Competitor Analysis
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TABLE 3-6 An Actual CPM for Tupperware

TUPPERWARE AVON RUBBERMAID
Critical Success
Factors Weight Rating Score Rating Score Rating  Score
Advertising 0.15 I 0.15 3 045 4 0.60
Customer 0.03 3 0.09 2 0.06 1 0.03
Service
Price 0.05 2 0.01 3 0.15 4 0.20
Competitiveness
Top Management 0.14 4 0.56 3 0.42 2 0.28
Expertise
Product Quality 0.08 4 0.32 3 0.24 2 0.16
E-commerce 0.09 1 0.09 3 0.27 2 0.18
, Financial 0.15 4 0.60 3 0.45 2 0.30
3 Position
? Customer 0.04 4 0.16 3 0.12 1 0.04
§ Loyalty
Global 0.08 4 0.32 2 0.16 1 0.08
Y. Expansion _ .
g_; Sales - 0.06 4 0.24 2 0.12 1 0.06
+ ' Distribution
| Market Share 0.08 2 0.16 4 0.32 3 0.24
| Product Line 0.05 4 0.20 2 0.10 3 0.15
- Offerings
~ otal 1.00 2.99 2.86 2.32

3-7 Key Questions About Competitors

1t are the major competitors’ strengths?

at are the major competitors” weaknesses?

at are the major competitors’ objectives and strategies?

How will the major competitors most likely respond to current economic, social, cultural,
Ogtaphic, environmental, political, governmental, legal, technological, and competitive

ds affecting our industry?

W Vulnerable are the major competitors to our alternative company strategies?

W vulnerable are our alternative strategies to successful counterattack by our major competitors?
1 are our products or services positioned relative to major competitors?

What extent are new firms entering and old firms leaving this industry?

A key factors have resulted in our present competitive position in this industry?

W have the sales and profit rankings of major competitors in the industry changed over recent
N Why have these rankings changed that way?

15 the nature of supplier and distributor relationships in this industry?

it exten; could substitute products or services be a threat to competitors in this industry?




SWOT ANALYSIS
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SWOT Matrix

Strengths Weaknesses

Opportunities SO Strategies WO Strategies
!q

Threats WT Strategies

ST Strategies
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External Factor Evaluation
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TABLE 4-10 An Actual Internal Factor Evaluation (IFE) Matrix for Cv.m. Inc.

Key Internal Factors

Strengths Weight Rating WHt. Score
1. Completed first phase of Worldport expansion, Eﬂo&Em sorting 0.09 4 0.36
capacity 15 percent growing to 37 percent
2. First major airline to successfully operate a 100 percent Stage Il 0.07 4 0.28
fleet three years in advance of Federal regulations
3. Five out of every six UPS drivers come from part-time ranks (pro- 0.07 3 0.21
motion within)
4. Over 4,000 UPS drivers have driven for 25 years or more 0.06 3 0.18
without an avoidable accidént
5. Dividends of $0.47 per share paid and increasing 0.06 4 0.24
6. Average daily volume for Next-Day Air and Deferred Products in- 0.06 3 0.18
creased 2.8 percent and 4.3 percent respectively
7. Have yielded 1.71 percent cost and production efficiencies, 0.06 4 0.24
improving operating margin
8. Owns 80 percent of joint venture headquartered in Dubai with 20 - 0.08 3 0.24
percent option to purchase
9. Streamlining Domestic Package segment, reducing U.S. 0.07 3 0.21
regions from five to three and U.S. districts from 46 to 20
10. Purchased 130 hybrid vehicles, adding to UPS alternative fuel 0.07 4 0.28
vehicle (AFV) fleet
Weakness
11. Approximately 254,000 UPS employees are members of a union 0.03 1 0.03
12. Approximately 2,800 UPS pilots 0.03 1 0.03
13. Approximately 3,400 UPS ground mechanics 0.03 1 0.03
14. Inability to identify sufficient operating cost savings to result in at 0.04 1 0.04
least 300 furloughs for airline pilots
15. Top executives diversity percentage is low (25 percent) 0.03 2 0.06
16. Over 4,000 UPS drivers have driven for more than 25 years and are 0.04 1 0.04
now eligible for retirement
17. Top executives’ tenure in current position five years or less 0.03 2 0.06
18. 80 percent of all UPS U.S. small package delivery services - 0.02 2 0.04
guaranteed
19. With ~408,000 employees, expenses relating to health and @oPﬁou 0.03 1 0.03:
benefits are high
20. 41.7 percent of top UPS executives are cross-trained 0.03 2 0.06
TOTALS 1.00 2.84




THE GRANR STRATERY MATRIK

» Quadrant | (rapid market growth/strongly competitive)

» continued concentration on current markets (market
penetration and market development) and products
(product development) is an appropriate strategy

» Quadrant Il (rapid market growth/weakly competitive

» unable to compete effectively

» need to determine why the firm’ s current approach
is ineffective and how the company can best change
to improve its competitiveness

Copyright 2015 Pearson Educatlon, Inc 6-23

THE SRONR RTRATERY MATRIX

» Quadrant Il (weakly competitive/slow market growth)

» must make some drastic changes quickly to avoid
further decline and possible liquidation

» Extensive cost and asset reduction (retrenchment)
should be pursued first

» Quadrant IV (strongly competitive/slow market growth)

» have characteristically high cash-flow levels and
limited internal growth needs and often can pursue
related or unrelated diversification successfully

Copyright ©2015 Pearson Education, In¢ 6-24
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Steps in a QSPM

1. Make a list of the firm’ s key external
opportunities/threats and internal strengths/
weaknesses in the left column of the QSPM.

2. Assign weights to each key external & intemal
factor.

3. Examine the Stage 2 (matching) matrices, and
identify alternative strategies that the organization
should consider implementing.

Steps in a QSPM (cont.)

4. Determine the Attractiveness Scores (AS).
3. Compute the Total Attractiveness Scores.

8. Compute the Sum Total Attractivensss Score.



Quantitative Strategic Planning
Matrix (QSPM)

* Quantitative Strategic Planning Matrix
(QSPM)
— objectively indicates which alternative
strategies are best
— uses input from Stage 1 analyses & matching

resuits from Stage 2 analyses to decide
objectively among alternative strategies

QSPM

TABLE 6-7 The Quantitative Strategic Planning Matrix—QSFM

e e ] FOR 2 TR S M S SR 3 S A i
Strategic-Alesnatives

Key Factors Weight  Strategy 1 Stiategy2  Strafegy 3
Key Exicraal Factors -
Economy

Poittical/Leeal/Goyernaiental

SacialiCulivral/Demogeaphic/Bnvireamental

Tochnological

Compatitive

Key Brternal Factors

Mahagement

Markeling

Fimice! Accourting

ProductionfOpsmiiong

Research and Developmeny

Managemen! Infarmation Syatemz




QSPM Example:
a Retail Computer Store

TABLE 82 A Q5SPM for a Retalt Computeac Store

STRATEGIC ALTERNATIVES
i F4
Buy Nevr Land
apvd Huild Newy Fully Renovats.
= targer Store Existing Store
Key Foctors Weight A% TAS AT TAS
Ugportopices
L. Papulatinn of city grosving [0% &ae 4 40 2 0
2. Rivalt computer stoee upaning 1 mile avry 834 2 20 4 Adn
3. Malelele traffic passing stare ip 12% T 1 648 4 R
&, ¥endors average £% new prdiclsArear 305 -~ —
5 Seniocciien use of compuiemap 55 a0z — —
& St lamines grwihin wes gy 505k 214 -~ -
7. Desire Tor websres up 10 by Realiac 056 — -
B, Disire for webssites op 12% &y s} s e — —
Thrests
4, Bt Buy opening mew dim searhy i, § goos Vi 4 Dan i 045
2. Lovnl univensity eifers compuies repsic f.as — =
3. Newe hypars Sor By 34 in 1 year will divert axdfic & & A 3 a2
&, Mew smaf] hrcing Biiltnzartny aon 2 816 4 0.3z
3. Gospricos ap 14%: {64 — ==
&, Viegidors raising prices 852 @987 — —
10
QSPM Example (cont.)
Sivengti:
§, Inventiey teruver dnerered from SR 10 £7 983 . =
1. Average busjonir purehes epeased fom $97 w0 §138 18 2 e 4 1.5
3. Employes murgke is escelient i - -
4. Tn-stors promezions cesslted in 202" fovmeeve fo sabes o0 - =
5. Nesipaper atlveribsing expendinies incmased 105 am = -
6. Revermes from repairfarviee segmentaf sgre vp (65 415 3 60 £ 43
. Tu-store technical kgpors perscmen! hiave MIS eaflese dewes U] -
£. Stons deitdo-toiatausess i decfisied s 39% 203 4 a5z 2 RDE
. Bevenises por employee ap 1945 Q02 EX —
Wonkmecsy
i. Bevesuas o sofbaae sgment of stsrz doan 525 a1 — =
2, Losotion of gtese negiloly impacesd by mow By 38 DRG] 4 2] i i3
3. Corpiet,apd padet In stove st ins diaanpair bl ; {62 3 i
4, Bashwworu in siore neads refasbishing 002, 1 i 4 0%
A Resgovss Storn Bvinesres down £ (il 3 032 4 &ié
6. Siove by mo websiie a0 - -
7. Supglies op-iime delivary Jesvacad tn 24 days Fitis] —_ —
§ Ot evztomers frove 53kt sheck g 479 4 (it 3 o3
Tl 149 436 3R




