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Part A- Organisation’s Marketplace
The Daily Telegraph, also known as The Telegraph, is one of the oldest newspaper companies in the UK media industry. The Telegraph was founded in 1855 by Arthur Sleigh and has had the largest circulation of UK newspapers ever since. However, changing technology is one of the disruptions that have affected the newspaper industries and they have impacted the Telegraph leading to a significant reduction in the number of print newspapers distributed annually from about 1.4 million in 1980 to 281,025 in 2018 (Mayhew, 2018). Sparks et al. (2016) affirm that digitalisation has negatively affected the newspaper industry globally by making newspapers lose their distinct role of providing detailed news and information, advertisers preferring online competitors and newspapers not being able to retain their market share in the internet environment and the remaining customers being reluctant to pay due to the availability of free alternatives. Due to these factors, newspaper industries are suffering economically as their revenues decline by the day. As such, throughout this section, this paper will assess the marketplace of the Telegraph by looking at how changing technology, regulatory measures, and consumer dynamics are influencing the organisation’s market position.
Changing Technology and the Newspaper Industry
Technology has changed the way people access information from monthly periodicals to weekly ones, to radios and to families gathering around the TV to watch shows together and eventually to portable media devices where every person can access information even as they travel. In an interview on how technology has disrupted the newspaper industry, James P. Mahon a news editor with Tennessee’s WDEF News 12 stated that “traditional news will be no existent in the next 15 years, but media audiences will continue to crave real stories (Boitnott, 2019)”. The rise of digital platforms to access information such as Twitter and Facebook have provided convenient and real-time sources of News which have reduced the relevance of newspapers. The Telegraph has been experiencing a consistent reduction in their market share as most of their customers prefer alternative sources of News. In their 2018 financial report, the executive at the Telegraph acknowledged the decline in their market share by indicated that their revenues have been declining marginally year on year as they had expected, from £285.7 million in 2017 to £278.1 million in 2018 and the 5.8% fall experienced between 2016 and 2017 (Telegraph Media Group, 2020). The company attributed the drop in revenue results to the decline in print advertisement and circulation. To ensure that the Telegraph survives in the media industry amidst changing technology, the company has embraced the use of digital platforms in addition to print papers to ensure that they provide their customers with real-time information. One of the company goals is "to become a digital news brand that continues to deliver the highest-quality, trusted, award-winning journalism, 24 hours a day, across all the platforms that are used by their customers" (The Telegraph, 2020). To attract new customers, the Telegraph has included a website and an app that provide the Daily Telegraph, the Sunday Telegraph print titles and the edition app to their customers digitally. The Telegraph uses the app and its social media presence on Facebook, Twitter and YouTube to attract and retain new clients amidst changing technology. For a company that distributed over 12 million copies annually in the 80s and 90s to be operating intending to have at least one million subscribers on their app by 2023 is a clear indication that the organisation’s market position is volatile and has been greatly affected by the changes in technology (The Telegraph, 2020).
Consumer Dynamics
Everett (2011) notes that the rise of information-hungry consumers is one of the dynamics that has affected the newspaper industry. Everett (2011) also elaborates this dynamic by indicating that modern consumers prefer to receive information from multiple sources and not from individual companies. In the past, readers would pledge their loyalty to one or two media companies that meshed their interests, political views and localities. However, the internet now allows individuals to choose the information they prefer due to the availability of multiple online sources. The Telegraph faces this challenge where customer loyalty has decreased significantly as their clients prefer to have multiple sources of information. In their 2018 report, the company indicated that they have had significant challenges stabilising their revenues since they do not have access to a significant share of loyal customers (Telegraph Media Group, 2020). As such, the company targets to use its digital app to reach 10 million registrants and 1 million subscribers by 2023 (Telegraph Media Group, 2020). Kirchhoff (2009) notes that the newspaper industry globally is in its worst financial position since the Great Depression and it is likely that its market position will continue to decrease as the number of consumers’ decrease, and the Telegraph’s current market share holds to this.
Regulatory
Section 40 Article 19 provides guidelines for media regulation in the UK and indicates that the print media is essentially self-regulating given that there is no statutory press council or requirement that journalists be registered with any particular association (Ruth and Mendel, 2018). The Press Complaints Commission that was set up in early 1991 is the only body that oversees the operations of print media companies by responding to complaints and setting up a code of practice (Carne and Jessop, 2018). Nevertheless, the commission is comprised of British editors and publishers which ensures that they do not set up any regulations that would harm the industry. The code of practice revolves around ensuring that they respect public interest by ensuring the accuracy of information, respecting privacy, upholding confidentiality and avoiding discrimination (Ruth and Mendel, 2018). A statement issued by Nick Hugh the Chief Executive Officer concerning the vision of the company focused on the disrupting role of technology where he indicated that the goal was to focus winning in the 21st century (The Telegraph, 2018). Therefore, regulatory measures have not influenced the organisation’s marketplace in any way and the only opportunity for the Telegraph is to continue investing in its digital presence and credibility to attract and retain a significant market share to ensure they survive in the industry.
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