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Executive Summary

Introduction

At the start of the Millennium the advent of music streaming as a way to access and store this medium digitally was a wake-up call for the publishing industry and gave those involved an insight into the potential disruption heading their way.

Penguin (and) Random House publishers were, before their merger in 2013 both well respected key players within their sector. In a climate of increasing levels of digital print and e-books the legacy asset that maintains helps to provide a consistent cash revenue within the business itself. In 2016 Penguin Random House held 23.4% of the UK publishing sector ( Fuller 2017).

The principle issues affecting Penguin Random House are the rise of e-readers / e-books (print books offer a higher profit margin) and competition from rival publisher-sellers such as Amazon. Additionally marketing now plays an increasing role in deciding market share as a result of the tremendous increase in demands on consumer time from streaming services, mobile phones, Facebook, Instagram and so on. Literally the time available to read is shrinking for many people.
Within the publishing industry Penguin Random House has managed to create an organisational culture that embraces the opportunities presented by digital disruption and developing technologies to maintain and develop its Superstar status within the industry. The size and resources available within the organisation has actually aided its ability to act in an agile manner to make the most of the opportunities and lessen the impacts of the threats as they arise and face them head on.
Main findings
Since the beginning of the 21st Century the media sector, including publishing has been subject to several different waves of digitalisation. This began with file-sharing, then moved onto streaming, onwards to social media and now the industry is riding the wave of mobile technology whereby apps and increasingly personalised consumer experiences compete for attention and time.

The emerging technologies have enables the option of self-publishing to move away from the image of a rich persons vanity project to an accepted (by the consumer) form of publishing, challenging the traditional methods that remained stable for more than a century.

Therefore using Chaffey’s 6 C’s of online motivation the actions of Penguin Random House can be seen as follows;
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Content - When Penguin Random House merged in 2013 not only was it facing this significant threat to its very core product, they also had to find a coherent method of combining their digital and technological identities without sacrificing the market share and Superstar status of each part. There were more than 700 websites, 6 publishing houses and in excess of 40 imprints to bring together and rationalise (Clearleft Case Study). It was imperitive that the new organisation move away from operating in silo’s and pool its collective brand image to maintain and increase its market share in the face of new digital natives encroaching on its territory.
Customisation

Community

Convienence

Cost Reduction – Penguin was by far the most recognised part of the organisation (100% customer recognition – Clearleft case study) and so naturally this became the customer facing brand. Cost reductions were made by reducing the 700 websites etc. to a single site that represents everything within Penguin Random House.
Choice
During the first decade of this century there was a legitimate threat that the emerging format of e-books would spell the end of the physically published book as the formats and technology became increasingly sophisticated and straightforward to use. Indeed at the start of 2010 and until 2015 the increased market share of the e-book seemed unstoppable (PRH News for Authors Sept 2019), rising from 17% in 2010 to 27% in 2015 (PRH News for Authors Nov 2015). It is from 2015 and beyond that sales of e-books began to level off and marginally drop, whilst sales of physical books bounced back. The cause of this change of fortune and halt (at least for now) of the extinction of the book is in no small part due to digital natives. 
Those young adults and millennials 

When Penguin Random House merged in 2013 not only was it facing this significant threat to its very core product, they also had to find
Conclusion

Recommendations

The following are the considered recommendations for Penguin Random House in light of the analysis undertaken in this report:

· Develop the customisation element of the social media presence in light of the increased interest in reading (physical) books as a result of the COVID-19 pandemic and restrictions placed upon customers in many countries.

· Continue to monitor and react in an agile manner to changes in the marketplace (avoiding complacency)
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