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1.0 Introduction 
In this report it will be critically analysing the internal structure of Wales online news publisher. 
With relation to this report it will also include the porters value chain within this report to show the developments and further redevelopments of new areas to expand the business and create a clear vision of sustainability for reporting news within the U.K and in particularly the Welsh Boarders. 
 Wales online was created within the merger of media wales and south wales evening post, in regards to this merger south wales evening post still continues to operate on the tangible product and service and Wales online will deliver the same content to a wider scope of audience within the Welsh region. The articles that are posted are usually posted within a social media accounts as well such as the likes of Facebook, linked in and twitter. 










2.0 Porters value chain 
2.1 Inbound logistics – 
In relation to the inbound logistics within Wales Online, these come in a tangible assets and intangible assets. going into more depth on the tangible assets this will include the machinery that creates the paper for the south wales evening post as well as in the inbound logistics of the intangible assets such as monitor to store big data within the company. With also the capability of the digital infrastructure within Wales online ltd it has more of a impact than both south Wales evening post and media Wales in terms of collective data (Wales Online , 2018). 




2.2 Operations – These are the transformation activities that change inputs into outputs that are sold to customers. Here, your operational systems create value. By using the collective data and how the impact of a digital transformation to Wales online has changed itself from preparing a day before on what to print to now putting essential and key articles on its web page within fifteen minutes within the ethnographic approach to its customers by intertwining faster and relatable delivery , Wales online must look at the segmentations of its consumer chancel to create content relatable to them. This can take a lot of operations to rely on by outsourcing some articles to third party writers and even fact check as quick as possible, the operations of Wales online must be seamless (Coleman, 2010).

2.3 Outbound logistics – These activities deliver your product or service to your customer. These are things like collection, storage, and distribution systems, and they may be internal or external to your organization. Within Wales Online distribution system, it overlooks the key processes within the organisation by looking external and internal marketing strategies to create the right business model within the current stage of the organisation, with more and more digital media companies applying algorithms to its current platform to cater to each individuals needs Wales online needs to provide a transparent service to keep on top of its competitors (Diakopoulos and Koliska, 2017). 
2.4 Marketing and sales – These are the processes you use to persuade clients to purchase from you instead of your competitors. The benefits you offer, and how well you communicate them, are sources of value here. Within every value chain, marketing and sales are essential to any organisation to keep the cycle of the products and services to grow but more importantly to be sustainable within its sector. One of the main reasons why Wales Online has grown over the years it is because of the push of sales, marketing and retention of local businesses who want to advertise on such a large scale of platform within the welsh regions. To create more sales for wales online as a organisation it must look on its peers for new developments of income, with the suggested ads used within each video wales online publishes to help promote industries to the consumer market (Rodriguez, Peterson and Ajjan, 2015).
2.5 Service – These are the activities related to maintaining the value of your product or service to your customers, once it's been purchased. Wales online have introduced a subscribers fee to help boost the sales and revenue within its organisation, with changing the organisations stratagey of not just looking at the revenue from tangible products ( newspapers) or advertisement it has also conducted adless video content for its exclusive memberships, this has been followed by many digital media companies by reducing the time of streamed content (Oestreicher-Singer and Zalmanson, 2013).


3.0 Support Activities
These activities support the primary functions above. In our diagram, the dotted lines show that each support, or secondary, activity can play a role in each primary activity. For example, procurement supports operations with certain activities, but it also supports marketing and sales with other activities.

3.1 Procurement (purchasing) – This is what the organization does to get the resources it needs to operate. This includes finding vendors and negotiating best prices. With the purchasing power within Wales online, there is a considerable amount of overhead attached to wales online this can be brick and mortar to essential IT repairs, all media companies within the United Kingdom must adhere to be more frugal on cost management as majority of media companies are solely relay on advertisement transactions. (Jayaram, Manrai and Manrai, 2015).




3.2 Human resource management – This is how well a company recruits, hires, trains, motivates, rewards, and retains its workers. People are a significant source of value, so businesses can create a clear advantage with good HR practices. With the evolution of organisation implementing itself into the digital era, the human resources must be developed. Although it is accounted as a secondary and a support to the primary value chain it still plays a big part in acting as one of the essential roles if the organisation was striped back to its skeleton staff (Vosburgh, 2007).

3.3 Technological development – These activities relate to managing and processing information, as well as protecting a company's knowledge base. Minimizing information technology costs, staying current with technological advances, and maintaining technical excellence are sources of value creation. Although Wales online are in a strong position within the welsh market to expand to a even bigger market and look to compete with the likes of major competitors Wales online must look at the technological developments of software’s such as customer relation management systems to help analyse how its consumers react to the content that has been produced by Wales online(Adebanjo, 2003).
3.4 Infrastructure – These are a company's support systems, and the functions that allow it to maintain daily operations. Accounting, legal, administrative, and general management are examples of necessary infrastructure that businesses can use to their advantage.




4.0 Recommendations 
With recommendation to wales online in relation to this report, would be to look at the technological systems to create a faster pathway to create more content for the consumer. With that also for a suggest incline on target marketing in relation to web 4.0 to let the AI processer to adapt the current needs or big data collected by Wales online to help produce quality content to the consumer. Wales online could implement more into a subscription-based network to not pile loads of advertisement to their customers and help build a much stronger trust between the organisation and its consumers(Payne, 2012) With social media, Wales online has a very strong presence within the Welsh regions, as social media networks are adapting very fast and usually are the pioneers in new technological advancement, Wales online could look at a strategic partnership with one of the leading social media network such as Facebook (Lewis et al., 2008). With a recommendation on expanding into the social media market to attract more consumers to Wales Online is essential to help sustain the organisation and give a consistent cash flow, with major industrial suppliers are in partnerships with Wales Online it could also look towards more digital marketing campaigns and outsource some marketing segments to help sustain and build a more transparent business model (Hanna, Rohm and Crittenden, 2011).
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