Executive Summary of International Business Plan

Sky UK is a media communications organization which serves the United Kingdom. Initially, formed in November 1990 by the equivalent merger of Sky Television and British Satellite Broadcasting. Sky gives tv and broadband Internet services, landline and cell phone services to purchasers and organizations in the United Kingdom.

It is the UK's biggest pay-tv supporter with 11 million clients starting at 2015. It was the UK's most digital TV benefit until the point when it was surpassed by Freeview in April 2007, based in Isleworth.
Following the international expansions of the Sky business, Sky's 2014 procurement of Sky Italia and a greater part 90.04% enthusiasm for Sky Deutschland in November 2014, its holding organization British Sky Broadcasting Group plc changed its name to Sky plc. The UK backup's name was changed from British Sky Broadcasting Limited to Sky UK Limited, and keeps on exchanging as Sky.

Sky UK Limited is an entirely claimed backup of Sky plc, with its present organization executives being Andrew Griffith and Christopher Taylor. Griffith goes about as the Chief Financial Officer (CFO) and the Managing Director for the business organizations division
The present service can trace its heritage back to 1989, when BSkyB's predecessors Sky Television plc and British Satellite Broadcasting encrypted their respective film channels – Sky Movies and The Movie Channel which required viewers to get decoding equipment and a subscription to watch the channels. After the two companies merged, subscribers could get access to both channels, and later the sports channel Sky Sports also became encrypted.

Premier League football

Sky Sports
In the autumn of 1991, talks were held for the broadcast rights for Premier League for a five-year period, from the 1992 season. ITV were the current rights holders, and fought hard to retain the new rights. ITV had increased its offer from £18m to £34m per year to keep control of the rights. BSkyB joined forces with the BBC to make a counter bid. The BBC was given the highlights of most of the matches, while BSkyB paying £304m for the Premier League rights, would give them a monopoly of all live matches, up to 60 per year from the 1992 season. Murdoch described sport as a "battering ram" for pay-television, providing a strong customer base. A few weeks after the deal, ITV went to the High Court to get an injunction as it believed their bid details had been leaked before the decision was taken. ITV also asked the Office of Fair Trading to investigate since it believed Rupert Murdoch's media empire via its newspapers had influenced the deal. A few days later neither action took effect, ITV believed BSkyB was telephoned and informed of its £262m bid, and Premier League advised BSkyB to increase its counter bid. 
BSkyB retained the rights paying £670m 1997–2001 deal, but was challenged by On Digital for the rights from 2001–2004, thus were forced to £1.1 billion which gave them 66 live games a year. 
Following a lengthy legal battle with the European Commission, which deemed the exclusivity of the rights to be against the interests of competition and the consumer, BSkyB's monopoly came to an end from the 2007–08 season. In May 2006, the Irish broadcaster Setanta Sports was awarded two of the six Premier League packages that the English FA offered to broadcasters. Sky picked up the remaining four for £1.3bn. In February 2015, Sky bid £4.2bn for a package of 120 premier league games across the three seasons from 2016. This represented an increase of 70% on the previous contract and was said to be £1bn more than the company had expected to pay. The move has been followed by staff cuts, increased subscription prices (including 9% in Sky's family package) and the dropping of the 3D channel.

Sky Multi-channels

In September 1993, BSkyB launched Sky Multi-channels which was the present digital platform's analogue predecessor. Sky Multi-channels was a subscription package that gave access not only to Sky's own channels but also those of third party broadcasters.

The service started on 1 September 1993. It was based on an idea by then CEO Sam Chisholm and chairman Rupert Murdoch of converting the company business strategy to an entirely fee-based concept. The new package included four channels formerly available free-to-air, broadcasting on Astra's satellites, as well as introducing new channels. The service continued until the closure of BSkyB's analogue service on 27 September 2001, due to the expansion of the Sky Digital platform after its launch three years ago. Some of the channels did broadcast either in the clear or soft encrypted (whereby a Video-crypt decoder was required to decode, without a subscription card) prior to their addition to the Sky Multi-channels package. Within two months of the launch, BSkyB gained 400,000 new subscribers, with the majority taking at least one premium channel as well, which helped BSkyB reach 3.5 million households by mid-1994. Michael Grade criticised the operations in front of the Select Committee on National Heritage, mainly for the lack of original programming on many of the new channels. 
Launch of Sky Digital

BSkyB's digital service was officially launched on 1 October 1998 under the name Sky Digital, although small-scale tests were carried out before then. At this time the use of the Sky Digital brand made an important distinction between the new service and Sky's analogue services. Key selling points were the improvement in picture and sound quality, increased number of channels and an interactive service branded Open.... now called Sky Active, BSkyB competed with the ONdigital (later ITV Digital) terrestrial offering and cable services. Within 30 days, over 100,000 digiboxes had been sold, which help bolstered BSkyB's decision to give away free digiboxes and minidishes from May 1999.

In addition to most channels from the Sky Multi-channels package, Sky Digital launched with several new channels that were exclusive to the digital offer.

The switch-over from analogue to digital proceeded relatively quickly. In Q3 1998, there were 6 million 'multi-channel' TV homes in the UK (i.e. homes that watch television other than the traditional analogue terrestrial), and over half of these homes watched television using BSkyB's analogue service. BSkyB's digital service surpassed the analogue service in terms of subscribers in late 1999. 
By June 2000 the service had 3.6 million subscribers, which gave BSkyB 8.988 million subscribers across all platforms. This substantial growth reflected BSkyB’s 34% share of viewers in multi-channel homes (up from 13.4% from 1999). BSkyB's analogue service ended in October 2001, and the digital service would eventually be marketed as just 'Sky'. By June 2005, the number of digital subscribers increase to 7.8m, while it produced 38,375 hours of sport in 2005.
Corporate Global Vision and Goals
At Sky, we go beyond the screen to bring you the Bigger Picture. We are inspiring more people to people to participate in sport, at any level, creating new opportunities for young people to express themselves and taking positive action to drive change on major issues in the world today. We strive to create a better world now and for the next generation.

The Company is committed to maintaining high standards of corporate governance in its management of the Group and when accounting to shareholders. The management of the Company values an effective long-term outlook and sees itself as responsible to the wider range of stakeholders. A full corporate governance report is included in the Company’s Annual Report. The terms of reference for the governance of the Board and its committees are available to download below.

Sky’s formal Committee of the Board, our Bigger Picture Committee, has responsibility for the oversight of the social, environmental and ethical impacts of the company’s activities, including approving our Bigger Picture performance update.

The Committee meets twice a year and is chaired by our Chairman, James Murdoch. The Committee is joined by members of Sky’s Executive team who also support the strategy. The strategy is implemented by teams in each territory.

International Business/ Organisational Structure

Our strengths

Great content, invest to deliver the best and broadest range of content rights across the portfolio of channels and services provide to customers, offering something for everyone in the household. Partner with content owners to secure the very best content from around the world, and produce their own original productions.
Market-leading innovation  Sky combine their investment in technologies with a deep understanding of our customers to offer a great viewing experience whenever, wherever and however  our customers want to watch.

Customer focus Sky has a customer-centric organisation, focused on meeting the needs of all their customers in every market. They are able to meet their needs through the strength of their trusted brand, ensuring that they offer a market-leading TV experience and their commitment to superior customer service

Growing pay TV penetration across markets there is a significant opportunity for growth, with 64 million households yet to take pay TV. Sky have further developed segmented customer offers to ensure they are well placed to persuade more customers to join and stay with Sky.

Selling more to customers They also focus on broadening out our range of products and services to offer more to existing customers and address more of their needs. 

Scaling adjacent businesses Creation and pursue opportunities  in adjacent sectors such as  advertising, transactional services  and international programme  sales to create and grow additional  revenue streams.
Foreign Market Research (from Task 1)
 Problems

· No private media 
· No competition in networking and the media as a whole.
· Broadband packages are limited
· Not many telephone deals
· Very limited Internet access
· Limited Television channels 
· No jobs ( High unemployment)
Demographics

There is no particular target on this, everyone from the Adult to the young is a target
· Religion or no religion watches news
· Internet, WIFI, TV
· Educational
· Sports
The starting point will be

In the capital Harare, where all business starts, from education, universities and colleges & etc.

Then can spread and expand as the business go along.

More opportunities in these areas:

· Mining 

· Farming 

· Tourist – Victoria Falls, Nyanga Mountains, Wild animal Zoos and Parks

· Other small towns 

Evaluation Method 


SWOT analysis often talks of the basics of business evaluation venture’s strength, weaknesses, opportunities and threats. (Trugman 2018)
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Risk Assessment (from Task 1)
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International Business Strategy (exporting, joint venture, FDI, franchising/ licensing, etc.) 

Sky strategy is to broaden their business; moving into new markets, opening up new customer segments and expanding our range of products and services.
Making their business successful for the long term

Seeing the bigger picture is an integral part of how create value alongside:

Investing for the long term – Sky invest over the long term because they want to build a business that is durable. This means ensuring that people create the conditions for sustainable success while also delivering results in the short term.

Driving efficiency – Sky underpin everything that we do with a rigorous focus on operating efficiency. By ensuring that Sky has an efficient and agile operating model, they consistently drive down costs to allow us to invest more where customers see greatest value.

Investing in people – invest in people because they recognise that their talent and commitment is critical to success. They aim to foster a culture which encourages people to fulfil their potential and to strive for continual improvement in all that they do enabling us all to achieve great things together.

Documents and polices

Across business Sky has codes of practice which underpin their responsible business commitments and has always aim to follow the codes of the relevant regulators in each of the territories in which they operate. With the European expansion of business Sky tends to align their policies across their groups.

"Developing Our Bigger Picture" strategy: 

•Sky listens to and learn from their people and wider stakeholders.

•Assess the material sustainability risks to their business.

•Identify the opportunities they have as a leading media and communications company to make a positive difference to society.

Following from the above Sky build a sustainability strategy and determine material areas of focus. 

Our strategy 

•Sky uses their voice to inspire more people to participate in sport, at any level. 

•Sky creates new opportunities for young people to express themselves through storytelling. 

•Sky takes positive action to drive change on major issues of importance to our people and customers. 

This is underpinned by strong responsible business commitments to have a positive environmental footprint, provide customers with the best experience and ensure that Sky is an inclusive employer

International Marketing Plan

Investing for the long term Sky invests over the long term because they want to build a business that is durable. This means ensuring that they create the conditions for sustainable success whilst also delivering results in the short term.

Driving efficiency Sky underpins everything they do with a rigorous focus on operating efficiency. By ensuring that they have an efficient and agile operating model, they consistently drive down costs, allowing us to invest more where customers see greatest value.

Seeing the Bigger Picture Sky is committed to acting responsibly in all that they do. That’s because they know that to build a successful business over the long term, how they do business is as important as what they do. Sky, also focus on making a positive impact on society. Sky call this seeing the Bigger Picture.

Investing in people Sky invests in people because they recognise that their talent and commitment are critical to their success. Sky aims to foster a culture which encourages their people to fulfil their potential and strive for continual improvement in all that  they do, enabling us all to achieve great things together.

Recommendations
Management Priorities
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· Sky to be able to adapt to the cost effective climate. 
· There are different ways to reduce the use of resources without compromising the quality of service offered.
· Affordable marketing and networking budget strategies 
· Building understanding with the business community 
· Understanding the local policies and procedures.
· Building relationship other professionals in the business
· Getting to know competitors and working together

· Doing thing in a better way 
· Decision under uncertainty
· Believe they need to succeed
· Influences comes from money and external incentives.
· They consider profit to be measure of success and competence.
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