and aim of delivering unique reviews and experiences to its customers. It also makes sure that it is up to date with technological advances so that its customers are able to access the product by also being up to date with their technological needs. 

Another advantage that the value chain has identified is that Lonely planet has no very little, or even no presence of intermediaries in its product selling. This allow Lonely Planet to be in charge of its selling and directly sells its products to the customers instead of having to go through other parties. It allows profit control and also price control handled by Lonely planet themselves. 
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