

Assessment of a Digital Media Organisation
  

	Assessment of a Digital Media Organisation


	

	Digital Entrepreneurship BMMB7002D
Assignment 1 – Part B
Nicole Williams 1802680



	



Executive Summary
This report outlines the main strength of The Sun Newspaper to be their holding of tenth largest circulating newspaper in the world. However, their biggest weakness is their damaged reputation and brand image from past mistakes.
Moreover, Porter’s Value Chain reveals the importance of technological development within the organisation; in which the internet has played a driving force. Additionally, human resource management has changed over the years, with freelance reporters now playing a major role within the company, as opposed to traditional contracted reporters.
The Business Model Canvas illustrates key segments of the business and outlined the main most valuable components to be the value proposition, key resources and key activities; all of which are fundamental features which The Sun offers to its customers.
In relation to this, Online Value Proposition placed the value which The Sun offers its customers to originate from the demand to offer online resources; with the view of reducing the impact of physical production of the newspaper.
Overall, The Sun is deemed a well performing newspaper organisation, however, there is room for improvement. In terms of digital disruption, there lay opportunities for The Sun to prepare the business and adapt current offerings if investment is made into technological development and digital resources.
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Introduction
This report will focus on the systematic analysis of the internal environment within The Sun Newspaper organisation. The Sun (2020) is Britain’s largest newspaper which launched in 1969 with the motto ‘forward with the people’. They believe that they are more than just a newspaper; they are an instigator, entertainer, cultural reference point, as well as a daily relationship.
The approach taken will be in terms of important events, such as the transition to online material. A deeper analysis will be conducted illustrating how The Sun reacted to such events and how they prepare themselves for future changes within the digital media industry.
Numerous analyses’ will be demonstrated, such as Porters Value Chain, in order to evaluate the internal mechanics of the organisation accurately and effectively. Particular attention will be paid to the internet as a driver, the Business Model Canvas, strengths and weaknesses in order to demonstrate an understanding of Digital Entrepreneurship. Furthermore, understanding of Digital Marketing will be illustrated through the use of Online Value Proposition (OVP) upon evaluation of the business. Justification will be provided for the use of the above frameworks and their relevance to The Sun Newspaper.
Recommendations will be made in relation to how the organisation can make use and implement the above frameworks in order to monitor and respond to disruptive factors in the marketplace. Such recommendations will factor marketing efforts and viable improvements to existing resources and processes. Additionally, recommendations will include how The Sun can respond to disruptors effectively.
Main Findings
The core strengths of The Sun include being the tenth largest circulation of any newspaper in the world (Mayhew, 2019), attractive and eye-catching pictures, being published in the United Kingdom and Ireland, as well as majority of their readers being male. Taylor (2017) suggests that men are more likely than women to take time out of their day to read a newspaper. Furthermore, their limited geographical reach gives readers a feeling of exclusivity, which enhances the customer journey. 
Alternatively, the main weaknesses of The Sun are their involvement in controversies and their intense competition within the marketplace. Due to a headline that was published in 1989 being based on inaccurate information concerning the Hillsborough Disaster, The Sun Newspaper has been boycotted ever since, with shops within Liverpool refusing to sell the paper, whilst Anfield Stadium refuses entry to Sun reporters (Gibson, 2004). Therefore, having a monumentally negative effect on the brand image, with sales of the newspaper never bouncing back to what they were before that day in 1989 (Goal.com, 2019).
There are numerous analysis’ which evaluate the internal workings of an organisation. However, there is one which stands above the others through its ability to be adapted to almost any business. This allows for comparison between competitors and gives an insight into how other businesses are operating within other markets. Porter’s Value Chain (1985) synthesizes the value which a business creates using its systems. The chain comprises of two fundamental segments; primary activities and support activities. Both segments contain numerous activities which Porter deemed relevant to all businesses.
The support activities include firm infrastructure, human resources management, technology development and procurement. The primary activities comprise of inbound logistics, operations, outbound logistics, marketing & sales, and service. Such activities are used as the building blocks in order for a business to create a valuable product/service (Liu, Nakata, Li and Galarretea, 2015).
In terms of The Sun Newspaper, they use Technology development as an imperative role in the development of The Sun Newspaper online. With the internet as a driver (Rosenzweig, 2015) and personal technological devices becoming more affordable, this enabled the organisation to move its services online. By doing so, The Sun was able to procure resources from freelance reporters, thus, augmenting their human resource management procedures (Value Chain can be seen in Appendix 1).
Furthermore, the Business Model Canvas (Osterwalder, 2013) illustrates the key partners, key activities, value propositions, customer relationships, customer segments, key resources, channels, cost structure, and the revenue streams of a business. This model is used to change, describe, visualize and assess a business model within any market (Luenendonk, 2015). Each segment contributes to the overall value which a business creates and delivers to consumers.
When applied to The Sun Newspaper, the key features are their key activities; providing information through written content, value propositions; to inform and be a reliable news source, and key resources; editorial space both physical and online.
Although this is a popular model to use, it is limited in its ability to identify any threats or weaknesses of the organisation (Coes, 2014). Therefore, rendering it unsuitable in identifying any areas which need improvement as well as not being capable of predicting future success or failure (full Business Model Canvas can be seen in Appendix 2).
The Sun made a strategic move by offering their resources online as well as the physical counterpart. This was due to customer demand for more accessible services at a time where environmental factors were more well-known, and the impact of producing newspapers became better understood. The Online Value Proposition (OVP) (Chaffey, 2019) is a model which is used to chart a new course. Therefore, The Sun applied this when consumer demand changed from wanting a physical newspaper to having access to free online content.
Through this adaptation, The Sun offered value to its readers through monetary savings and convenience. The online resources are free to access and offer convenience of access from any internet-enabled device 24/7. The convenience of such an offering has added value to the consumer journey, therefore, promoting brand loyalty and a relationship with the brand (Rather, Tehseen and Parrey, 2018).


Conclusion
Overall, The Sun Newspaper has numerous strengths and weaknesses. However, the strengths of the business are what the majority of its readers hold at the forefront of their mind when considering the brand. Alternatively, the brand has been damaged in the past which has had a negative effect upon the brand for decades. Therefore, opportunities arise to put such negativities to rest and focus on the brand strength in the future.
Furthermore, Porter’s (1985) Value Chain illustrates the importance of technological development within the organisation. The business utilised this in order to offer their resources through an online platform; which was prompted from the demand of consumers. This model realizes the use of the internet as a driver for change. Moreover, human resources management within the company changed from contracted employees to freelance reporters; making content more accessible for the organisation.
The Business Model Canvas (Osterwalder, 2013) demonstrates the key components of the business to be their key activities, value proposition, and key resources. Such components enable The Sun to provide reliable and objective information to readers both physically and online.
The Online Value Proposition (Chaffey, 2019) of the organisation remains to be their transition from physical newspapers, to offering online resources, free of cost. This progression was led through consumer demand, as a result of increased concern for the environment. Therefore, satisfying consumer needs using value proposition, further enhancing the consumer journey and promoting positive relationships with the brand itself (Rather, Tehseen and Parrey, 2018).

Recommendations
Looking forward, The Sun Newspaper retains the opportunities to fix past problems which negatively impacted the brand image. This can be achieved through addressing the original situation and taking responsibility for reporting news which was based on misleading information. Such efforts have been attempted before, however; apologies were not credible.
Although the use of the Business Model Canvas (Osterwalder, 2013) (BMC) is a good approach to viewing the different components of the organisation, it is a limited source of knowledge and understanding when not used in conjunction with another model. Therefore, it could be suggested that the use of Porter’s Value Chain (1985) or a GAP Analysis (Mirkovic, 2019) be more useful to the business when combined with the BMC (Osterwalder, 2013). Such a combination will allow the recognition of performance deficiencies by comparing the current state of the business to the desired future state. Through the identification and understanding of such gaps, will promote clear comprehension where improvements can be made.
To further promote The Sun’s Online Value Proposition (Chaffey, 2019), it is proposed that the organisation conduct a Stakeholder Analysis (Kivits, 2011), in order to evaluate the key stakeholders of the newspaper; with the aim of satisfying the more important stakeholders. This approach outlines the expectation of different stakeholders and how such expectations can be satisfied. Through such satisfaction, Online Value Proposition (Chaffey, 2019) will be further enhanced.
In terms of Digital Disruption (Skog, Wimelius and Sandberg, 2018), The Sun can respond to such effects through rapid adaptation to changing times of digital technologies. This can be achieved through investment in innovation and progression from its present state to a new way of serving content paradigm. Such a shift can be seen in digital advertising whereby there are changes to the landscape in terms of what makes-up a coherent business model. Advertisers are now willing to pay millions of pounds to feature within a YouTube video, purely due to the heightened audience it would reach (Bauer, 2020).
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