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In line with the internet of thinking and digitalization, the media industry has dominated by those organizations that have enabled to employ disruptive innovation. The fact is that along with the disruptive innovation, the media industry is passing though challenges with an aim to developing high end content, competing with digitalized firms, developing partnership, and gaining sustainable position. In this case, PwC (2019) noted that employing the advantage of digitalization and partnership are the key weapon gaining strategic position and developing high end content in the media industry. However, in the with the fast changing business situation in media industry, the study shed light on critically analyzing and identifying key strengths and weaknesses of ITV, the leading broadcasting company in the UK. ITV, a well-known broadcasting company in the UK, as an integrated produced broadcaster and develops own high quality contents and distributes through multiple platform across the UK and world (ITV, 2019). 
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· Organizational performance and customer services: An organizational performance is measure by the financial and non-financial performance that achieve an organization, and therefore, the financial position is measured by reviewing financial statement and non-financial position is measure by reviewing customer base, according to Schilling & Shankar (2019). In this case, the auditing financial report of ITV reported that the company has gained upward financial position across the last five year. For example; in 2018, ITV has gained £3211 million group revenue that is 3% more than 2017 (£3130m) and £1971 million non-advertising revenue that is more than 5% than 2017 (1874m), according to (ITV, 2019). Similarly, the company has served more than 20 million customer in 2018 that is 13% more than 2017 (ITV, 2019). 
· Strong partnership with key partner: Research by Hang (2019) claimed that in the age of digitalization, strong partnership is the strategic tool to gain competitive position within the fast changing media industry. The reason is that strong partnership enables to strengthen internal skills, capabilities, experiences and overall performance (Morden, 2016). For example; one of the strengths of ITV is integrated producer broadcaster across the UK and other 11 international market that is possible to develop strong partnership with BBC family, Sky Plc, channel 4, and channel 5 in the UK market (ITV, 2019). In addition, as the largest commercial channel in the UK, ITV family serves total 98% commercial audience in the UK (ITV, 2019). 
· Customer based service offering: According to Teece (2019), satisfying customer by offering customized products and service is the key to success of achieving competitive advantage and sustainable position for a company. As a leading broadcasting company in the UK, ITV broadcasts wide ranges of content through liner TV and on demand via ITV Hub (ITV, 2019).  In addition, the company offer customer based services through their TV family as per the customer demand. For example; through the free-air digital channels, including ITV1, ITV2, ITV3, and CITV for their targeted customers. For evidence, ITV2 is the most popular channel for the people age between 16 and 34 years (ITV, 2019). 
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· Poor debt and liquidity management: The directors of ITV commented that managing liquidity and debt capital are the key challenges for ITV for the next three year. The reason is that the debt of ITV has increased day by day. For example, in 2018, the net debt is £927m (£912m: 2017 and £890m: 2016) (ITV, 2019). This mean that the debt of ITV is increased gradually that causes bankruptcy. In addition, within 2023, the company have to repay £1047 million debt due to maturity that may causes shortage of cash flow of ITV (ITV, 2019). In addition, the company reported that ITV address long and medium term funding from the UK and UK market capital but Brexit may causes barrier to address their liquidity crisis. In addition, has total £930 million bank loan to address short term funding that increasing possibility of bankruptcy (ITV, 2019). 
To the end, as the leading broadcasting media in the UK and other 11 international market, strong financial position with 3%+ group revenue, strong partnership with BBC family, Sky Plc, channel 4, and channel 5, and wide ranges of customized content distributes are key strengths and serve large number of customer group are the strengths of ITV, whereas poor debt and liquidity manager is the main weaknesses that may increase financial risk and possibility of bankruptcy. 
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 In order to measure the organizational competitive position of ITV, the study employs value chain analysis as the strategic management tool (Schilling & Shankar, 2019) that enables to identify both value added and non-value added activities of ITV. 
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· Inbound logistic: in the earlier section, it was mentioned that due to employing disruptive innovation, the media industry has experienced fast changing transformation of its logistic activities. For example; as part of inbound logistic more specifically supply chain activities, ITV develops and delivers contents by developing strategic partnership with BBC, channel 4, channel 5 and Sky Plc that enrich the quality of ITV’s content (ITV, 2019). Therefore, the company has become an integrated content producer and broadcaster in the UK and other 11 international market. So, ITV’s inbound logistic activities is added value to company’s brand image. 
· Operation: As a leading broadcasting media company, ITV operates its business as a partnership model with digitalized medial channel such as BBC and Sky Plc that creates opportunities to increase revenue through digital platform (ITV, 2019).
· Outbound logistic: Multichannel distribution is the key sources of gaining competitive advantage of media business (Brennen, 2018), and therefore, ITV distributes its services through using multichannel platform. For example; ITV1, ITV2, ITV3, and CITV and ITV Hub are the key distribution platform that gain popularity to large number of customer group (ITV, 2019). 
· Marketing and sales: as a part of marketing and sales, ITV has robust marketing and promotion team that develop creative marketing and promotional strategy. For example; celebrity endorsement is the key promotional strategy of ITV and using multiplatform is the key marketing and selling strategy of ITV (ITV, 2019). 
· Service: Actually service, more especially after sale service, is directly associated with manufacturing industry (Schilling & Shankar, 2019). For example; as a leading coffee chain in the UK, Greggs has strong after sale service activities such as customer relationship management. In this case, as an integrated content creator and distributor, ITV needs to develop customer relationship management system to achieve long term customer loyalty (Hang, 2018). 
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· According to Horts & Murschetz (2019), human resources management, firm structure, procurement and technological development are the key element of secondary activities of an organization. For example; in case of HRM, ITV has robust organizational team with 6000 employees among 47.7% male and 52.3% female employees (ITV, 2019). In addition, the company has extensive procurement system to collect content through partnership strategy and develop high-end technological platform by sharing resources and capabilities among partners (Leiblein & Reuer, 2019). Moreover, ITV follows matrix organizational culture that contributes to develop strong workplace relationship among intra-department and inter-department within ITV’s corporate culture, which is the key advantage of matrix culture (Schilling & Shankar, 2019), whereas it is required to recruit skilled and talented employees to get advantage of matrix structure that is the key challenges of an organization (Carayannis, 2018). 
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To the end, the study examined that as the leading broadcasting media in the UK and other 11 international market, strong financial position with 3%+ group revenue, strong partnership with BBC family, Sky Plc, channel 4, and channel 5, and wide ranges of customized content distributes are key strengths and serve large number of customer group are the strengths of ITV, whereas poor debt and liquidity manager is the main weaknesses that may increase financial risk and possibility of bankruptcy. In addition, the value chain analysis showed that ITV has strong primary and secondary activities that contributes to gain profitability and organizational performance but the company yet to improve it’s after sale service activities. 
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