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[bookmark: _Toc6180717]Abstract
This report has considered the different elements of disruptive digital innovation that has affected a national charity: The Empowerment Network United Kingdom (TENUK). Such elements include the changing technology, the social value chain. The report concludes that TENUK continually adapts itself to new technology and therefore creates sustainable competitive advantage over other domestic abuse charities in the sector.
[bookmark: _Toc6180718]Introduction
This report will examine how TENUK has been disrupted through digital innovation. Contini and Lanzara (2009, p.1) introduced the topic of disruptive technology within the public sector: “It is commonplace that the rise of the internet offers the public sector a great deal of opportunity for change, and visible changes have indeed taken place…” TENUK (2019) began in 2015 by delivering face-to-face and helpline services in Bristol, however in 2018, it was decided to pursue a digital strategy, by converting to delivering online-only services. This is to provide service-users with an instantly accessible, anonymous, secure and environmentally-friendly service that will be autonomous for the charity to maintain and deliver.
[bookmark: _Toc6180719]Organisation Analysis
[bookmark: _Toc2786561][bookmark: _Toc6180720]Digital Disruption
[bookmark: _Toc2786562]Changes in digital technology have disrupted all business functions of TENUK, particularly that of fundraising, whereby all donations to the charity have been collected online through the Charities Aid Foundation secure transactions site. Lee, Berniker, Van Wyhe and Johnson (2007, p.40) defined such activities as ‘e-philanthropy’: “…the e-philanthropy model is a disruptive innovation that fundamentally changes the traditional approach of gift-giving and charity donation.” Austin (2001, cited by Lee et al., 2007, p.40) expanded this term to include the recruitment of volunteers online too, which is something that TENUK also do via Do-It, which is the national volunteer online brokerage service – much like a job-site for volunteering opportunities. All TENUK volunteers also work solely online using cloud-based tools, and so TENUK can really be seen to be adopting innovative technology and becoming a disrupter within the charity sector. In terms of volunteer recruitment, Dhebar and Stokes (2008, p. 497) stated that:
“…organizations may find it easier to recruit and engage volunteers online, especially skilled professionals beyond their home geography. For volunteers, the online context presents new opportunities for access to those otherwise limited by schedule, distance, or physical disability.”
With this in mind, TENUK’s volunteers are based all over the UK (some even internationally), and they are able to perform their roles flexibly, through remote working. TENUK is currently conducting research into the conversion from face-to-face and helpline services to 100% online support services, and so Tidd and Bessant (2016, p.44) considered this as the ‘specific phase’:
“As the concept matures still further so incremental innovation becomes more significant and emphasis shifts to factors like cost… Product innovation is increasingly about differentiation through customization to meet the particular needs of specific users.”
And so, as a result of the research, TENUK will adopt innovative digital technology to create value to its service-users. The charity is also developing its marketing strategy by rebranding its identity through a new logo and new website to host the new digital support services and to better convey their digitally disruptive approach to tackling domestic abuse in this perfectly-competitive market. Bones and Hammersley (2015, p.84) found that: “Choosing a brand-led approach is particularly appropriate when you are introducing either a new product or a new service into an established market.” TENUK is doing just that, introducing new digital support services to an established market hoping to disrupt the sector through innovation. The Centre for Acceleration of Social Technology (2017) conducted a sector audit and found 88 domestic abuse charities (or ‘incumbents’) in the marketplace, and so TENUK has to work hard on developing a unique value proposition through its identity and digital service offering.
[bookmark: _Toc6180721]Value Chain Framework
Porter (2004a, p.33) defined competitive advantage as stemming from:  
“…the many discrete activities a firm performs in designing, producing, marketing, delivering and supporting its product. Each of these activities can contribute to a firm’s relative cost position and create a basis for differentiation.” 
Porter elaborated on these ‘activities’ by developing the ‘Value Chain’ framework to examine primary and support organisational activities in detail, to discover how they can each create value for the organisation. Williams and Lewis (2008, p.657) expanded upon this framework by studying its application in public sector organisations, such as charities like TENUK: “…public sector organizations maximize actual and perceived efficiency and effectiveness in service delivery by understanding the linkages between value activities within the value network or web.” For primary activities, TENUK is becoming autonomous and digital, so the charity’s ‘Inbound Logistics’ will only be concerned with web development and maintenance of user services. Core activities such as ‘Operations’, ‘Outbound Logistics’ and ‘Marketing’ will all be managed by TENUK volunteers who have been recruited and trained specifically to create value within these digital activities. For support activities, TENUK will also be utilising the volunteers’ excellent IT knowledge to provide effective and efficient support activities, such as ‘Procurement’ of the web-hosting and the ‘Technological Development’ to design and implement the digital support services. Such things as ‘Human Resources’ and ‘Infrastructure’ will be provided through the Chief Executive Officer, who leads the charity, whilst also recruiting and managing the volunteers. Williams and Lewis (2008, p.657) concluded that the value chain will likely be more complex for public-sector organisations, due to the multiple stakeholder groups that are be catered to. Teltscher (cited by World Trade Organisation, 2013) also studied the value chain for third sector organisations and highlighted the importance of “bridging the digital divide”: “ICT services… should be seen today as critical infrastructure, just like energy, water or roads. So, they are becoming indispensable for the whole economy.” Mehrotra (2015, p.46) agreed with this necessary integration of digital innovation and introduced a social value chain framework. However, there are many risks for charities, if this integration if not performed correctly it impacts an organisation’s competence to “market, sell and extend its brand”:
“Failure to effectively implement an integrated social media strategy and tactics across the entire Value Chain could potentially lead to lower revenues, slippage in market share, increased financial exposure risk and more.”
Therefore, TENUK will have to create high-quality motivational online content in order to engage prospective service-users, funders and volunteers to maintain or increase their market share in the charity sector.
[bookmark: _Toc6180722]Marketing Mix Framework
TENUK used the Marketing Mix framework (cited by the Chartered Institute of Marketing, 2015) to break-down and further explain its mission, by dividing it into the 7 P’s, which are Product, Price, Place, Promotion, People, Process and Physical Evidence. TENUK are currently in the process of performing market research into which digital bystander intervention support services they should deliver, and so rather than examine each of the 7 P’s, only Product and Promotion will be examined within this report. For Product (or in this case ‘Service’), TENUK has provided face-to-face support services, however it was not providing the positive social impact that was desired, so they have devised a digital strategy to convert to online-only services to meet consumer demand for innovation, anonymity, accessibility and security.  For Promotion, TENUK has previously used printed marketing materials, however with the implementation of the digital strategy, they will promote their services online using email networks, their website and social media channels and so in order to do this, TENUK must keep ahead of digital innovation and changing technology.
[bookmark: _Toc6180723]Changing Technology
Using Atkinson and Ezell’s (2012) framework entitled ‘The 8 I’s of Innovation Policy’, this report will now examine TENUK’s use of new technology. The 8 I’s are Inspiration, Intention, Insight, Incentives, Investment, Institutional Innovation, Information Technology Transformation, and International Framework for Innovation. From this list, the ‘Information Technology Transformation’ will now be explored in relation to how TENUK will be transforming through adapting and adopting to new technology. Following on from the above framework, Atkinson and Ezell (2012, p.256) found that: 
“…the defining features of many of today’s innovations is their basis in information technologies – computers, software and telecommunications. As such, economic success depends upon accelerating digital transformation…”
TENUK is redefining it’s features by integrating innovative technology into all of its activities, for example, all their volunteers perform their roles remotely, from their personal internet-connected devices. It is therefore not the responsibility for the charity to provide the most up-to-date hardware to enable them to work productively. The Chief Executive Officer has only basic knowledge of technological advances in relation to the charity sector, and so McKay and Marshall (2004, pp. 218-219) studied managerial IT awareness and stated that: 
“It is not reasonable to expect managers to know and understand all that an IT specialist does, but it is necessary for them to be aware of the importance of information and knowledge in their activities, and areas of responsibility and in the implementation of business strategies.”
Luckily, TENUK’s Chair of the Board of Trustees runs his own Business Management Software company and so is a vital source of Information Technology knowledge for the charity. The Chair has also negotiated free licences for all volunteers to access all Microsoft Office applications for their work.
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[bookmark: _Toc2786566]To conclude, after utilising the Value Chain and Marketing Mix (7 P’s) frameworks to analyse the charity, and also investigating how digital disruption has affected TENUK’s use of technology, it is evident that the charity is continually adapting to digital disruption and will therefore be able to continue to create value and provide sustainable competitive advantage within the charity sector.
[bookmark: _Toc6180725]Recommendations
TENUK should investigate every aspect of its primary and support activities to see how digital innovation can create value to its multiple groups of stakeholders. 
TENUK should also fully utilise e-philanthropy in its fundraising and volunteer management, abided by new digital-based guidelines placed upon it by regulators. 
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