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1. Introduction
This report will give an analysis of The Guardian newspaper in the context of digital disruption. Specifically, an assessment will be made of how the changes in digital technology, industry regulation and consumer habits have affected The Guardian and how it has adapted to them. As the report will highlight although The Guardian is a well-established newspaper it has responded well to the digital disruption in its marketplace. It was an early adopter of internet news content and continues to invest its resources in improving this medium to its readers. Also, its funding model is both innovative and inclusive. If anything digital disruption has strengthen not weakened its market position. 

2. Funding Model
The Guardian’s funding model is a unique one for a major newspaper in the UK. It has not introduced a paywall (subscription) for all readers like The Times. Although subscriptions are offered, as well as voluntary contributions and patronage’s, The Guardian’s online news content can be accessed free of charge. This model suits the type of news that The Guardian likes to covey, hard news. Hard news is for example news about a disaster whereas soft news is celebrity gossip. Amazeen (2019) states that consumers are more willing to accept advertising running alongside soft news and will be more likely to engage with the advertisement. However, when reading hard news they are less likely to tolerate advertising and will not engage with it.  With The Guardian being a serious investigative news outlet an online advertising funded model would not work for them because advertisers would receive a poor ROI (return on investment). Therefore, the model is suited to the type of organisation The Guardian is. More importantly it has worked, over the last three years over more than one million readers have financially supported the paper leading to it breaking even by April 2019 (The Guardian, 2018). This was due to digital revenues outstripping print revenues for the first time in 2018. 

3. Technological Changes
In technological terms there has been a huge change in the marketplace for print news media. The Guardian have not avoided such changes but have embraced it. The Guardian website has millions of visits each month. Their website was first launched in 1999, with The Guardian being an early adopter of this technological innovation. Tidd and Bessant (2009) describe firms with such technological leadership as innovation leaders, requiring a strong corporate commitment to creativity and the needs of their customers.  By 2015 a revamped website was launched (following another in 2007). It took 18 months to develop the new website, which was done in house, allowing a bespoke website to be created. The emphasis of the new website was to make it easier for users to quickly and easily navigate the content on any device, so that the website was more accessible. Market research and data analysis were key in the development of the new website. A prototype website was launched to 5% of the desktop readership in 2014 and from these 130,000 pieces of feedback were received (The Guardian, 2015). Schilling (2013) states that for a new product (in terms of technological innovation) to be successful it must offer greater quality and compelling features than its rivals. She goes on to state that many new products fail in this endeavour because “the firm may not have a clear sense of which features customers value the most (Schilling, 2013, p. 233.) By analysing data and conducting a range of market research this meant that The Guardian were informed about what their customers valued from their website. The millions of unique visitors to the website is testament that they delivered a quality website with compelling features. 

4.  Social Media
Previously the focus of The Guardian’s strategy was very much upon attracting unique visitors to their internet platforms. They did this mainly by utilising social media and video sharing platforms. Their strategy has now changed to focus upon the user experience of their 10 million readers that contribute financially to The Guardian. However, this is not to say that they do not still have an impressive following on social and video platforms. For example, The Guardian has 8.9 million Twitter followers, 1.34 million YouTube subscribers, 3.4 million followers on Instagram and 8.4 million followers on Facebook. They outperform all their UK based competitors in this field and rank amongst the highest in the world. In 2014 The Guardian became the second most popular English newspaper website in the world, based on unique visitors. When including newspapers of any language it was the 5th most popular globally. These figures are important for the future success of The Guardian. Ofcom (2019) reported that 49% of of people in the UK used social media for news in 2019, this was an increase of 5% on the previous year. Also, the internet is now the second most used platform for news consumption, TV is still first but has seen a reduction in usage of 5% from 2018-2019. Driving this change is younger generations who are shunning print and television for internet and social media. The same report highlighted that 60% of 12-15 year olds are either very or quite interested in news. If younger generations continue this interest into adulthood and the usage of news consumption via the internet/social media continues to increase, then The Guardian is well placed to capture and maintain a strong position in the marketplace. 

5. The Decline of Print Newspapers
The increase in online readers has offset the reduction in daily circulation of the print version of The Guardian. In 2019 there was a reduction of 5% in daily circulations, bringing the total to 155,465 (Tobit, 2019). However, in 2003 The Guardian had a daily circulation of 360,000 (Statista, 2020), this highlights the effects of digital disruption on The Guardian. By 2018 the “The Guardian had digital revenues of £108.6m and £107.5m from print and events” (Waterson, 2018), in the same year digital revenues increased by 15% and print revenues decreased by 10%. Considering that prior to the first website being launched in 1999 all revenue was from print sources it is a massive change for the The Guardian to achieve a near 50/50 revenue split between digital and print 19 years later. If the increase in digital revenues and the decrease in print revenues continue (and nothing suggests otherwise) then the effects of the digital disruption of the internet will become greater still. The starkest figure that shows how The Guardian business model has been changed by the internet is that by 2018-19 UK print advertising only account for 8% of total revenue (The Guardian, 2019). Marketing budgets for all major brands have switched from traditional advertising methods, such as print press, to digital platforms such as Facebook. The Guardian, therefore, has not been alone in feeling the effects of these changes in the marketplace. 

6.  Press Regulation
A negative consequence of the fall in circulation for newspapers was that this led some newspapers to go to extreme lengths to get information for stories that would attract interest and increase circulation. This cumulated in 2011 with accusations of criminal activity and complaints about the press and specifically the News of the World. As a result, the Leveson Inquiry was created at the instruction of the then Prime Minister David Cameron in 2012. One of the key recommendations of the inquiry was the creation of an independent regulatory body for the press. “The PRP (Press Recognition Panel) is the result of this Inquiry and was created by Royal Charter on 3 November 2014. The Royal Charter ensures that the PRP remains wholly independent of any other body or influence” (PRP, 2020). The PRP regulates the press regulators, there are currently only two IPSO and IMPRESS. IPSO (Independent Press Standards Organisation) is the largest of the two regulators and has member titles including The Sun and The Daily Mail. The Guardian has chosen not to join IPSO but to self regulate via a readers’ editor (The Guardian, 2013).

Self-regulation was an attempt to distance The Guardian from past discretions of the newspaper industry. However, it has not gone without criticism. There have been accusations that The Guardian has failed to investigate properly complaints and to make appropriate corrections (Kakar, 2018). What is important in the context of digital disruption is that the increase in consumers reading news digitally has directly led to The Guardian changing how it regulates itself. Given that it has content now on various platforms, not just print, it may not be perfect to self regulate but it is the best option at present. Fielden (2016) states that press regulation in the UK has not kept pace with the changes in technology and how particularly young people digest news content. She goes on to state that different platforms have different regulations and it is hard for users to know if the content is regulated or not. For example, news via television has much stricter regulation than that on YouTube. Therefore, because The Guardian sets its own standards across all the platforms it uses, its readers know all of its news content adheres to the same standards. 

6. Conclusion
This report has analysed how The Guardian has adapted to the digital disruption in the news media marketplace. It has highlighted how The Guardian has reacted positively to the disruption by being an early adopter of new digital technologies such as the internet by putting the desires of their readers at the forefront of their strategy. Its funding model allows its content to still be viewed for free but has payment options as well which has meant that it is now in a healthy financial position. The ability for readers to access its content for free has meant that The Guardian has become the fifth largest newspaper in the world by readership due to the success of its digital offering. 
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