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BRIEF FOR MARKETING
Assignment: SWOT Analysis
Guidelines

This section of assignment 1 carries 10 marks in total.

You must:

· Carry out a SWOT analysis on a product or service of your choice
· Introduction to include why you chose a particular product or service
· Present the information in Powerpoint form
· Show the primary factors together
· Show each primary factor separately and demonstrate how they benefit the product or service chosen

· Compare the positive factors

· Compare the negative factors

· Incorporate a SWOT Audit

· Show 2 financial factors that could be in each primary factor
· Identify and highlight a financial factor that relates to the product or service of your choice
Issue Date 07 October 2016


Deadline  17 October 2016
I confirm, that this is my own original work and that I have a copy emailed to kkelly@sttiernans.ie  Penalty – 10% for 1 day late, 20% for more than 1 day late without reasonable written explanation ie medical or compassionate leave.

Signed ……………………………………… Date ……………………….

Signed ………………………………………

	Student
	Marks Available
	Marks Obtained

	Introduction
	1
	

	Primary Factors
	1
	

	Positive Factors
	1
	

	Negative Factors
	1
	

	SWOT Audit
	2
	

	Financial factor
	2
	

	Appropriate conclusions
	1
	

	Appropriate findings
	1
	

	
	
	

	Total Marks


	10

	


Marketing theory

The extended marketing mix (7Ps)

The marketing mix is the combination of marketing activities that an organisation engages in so as to best meet the needs of its targeted market. Traditionally the marketing mix consisted of just 4 Ps. 
For example, a motor vehicle manufacturer like Audi: 

· Produces products that are of the highest quality and fit for the needs of different groups of consumers, 

· Offers a range of cars at value for money prices, depending on the market segmented they are targeted at, 

· Sells the cars through appropriate outlets such as dealerships and showrooms in prime locations, i.e. in the right places, and

· Supports the marketing of the products through appropriate promotional and advertising activity. 



The marketing mix thus consists of four main elements: 
1. Product
2. Price 
3. Place 
4. Promotion. 
Getting the mix of these elements right enables the organisation to meet its marketing objectives and to satisfy the requirements of customers. 
In addition to the traditional four Ps it is now customary to add some more Ps to the mix to give us Seven Ps.
The additional Ps have been added because today marketing is far more customer oriented than ever before, and because the service sector of the economy has come to dominate economic activity in this country. These 3 extra Ps are particularly relevant to this new extended service mix. 
The three extra Ps are: 
1. Physical layout - in the days when manufacturing dominated the UK economy the physical layout of production units such as factories was not very important to the end consumer because they never went inside the factory. However, today consumers typically come into contact with products in retail units - and they expect a high level of presentation in modern shops - e.g. record stores, clothes shops etc. Not only do they need to easily find their way around the store, but they also often expect a good standard or presentation. 
The importance of quality physical layout is important in a range of service providers, including: 

· Students going to college or university have far higher expectations about the quality of their accommodation and learning environment than in the past. As a result colleges and universities pay far more attention to creating attractive learning environments, student accommodation, shops, bars and other facilities. 

· Air passengers expect attractive and stimulating environments, such as interesting departure lounges, with activities for young children etc. 

· Hair dressing salons are expected to provide pleasant waiting areas, with attractive reading materials, access to coffee for customers, etc. 

· Physical layout is not only relevant to stores, which we visit, but also to the layout and structure of virtual stores, and websites. 



2. Provision of customer service - customer service lies at the heart of modern service industries. Customers are likely to be loyal to organisations that serve them well - from the way in which a telephone query is handled, to direct face-to-face interactions. Although the 'have a nice day' approach is a bit corny, it is certainly better than a couldn't care less approach to customer relations. Call centre staff and customer interfacing personnel are the front line troops of any organisation and therefore need to be thoroughly familiar with good customer relation's practice. 
3. Processes - associated with customer service are a number of processes involved in making marketing effective in an organisation e.g. processes for handling customer complaints, processes for identifying customer needs and requirements, processes for handling order etc
The 7 Ps - price, product, place, promotion, physical presence, provision of service, and processes comprise the modern marketing mix that is particularly relevant in service industry, but is also relevant to any form of business where meeting the needs of customers is given priority. 

Opportunities and constraints in the business environment

Opportunities in the business environment are those factors that provide possibilities for a business to expand so as to make more sales and profits. Constraints are those factors that limit the ability to grow, and reduce sales and profit potential. A useful way of assessing opportunities and constraints is to carry out what is known as a SWOT analysis.

Strengths and weaknesses are internal to an organisation. Typically they relate to the resources of the organisation, and its structure and leadership, as well as the extent of its marketing. Market focused organisations are strong because they know what their customers want.

Opportunities and threats (constraints) exist in the external environment. Opportunities relate to the market, to the development of new technologies, and external factors such as government policies. Threats relate to what the competition is doing as well as legal and other constraints.

A good example of external opportunities and constraints is that of the building industry in the UK today. The government is encouraging developers to build on 'brownfield' as opposed to 'greenfield' sites. The constraint therefore is not being able to develop on greenfield sites while the opportunity is that of developing on brownfield land.

The best way of thinking about constraints and opportunities is to realise that good businesses will seek to turn constraint into opportunities, while at the same time building on existing opportunities.

Organisations should use their strengths such as having a good reputation, and experience in a particular field or segment of the market coupled with good marketing and resources, to build competitive advantage.

Planned, Market and Mixed economies

Three main sets of decisions need to be made by the economic system - what to produce, how to produce, and how to share out the product of the economy. A planned economy is one in which a central planning agency such as the government determines the 3 economic decisions outlined above. A market economy is one in which these decisions are determined by buyers and sellers interacting with each other without government interference. A mixed economy includes elements of both the planned and the market economies.

Those (and there are few of these left today) that favour the centrally planned economy argue that the government (central planners) are best placed to meet the needs of all the people of a particular society. Those in favour of the free market argue that central planning wastes resources and that the market makes sure that consumers get what they want producing, while producers supply it at a profit. The reality is that most societies operate some form of mixed economy.

In this country we have a mixed economy. Most decisions are made by the market - e.g. when you buy goods in supermarket you vote with your money for the goods that you want to buy. However, some decisions are made by the government e.g. those relating to road building, school and hospital construction, the supply of medicines in hospitals etc.

In the UK the emphasis is on letting the market make most decisions because of its high level of efficiency in responding to customer preferences. However, some decisions must be made by the government on behalf of society e.g. decisions about military spending, and public education.

The market economy refers to the system whereby what is produced and how is determined by buyers and sellers engaging in free exchanges for the sale and purchase of goods.


SWOT AUDIT
Applying a SWOT analysis to any part of business management is largely based on intellectual, honest and critical thinking. To apply a SWOT analysis to an audit, you must analyze all expenditures and assets without emotion. A SWOT analysis requires identifying the strengths, weaknesses, opportunities and threats of the company's financial information and then making a plan to use that information. 

· 1 Identify the financial strengths of the company. Look closely at the balance sheets and all other financial information. Look for signs of strength including good cash flow, a positive asset-to-debit ratio and total assets.

· 2 Make a list of the company's financial strengths. This should be a physical list that you can reference later when making a SWOT chart. Many people attempt to do this all "in their heads" and end up missing important information that becomes obvious when put on paper.

· 3 List the company's financial weaknesses. This should include everything from high inventory to unusually large expenses. Generally speaking, this is the easiest part of the SWOT analysis since almost any manager knows where his company is weakest.

· 4 Brainstorm opportunities and add them to the list. Could the company reduce expenses with better human resources management? Is there another option for sales for the company's product lines? This is the "dream big" section of the analysis. Look critically at opportunities, and dismiss those that are not feasible or realistic.

· 5 Identify threats to the the company's financial situation. This could be clients who are defaulting on payments due, the general economy or balloon payments due on company assets. Be specific and list as many as you can identify.

· 6 Create a SWOT chart by making a a grid with four squares. Strengths and opportunities should go in the upper-left corner and weaknesses and opportunities should go in the upper-right. In the lower-left corner, add strengths and threats, and put weaknesses and threats together in the lower-right. This should present an honest picture of the company's financial data.

· 7 Analyze the information to identify cuts that can be made in funding, increases that can be earned through additional sales, etc. This is the best chance to make the audit make sense and make it useful to the company.

· Qualitative marketing research, such as focus groups

· Quantitative marketing research, such as statistical surveys

· Experimental techniques such as test markets

· Observational techniques such as ethnographic (on-site) observation

· Marketing managers may also design and oversee various environmental scanning and competitive intelligence processes to help identify trends and inform the company's marketing analysis.

Marketing Vision

We want to be seen by our customers as the insurance policy against plumbing problems and the expert that can help them take their homes to a higher level of energy savings. Good for them, good for us, good for the planet.

Ideal Customer

We are looking for clients who want a long-term relationship with a plumbing contractor. A company they can trust and depend on. 

We know we have an ideal client when they join our Diamond Club which is an annual service agreement that gives them discounts on service, priority scheduling and an annual plumbing inspection. When they sign up for the Diamond Club they are "partnering" with us and saying that they trust us and value quality service. 

Remarkable Difference

Our plumbers are friendly. Their skill level is outstanding and they are trained monthly on how to improve their workmanship. When we hire, we look for friendly, personable and compassionate people. And we spend just as much time training our crew on how to be excellent at customer service as we do training them on improving their plumbing skills. 

This shines through from the time they arrive at your doorstep until they time the call is completed.

Product/Service Innovation

Prospects: Free Report and Tips. Visit our showroom to ask questions or come to our "Client Appreciation/Open House Night" 

Lead Generation Plan

Direct Mail postcards that offer a free report and discount are sent to local homeowners who have never used us before. 

We have a small "branding" ad in the local newspaper that runs weekly to keep our name in front of prospects and clients. 

We have a small print Yellow Page campaign. 

We have several paths and ways people can find us online and track these results closely. 

We send out a printed Company Newsletter two times a year to our clients. 

We cross-promote our services and send out personal notes, e-mails and postcards to clients who have used us for service X but have never used us for service Y. These folks already know, like and trust us - it's easier to sell them additional services. 

Lead Conversion Plan

We have a follow-up system installed - we call it our "Marketing Machine". 

On each service call our technician fills out a Marketing Sheet. It asks the technician to record the following information: 

1. Did you sell a Diamond Club membership? If not, why not. 

2. Did you tell the customer about the other services and divisions we have? 

3. Did you offer to talk to the customer about any add-on sales or leave any product literature? What was their response? What is their interest level? 

4. Anything else we should record about this customer? (i.e. What type of home is it? Need a new system? Do they have a CO2 detector? Old water heater or laundry hoses?) 

These Marketing Sheets are brought back to our marketing person who enters them into our "Marketing Machine". Depending on the data that was recorded, the customer receives a follow-up e-mail on a specific product/service, gets put on a long-term "stay-in-touch" program or a variety of other options. 

For example: Customer has an older water heater but is not interested in changing it out now. 

In one month the customer receives a letter in the mail that says "When our technician was out last month, he noted you had a water heater that was over 10 years old. Did you know that newer models can save up to 40% on energy costs?" 

Three months later they receive information on the water heater line we carry. 

Four months later they receive an e-mail with information on water heater safety... 

Etc.... 

The "Marketing Machine" automates much of this process and with the proper follow-up in place we are able to continue to educate our clients, remind them of the need for updates and impress them with our desire to work for them and keep their home safe and efficient. 

Service Experience

Client Appreciation Night / Open House - new products on display, big food spread, massage therapist doing chair massages, different specials and offers. We've done this a couple times and clients have really appreciated them. 

Loyalty Product/Service Offerings

Diamond Club Members receive discounts, specials and member-only offers. 

Critical Numbers

We will have to track our financials and the the results of our marketing efforts. The sales forecast and marketing expense budget tables contain secondary and tertiary sheets that will allow us to enter our actual revenue and expenditures after each month closes. The variance between these two will show us where we are succeeding and where we are falling short. From this info we will determine if and how we will adjust our marketing efforts for the remainder of the year.

Sales Forecast
- Marketing Expense Budget
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