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Digital Entrepreneurship
Part B- Systematic Analysis
A New Business Model
Sparks et al. (2016) compared the impact of digital media on newspapers by looking at responses from China and the United States and identified that adapting a business model to cut operating costs, raising new sources of revenue and changing journalistic practices were some of the ways that newspaper industries are coping with the disruption in the industry. In his book, Briggs (2012) also agrees that companies in the media industry should raise new sources of revenue by focusing on entrepreneurial journalism. Briggs (2012) describes entrepreneurial journalism as a field of media where content-creators come up with businesses and services that can make money especially in this age where consumers are expecting to access information for free. Entrepreneurial journalism correlated with digital entrepreneurship because journalists and media companies use digital technologies to create ventures and businesses that can generate an income. Affirming the need for digital entrepreneurship in the media industry, Briggs (2012) states that the ignorance of journalists on the effects of technology is one of the reasons that companies are facing the threat of failing and suggests the need to adopt new business models. Just like these two authors indicate the need to adopt a new business, the Telegraph has also identified the need to use a new business model where in his statement, the CEO indicates that after leading the way in the 19th and 20th centuries where circulation was the key determinant of success, they have identified that it is time to evolve their business (The Telegraph, 2018). The Telegraph has embraced a new business model that focuses on the digitalisation of their processes using the Telegraph app. Using this model, the company aims at increasing its market share by having loyal customers who have registered on the app and subscribed to receiving the digital Daily Telegraph and Sunday Telegraph. To ensure that this new model of business is inculcated in the corporate culture, the company has set a clear vision of having 10 million registered customers and 1 million subscribers by 2023 which has been shortened as 10-1-23 to provide a constant reminder to all the stakeholders (The Telegraph, 2018). To achieve this goal, the company is advertising its app on its digital platforms such as Twitter, the website and YouTube with a pop-up message that encourages their users and visitors to subscribe for free for the first thirty days and pay an affordable rate thereafter. Ingenbleek and Ruud Frambach (2013) describe this strategy as penetration pricing where a company sets a low price to enter a competitive market and raises it later. The Telegraph is encouraging its customers to subscribe by offering free services to ensure they capture their interests and preferences and raising the prices later.
Although the Telegraph has noted that the plan is working having achieved about 6.4 million registrants and 442,386 subscriptions by March 2020 (Telegraph Media Group, 2020a), the company has incorporated the aspect of efficiency in their digital model to help lower their operating costs and increase profitability. In their report, the Telegraph indicated that it is working towards a sustainable model of business where they are incorporating multiple types of information to ensure that they attract and maintain a wide range of customers (Telegraph Media Group, 2020b). This move aligns with the organisational goal of providing world-class centre-right journalism and they have incorporated global news including articles on politics, health, fitness and the modern family editorial sections, women sports and a section on technology (Telegraph Media Group, 2020b). The executive notes that incorporation of these news articles will help them to deliver their strategic plan of increasing their subscribers as they meet the interests of their potential clients globally. The newspaper industry has faced a significant reduction in advertising revenue and the incorporation of these sustainability measures will ensure that the Telegraph can earn a consistent source of income as more customers become interested in subscribing.
Customer-relationship Management
Focusing on the disruption in the newspaper industry and the increased need for corporate entrepreneurship, Karimi and Walter (2016) suggest that companies should adopt a business model that has a linear association with corporate entrepreneurship activities. Karimi and Walter (2016) indicate that such a business model ensures that companies in the newspaper industry are prepared to take risks, be proactive and autonomous when engaging with the disruption that the industry is facing. The Telegraph has identified that when adopting the digital business model, they should prioritise customer relationship management (CSR) as one of the corporate entrepreneurship activities. In the vision statement delivered by the CEO, he states that the heart of the corporate vision is to build communities around the audience that consumes their journalism (The Telegraph, 2018). The company aims at achieving this by building closer and personal relationships with their customers using social media platforms to engage with them directly. As Alrubaiee and Al-Nazer (2010) indicate, engaging with customers is an aspect of relationship marketing and it helps a business to identify the preferences and interests of their clients which ensures that they provide services and products that meet their expectations. As customer expectations and needs are fulfilled, clients become more willing to spend their time and money with a company that values them and this improves customer loyalty.
Some of the reasons that have negatively affected customer loyalty in the newspaper industry include accusation of news coverage influence by advertisers, engaging in stereotypic discussions such as Islamophobia and premature obituaries. The Telegraph has been a victim of all these problems most recently in April 2019 when the Business Insider reported that Facebook had partnered with the Telegraph to publish articles praising Facebook for downplaying fears associated with the use of technology (Price, 2019). In January 2019, the company was also accused of falsely reporting that Ahammed Hussain was leading a Scout group and the police were investigating his involvement in terrorism and antisemitism (The Telegraph, 2020). The Telegraph was later required to offer an official apology to Hussain for publishing a report with falsehoods and compensate him financially for the damaged incurred (The Telegraph, 2020). Given that one of the reasons that customers prefer to have a wide variety of sources of information is to ascertain for credibility and non-prejudicial information, these events may negatively affect the company’s reputation as customers feel that the news delivered cannot be trusted. As such, Fatma et al. (2015) suggest that companies whose reputation may have been damaged can use corporate social responsibility (CSR) as a strategy to rebuild trust with their customers. Cone Communications, a company in the media industry, conducted a study to determine customer perspectives on making purchase decisions from organisations that engage in CSR versus those that do not. The findings indicate that 91% of the global consumers surveyed expect that companies operate responsibly to address social and environmental issues in addition to making a profit, 84% indicated that they look for responsible products and 90% indicated that they would boycott a company if they identified that it was socially irresponsible or engaging in deceptive business practices (CONE Communications, 2015). Given that the Telegraph runs a charity appeal annually during the Christmas season focusing on different charities, the company should use their CSR activities to play the mediating role of building trust with their customers who may have heard of their deceptive practice as (Fatma et al., 2015) suggest. Using the CSR strategy will help the Telegraph to rebuild its reputation and gain a competitive advantage by attracting over 85% of global consumers who prefer socially responsible companies and this will ensure that the company will survive the disruptions in their industry.
Hiring Talent
In the vision statement, Telegraph’s CEO notes that the use of the new business model is a call for the company to prove its ability to be innovative as the company evolves to embrace a commercial perspective that is more data-led and where operations focus on an improved, automated and personalised customer experience (The Telegraph, 2018). As such, the company has invested £10 million in strengthening its team by training for talent and adding new hires. The company hopes that as it invests in the professional development of its team, it will inspire them to believe in the organisational vision and deliver the world-class standards that are expected of the company. Given that the new digital model is operating on a global perspective, the company is also ensuring that they improve diversity to ensure that the workforce is well representative of their customer base (The Telegraph, 2018). The disruption in the media industry coupled with the new business model that the company has had to embrace will cause a change in the organisation, and when the employees are not involved adequately involved in the process, they may resist the initiative. Therefore, the strategy to ensure professional development for the team is an aspect of involvement in decision making because it will inspire the workforce to commit to ensuring that the vision is achieved (Saks and Gruman, 2014). From this systematic analysis, it is evident that the Telegraph has embraced the change in the media industry and make adjustments in all the critical aspects of their business. The Telegraph is adequately prepared for the changes in the marketplace and the profound change they are making will be clear because their vision is spelt out.
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