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Executive Summary
This paper analyses and discusses several area of John Wiley & Sons, Inc (Wiley) business structure.  More specifically the business structure assessed is for the purpose of how Wiley is set up to change, adapt and innovate in an industry and period of time where digital disruption occurs at a significant pace.  The methods used to analyse the business structure incorporate; Porter’s Five Forces analysis to determine how Wiley operate during and post digital disruption periods where threats of established rivals, new entrants and product and service substitution exist.  Further capturing how supplier and buyer bargaining power plays a role to Wiley’s business with digital and technological advancements.  Porter’s Value Chain to provide a greater understanding of how Wiley’s strategy not aligns to the requirements within the industry, but how the business is structured and aligned to deliver with a strong customer focus and value delivery.  Then, articulating how the analysis above provides Wiley with a competitive advantage within the industry and allowing the business to change, adapt and grow through digital disruption in the publishing industry.
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1. [bookmark: _Toc24915263]Introduction
1.1 [bookmark: _Toc24915264]Purpose
The purpose of the report is to systematically analyse the John Wiley and Sons (Wiley) organisation and how Wiley has navigated through the digital disruptive challenges and opportunities within the publishing industry.  More specifically, analysis conducted focuses on how Wiley change, adapt and innovate to deliver customer focused value add initiatives through assessing their internal business environment, strategy and the competitive advantage that is and can be gained.
Furthermore, the paper evaluates how Wiley not only links digital disruptions to customer focused initiatives, but how the business aligns their strategy and business units to digital changes faced.
1.2 [bookmark: _Toc24915265]Background
John Wiley & Sons, Inc. also known as Wiley is an American publishing company that focuses on publishing books, journals and educational material both electronically and physically.  Wiley employees approximately 5,000 people world wide in both domestic and international markets and was founded in 1807 by Charles Wiley.  The company has seen a large variety of changes throughout its time since 1807, with the most recent type of change being that of a digital and technological nature.
2. [bookmark: _Toc24915266]The Business Environment
2.1 [bookmark: _Toc24915267]Threat of established rivals
As technology improves over time, the operation of a business must adapt to the changes and adopt principals which will keep the business thriving at a minimum.  In the instance for Wiley, adopting with the technological and digital disruptions was an important venture given some of their direct established competitors such as; McGraw-Hill, Pearson and Tomson Reuters were doing the same thing and were in a prime position to acquire majority of market share had Wiley not taken action.  To overcome the threat of its competitors and remain successful, Wiley embarked on a digital transformation journey which not only incorporated their output of integrating hard copy publications to online, but by also align their human resources and technology driven innovations to gain a competitive digital edge, described Emilia D’Anzica (2017).  Furthermore, Spence et al (2018) comment the publishing industry has developed and thrived through digital innovation whereby printing of hard copy books and articles has dwindled allowing companies to conduct their own data driven analysis to remain competitive within the industry.
2.2 [bookmark: _Toc24915268]Threat of substitution
Through digital innovation in the publishing industry, product and service substitution has been one of the main concerning factors in amongst competitors.  Naturally, the substitution of tangible books and articles alike has transformed to online downloadable files and subscription methods.  Palmer et al (2009) argues, social influencing through digital channels mobilises relevant people to seek products and services.  This in itself partly dictates how the products in the industry are to be received.  Through the data driven analytics, the likes of Wiley adapted to the industries requirements and overcome the possibility of being overrun through product substitution from either their established competitors or new entrants.
Furthermore, more recent developments in the likes of audio books have acted as a substitute to online files.  Audio files are made available to consumers through various websites and apps allowing for greater convenience to people.  This has meant that publishing of audio files has enabled Wiley to adapt to the market, deliver publishing services differently and broadcast with partners through various apps.  Nadeem et al (2018) notes to benefit from digital transformation, greater emphasis on a competitive digital strategy is required.
2.3 [bookmark: _Toc24915269]Threat of new entrants
As the opportunity to leverage digital avenues and channels present themselves to Wiley and the wider industry, they are also presented to businesses who are venturing in to the market.  The digital world makes it easier for business to start given the lower start up costs involved to reach a large number of people in order to solve a problem not yet catered for.  Hence, Koch and Windsperger (2017) note that a business relies on others within the industry to create value in areas not yet explored.  Therefore, Wiley encourage digital innovation to counteract the products and services provided by new entrants to remain competitive.  Through digital innovation, connecting with the consumers for personalised experiences translates to building trust and loyalty to the Wiley brand.  Euchner (2015) argues, personally connecting with customers creates an ongoing relationship, strengthens loyalty and it further encourages a focus on the customer experience outcome.
2.4 [bookmark: _Toc24915270]Supplier power
As the threat of product, services and competitors are assessed through the means of digital disruption within the publishing industry.  The supplier power also has a strong influence to Wiley’s business model.  For example, suppliers who would traditionally print published copies of books, articles and journals along with freelancers who write, proof read and illustrate all have the capability to adjust prices and costs, amend product and service quality and/ or amend product and service availability as a result of technological advancements.  Krolikowski and Yuan (2017) state, when a business has a strong relationship with its suppliers, collaboration between parties increase in order to share information, create dependencies on one another to grow and leverage digital advancements as time progresses.
For instance, as technology advances and publishing online progress bringing hard copy printing to a lower number, may result in the cost of printing to increase as the availability is not as strong as it once was.  Hence, driving Wiley to drive their digital strategy and assess cost verse benefit on non-digital platforms.
2.5 [bookmark: _Toc24915271]Buyer power
Through the means of digital disruption, buyers seek and demand instant communication and transparency from businesses.  In the instance with Wiley, buyer power has encouraged to grow in multiple ways.  For instance, traditional publishing occurs to satisfy those buyers requiring physical copies of journals, books, education, etc., however in addition to these resources, online files are also published to enable buyers instant responses and reading material once published.  Furthermore, buyers have also pushed for further convenience and seek after publications which are verbal in nature and are more commonly known as audio books.  Raff and Schmitt (2009) state, where buyer bargaining power is deemed high, contracts are in favour of buyers to offer and demand for their requirements.  This enabled Wiley to adapt to customers changing needs.  Further, the buyer power has provided Wiley with the opportunity to grow and adapt to the digital technologies that are available for consumers to date, whilst ensuring their core mission is satisfied regardless of channel.
3. [bookmark: _Toc24915272]The Value Chain
3.1 [bookmark: _Toc24915273]Digital Strategy
At a high level, the digital strategy in which Wiley are working towards today is to partner with buyers and suppliers in order to provide advanced innovation and connect buyers though tools and platforms to be successful across higher education, the research community and employers.  Furthermore, Wiley are also working towards closing the digital gap between their products and services with their human resource management and technology development to ensure alignment across the business.  Kess et al (2010) supports and states that a business value to be effective is predominately influenced through strong management of production and delivery services.
In addition to providing an effective strategy and value chain, Wiley ensures that their strategy and value deliverables are also sustainable and pivotable when required, to adapt to ongoing digital advancements to remain competitive and successful.  Phusavat et al (2010) claim in order to sustain an effective business value chain, constant investments and revisiting of strategy is required.  Wiley conduct quarterly periodical reviews ensuring they are at the forefront of digital disruption across the industry.
4. [bookmark: _Toc24915274]The Advantage
4.1 [bookmark: _Toc24915275]Competitive Advantage
Over the course of Wiley’s existence within the publishing industry they have seen many changes take place and more recently the changes of digital and technological advancements.  Throughout these changes, Wiley have been noted as a leader in the publishing industry due to their ability to adapt to market conditions both internally and externally.  Campbell et al (2012) by the same token support that human capital internally to the business is valuable and rare when managed appropriately.
Moreover, Wiley have proven thorough understanding in analysing and acting upon competitive advantage data driven analysis, ensuring focus on product and delivery is valuable whilst costs are appropriately managed.  Davcik & Sharma (2016) reinforce this message by noting marketing resources adapting to industry requirements impact business performance and customer satisfaction.  For example, the digital disruption the publishing industry faced, Wiley pivoted, adapted and focused on delivering products online and in return reduced product delivery time to market significantly.
5. [bookmark: _Toc24915276]Conclusion and Recommendation
In summary, it can be said that Wiley are a well-managed publishing business who have learnt early on in their business operation that understanding the industry requirements and the business model to be successful is significantly important.  This can be seen through the business environment analysis conducted through the Porter’s Five Forces theory.  In addition, Porter’s Value Chain identified Wiley’s digital strategy aligns to industry requirements, but also flexible enough to pivot, innovate and adapt to change when required.  Anning-Dorson (2018) notes, innovation results in gaining insights both about the business and industry resourcing with value to be delivered in future.  Wiley has also proven that key successful management through digital disruption is as a result of aligning human capital and technology internally to requirements consumers seek within the industry.  Overall, the alignment of the business strategy and structure have seen Wiley grow and change at the right time in the right place.
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