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Executive Summary
A review of the value chain within the Independent, demonstrates the need for all departments within the company to collaborate, delivering greater synergies across the organisation, reducing costs, maximising on market trends, sales opportunities and thusly driving value into the business 
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1 - Introduction
Following on from the review of the marketplace on the newspaper industry macro and micro environment, this report reviews and analysis the internal environment of the Independent newspaper. 
The independent closed its print newspaper in 2016, moving to a digital only model. 
This decision was taken by its owners, ESI Media, to capitalise on being the fastest growing news website, ensuring a profitable and sustainable future (The Independent, 2016) and being the first on-line only newspaper.
Owners of the paper, realise that change is being driven by its consumers and the increase in digital requirements in society, delivering high-quality content. 
This report reviews the value chain within the business along with its strengths and weaknesses.
2 – Knowledge based industries 
Knowledge is a key driver in sustaining cultural, social and economic development. Knowledge based activities are a key factor in strategic performance of economies (Bandypoadhyay, 2005). 
The UK Government produced its memorandum, recognising that a ‘high value-added based economy’ (Parliament UK, accessed 25th Nov 2019), positioning the UK as a knowledge hub within the global market, ensuring continued growth within the economy in the new digital era. 
 The newspaper industry is not only a knowledge provider but can also capitalise as the management of knowledge to leverage competitive capabilities, through efficiency and innovation (Davenport and Prusak, 1998), driving value into the organisation.
As written by Gummesson (2000), vital in business, is the obtaining of social interaction processes and institutional knowledge.
This knowledge can then be utilised strategically within the business, to deliver what resonates with the consumers, gaining traction, mass coverage and reach and then once consumers have gained trust in the brand, revenue through determined avenues can be gained. 
How then can a company add value to the business, in the current dynamic market? 
3 - Value Chain
What delivers competitive advantage to any business is the capability to provide a strategically desired service or product to its customers, whilst maintaining lowest costs possible. 
Porters value chain however, shows us how discrete activities throughout a company’s entire infrastructure, all impact the costs required to deliver the product, further aiding or hindering its competitive advantage (Porter, 2001).
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Figure 2: Value Chain Linkages
 (Business to you, 2018)
3.1 Firm Infrastructure 
The Independent has streamlined its infrastructure in recent years, with job losses, closure of its print works and investment into a fully digital platform.
The parent firm ESI Media recently reported losses within the whole business structure, of £9.8M (Tan, 2018). 
The Independent, is reported to be ‘flourishing’ with double profits in its first year of being on-line only. 
How then has this been made possible? 
3.2 Human Resource Management 
Human resource management has seen a change within the organisation. 
Bersin (2017), notes that significant to the developing business structure, is the utilisation of technology within HR.
Clarity of business vision is gained through leading with digital technology, giving greater clarity to all areas within the business infrastructure (Westerman & Bonnet 2015).
The Independent has utilised technology to maximise its revenue stream, integrating its own HRM system into an on-line job search function, where its value can be seen as it is providing a free service for its consumers, yet highlighting recruiters. Which provided this is a paid for service, will deliver profitability into the business (Independent Jobs, accessed 25th November 2019).
3.3 Technology Department 
Following the recent changes within the company, it could be argued that the technology department is one of the most crucial department within the infrastructure.
Advancement in software to cover areas such as accounting, telecommunication, product design and web design are just a very small exert of responsibilities from within this department.
How then, do they work within the business to capitalise on lower costs and deliver value? 
Technology departments not only provide cost efficient processes for print, but also provides for lower costs in personnel, as with the independent there is no printing required (Picard, 2003).
This department could also provide for management of the technology behind the HRM and all departmental systems, both internally and externally facing. Delivering data analytics, utilising tools widely available within the market place, with the marketing team, to strategically develop technology which provides for end user speed of delivery and use.
3.4 Procurement 
The main focus of procurement within the Independent will be technology-based products, applications, data analytics, raw materials such as computing equipment alongside fixed costs assets, such as bricks and mortar properties and workspace. 
Whilst HR systems within a business is specifically linked to technology, so will procurement. 
The structure of the required products to deliver news, will be explicitly linked to the data analytics delivered through the technology team. Maximising on the data provided to drive lower costs and higher value. 
3.5 Inbound logistics 
The independents inbound logistics will now be significantly reduced, due to its removal of print works. However, in the digital era, could a differing form of inbound logistics be incorporated within this department. 
A laptop which is only one size, can store multiple data, therefore reducing the need for warehouses.
As the customer is often utilising their own digital device, there is very limited cost included in getting the information and news to the end consumer, in fact it will be data storage within a ‘cloud’ based system. 
Transaction costs are also lowered through the optimisation of technology within this department (Doctorow, 2012).
3.6 Operations 
This is one area of the business, which is significantly evolved. Focusing now on how the business operates to deliver information to the people. 
Operations now, that the focus of providing profits from hard copy papers is removed, can deliver focus on the operations of the editors, publishers, advertisements and digital productions of the news.

3.7 Outbound logistics 
Cloud based systems are available, tracking all logistics within the organisation, enabling reduction of costs through maximisation of systems like google maps, enabling reports to avoid high traffic areas and be in position to adequately report news as it happens. 
The Independent are one of the few companies to move to a digital supply chain. Compared to 84% of companies not working towards this (MHI’s Survey, 2019).
Direct connectivity between this department, marketing and the technology department, could deliver greater cost synergies for the business.
3.8 Marketing and Sales 
The marketing and sales departments now become more critical than ever in the Independent. 
In a saturated market, lower advertisement sales available, direct marketing through social media, free access to knowledge within the digital forums. 
Close links with all departments within the company is key for this team. Knowledge shared by all, sharing best practice and capitalising on data insights, can aid in the delivery of revenue for the Independent through this team
Marketing is no longer digital marketing, it is marketing in a digital world. This team must work directly with the other internal teams, manage the data collated and target their marketing and sales campaigns accordingly (Abramovich, 2014) 
Collated data, utilising varied apps and data available in the ‘internet of things’ enables strategic planning, targeting by various channels and maximisation of value, attracting new customers and delighting existing customers (Yasmin, Tasneem and Fatema, 2015).


3.9 Service 
Customer service is now not only through discussions with people and then rectifying the situation, but also through digital communications. This could be through use of chat bots, email, apps or messaging forums. 
This team’s collation of complaints, queries, analysis of repeated issues which digitally can be linked to KPI’s for all departments, can ensure that remedies are put into place with speed and efficiency further aiding value within the business 
4 - Strengths and weaknesses 
4,1 Strengths 
The strengths of the utilisation of digital platforms within the Independent are already showing how embracing the digital era can improve business value, as shown above in the recent company annual report.
Maximising on data available in the internet of things, can deliver greater opportunities to reach a wider market, including varied demographics previously not reached through the medium of hardcopy newspapers. 
Interconnecting all department activities, enables speed of change, in response to date provided on market trends, or demands from consumers. 
4.1 Weaknesses 
Whilst profitability can be maximised, the risk is that technology will replace physical personnel (Manyika, 2017).
Privacy issues may also be called into question, as our collective data is utilised to expand value within a company, this could turn the public against a digital based company. Facebook has recently been facing backlash, as it is claimed to be listening to us all the time (Gilbert, 2019).
5 – Summary 
To conclude, it is clear that the Independent is capitalising on being the first on-line only newspaper, delivering past growth in the market and maximising on value. 
Whilst there are many unknowns potential disruptors due, its interconnectivity within departments enables speed of change, quality of delivery and greater profitability in a new age of media
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