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[bookmark: _Toc74689693]Introduction
According to the European Commission (2015), the creation of new ventures and existing businesses transformation through the development of novel digital technologies and/or renewed usage of such technologies is what constitutes digital entrepreneurship. The media industry globally has been leading in this initiative of re-invention and re-defining of the business world through its provision of advanced digital technologies that have new functionalities. This reconciles with the citings by Bharadwaj et al. (2013) that the rapid proliferation of digital technologies with new functionalities has profoundly changed competitive environments, reshaping traditional business strategies, structures and processes. In the light of the above, the following analysis of Virgin Media Inc (from now on Virgin Media) which is a UK based media company is primarily assessing the company internal-external environment with special emphasis on the digital disruptions of the media industry and its impact on the whole business fraternity globally. 
[bookmark: _Toc74689694]Virgin Media Company Background
Virgin Media is a household name in the communications and entertainment industry in the UK that was founded in March 2006. The media company provides the popular “quad play” services which is comprising of fixed line television services, broad band internet, mobile phone and fixed line telephone line services. The company operates and own its fiber-optic cable network in the UK boasting an approximate 4.8 million cable customers of which 3.79 million get television services from the company, with internet services offered to close to 4.1 million customers (Virgin Media TV, 2013). It is well celebrated of its persistent innovation, increased diversification and application of communication networks from the future managing to establish itself as the leading provider of media and communication services in the UK. 
[bookmark: _Toc74689695]UK media sector analysis
According to Deloitte (2017), the UK media sector has been performing robustly over the years, with 100 media companies ranked by revenue, reporting ₤96.3 billion in revenues which represents 11% of year on year revenue growth. However, the arrival of Covid-19 which is a global pandemic has impacted the industry negatively in various ways in terms of the revenue trend, including low advertising revenue as it has been limited to online, TV and radio platforms due to social interaction restrictions. As a result, media companies were and are still forced to assume strict cost-cutting measures that will help reduce the impact. Since this industry is characterised with high competition, ability to cut costs becomes one of the key competitive advantages. However, other service provision saw progressive growth such as premium video on demand (PVoD) since most customers were stuck at home and could not physically go to cinemas or theatres thus ending up opting for transactional straight-to-digital release. 
[bookmark: _Toc74689696]Internal-External Environmental analysis of Virgin Media
Internal-external environment analysis is a strategic tool used to scan the internal and external forces that impact a company. There are various tools that strategically help do this analysis to unearth the organisation’s current positioning including: PESTL, SWOT and Porter’s Five Forces. 
[bookmark: _Toc74689697]PESTL analysis
A PEST analysis looks at the company’s macro-environment which according to Thompson et al. (2016) encompasses the broad environmental context in which a company’s industry is situated and assist in assessment of strategic relevance of the following components;
Political – these considers perils and opportunities that arise from political institutions and the extent of government policies’ impact on the business. For Virgin Media, it is impacted mostly by the Communications Act of 2003 that has governmental policies the company should adhere to (Department for Culture Media and Sport, 2016). 
Economic – The downturn of the global economy of late due to Covid-19 has negatively impacted businesses and individuals alike with incomes affected drastically. According to Sloman and Jones (2011), there is expectation in most cases that people have a tendency of less willingness to pay for faster broadband packages when their income decreases. Virgin Media is not immune to this factor and others at all. 
Social – included in this factor are values of a society, influence of culture, attitudes and lifestyles which all have impact on the demand for certain goods and services. Demographic factors also fall under this variable. For Virgin Media, issues surrounding Web privacy for example has great impact on the company services calling for many customers constantly enquiring over safety and reliability of the organisation’s online services. 
Technological – the recent advancement in technologies and specifically communications technologies are very significant such as broadband speeds define the competitiveness of Virgin Media. The firm will constantly be required to upgrade and update its communication channels since customers detest slow connections and also uneven coverage.  
Legal – these factors entail company requirement of legal complications avoidance. According to the Department for Culture Media and Sport (2016), companies must always comply with and seek updated version of the regulatory framework for telecommunications used throughout the European Union which has been implemented by UK in 2002 to avoid legal implications. 
[bookmark: _Toc74689698]SWOT analysis
The following is an analysis of strengths, weaknesses, opportunities, threats that Virgin Media faces:
Strengths
· Regarded as the leading media services provider in the industry.
· The company is leading in the industry in communications technologies innovations.
· The “quad-play” bundled service provision making it self-reliant not needing any other company’s network or services (unique selling point).
· Well established brand that is highly recognised
Weaknesses
· Cultural clashes that still have to be managed due to several mergers of the company with other businesses like the recent one with O2. 
· Absence of premium spots channel in its services.
· Risk of company information leakage due to increased outsourcing of customer services as they intend to reduce costs.
Opportunities
· The company can still tap into online gaming services
· Increased demand for broadband services
· Increasing consumer demand for one stop shopping relating to media service options in present.
Threats
· The recent Covid-19 pandemic.
· High competition in the media industry e.g. from other big players like Orange and BT
· Availability of substitute products in the industry.
[bookmark: _Toc74689699]Porter’s five forces
Michael Porter developed the five forces model that outlines the extent of competition intensity within a market to analyse a company’s position which is as follows for Virgin Media:
Threat of new entrants – emphasizes on the degree of easiness or complication of entry into a particular industry. This is very low in this industry since the industry requires billions of dollars to be invested in the business for example in the acquisition of network technologies and other infrastructural costs like fiber optics cable installation. Henceforth, not many new entrants can afford such amounts.
Threat of substitute products or services – this entails the extent of availability of substitute products that will compete with those provided by Virgin Media were switching costs by consumers are very little. This is high for Virgin Media as there are other companies like Vodafone Talk-talk, Sky and BT offering same services with even sport events like football and Olympics which are not present at Virgin Media. 
[bookmark: _GoBack]Bargaining power of customers (buyers) – the bargaining power of customers is very high in this industry due to high level of competition coming from other firms like BT and Sky who offer similar services making it possible for customers to switch to those brands at relatively low costs. 
Supplier power – owing to high competition in this sector, suppliers have a greater tendency of forcing the telecom business into better deals thus possess high power. This power gives the suppliers the ability set high prices and can deny working with companies that fail to meet their demands and offer their services to competitors at low switching costs. In this view, for example, Virgin Media is forced to pay high wholesale prices to Sky in order to display its sports premium offering. 
Intensity of competitive rivalry- this is a critical force that determines how profitable and competitive a business is. The threat is medium for Virgin Media, since competition is very rife in this industry, however, the ability for the company to provide “quad-play” bundled services helps them to override this impact as customers prefer to deal with a single provider in turn earning discount advantages and ease of payment. 
[bookmark: _Toc74689700]Digital disruption of the media industry
According to Cacciatore and Iyengar (2016), the ecosystem of the media industry is undergoing fundamental changes as disruptive innovations take precedence and are transforming the dominating rules in the industry as they are construed polymediation and media digitalization. Digital media have led to domination of connective action logic on social life, having the effect of changing organizational game under circumstances of the right interplay of technology, personal action frames, and organizations’ willingness to relax collective identification requirements in favour of personalized social networking among followers (Rad, 2017). Digitalization has and is increasingly transforming the media industry calling upon media companies to keep technology at the centre of what they do which help them create compelling content and reach new audiences (WEF, 2016). Rad (2017), further highlighted that there are a number of digital initiatives that formulate building blocks for media companies which are transforming their businesses categorized as personalization and contextualization, content fragmentation, and partnerships and industrialization—which are believed to be of vital importance to the digital transformation of the media industry.
[bookmark: _Toc74689701]Conclusion
In conclusive remarks, technologically, Virgin Media is a sound company who has been and still is riding the waves of fourth industrial revolution and global economic downturns like the 2008 global economic meltdown and the current Covid-19 pandemic. However, the company needs to continuously take advantage of the opportunities presented by the external environment and capitalize on its internal capabilities to ward of growing competition in the industry. 
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