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Company Overview
CorkGuru is a new company that will provide an online platform where a client company can list its services and products it offers. The platform will have a list of the products that are offered such as drinks and also customers will be able to make preservation online from anywhere at any given time. CorkGuru is set to start its operations on December 7, 2018. CorkGuru Tech Company will be a partnership owned and operated by Peter MacLeish and Thomson Kleptomaniax. The company will target small to medium sized companies and government organizations within the United States of America. CorkGuru Tech Company will seek major contracts with medium-sized firms.
Product Value Proposition
The Experience is the Product. This is CorkGuru's product value preposition punch line. In today's market, companies are trying to compete for each other. Thus, there is a need to make your company unique and attractive to many customers as much as possible. The company's product preposition tells potential customers why they should do business with CorkGuru rather than its competitors, and makes the benefits of its products and services crystal clear from the outset. One tap and then you book for reservation and favorite dinner packs or drinks, and the payment is completely cashless. There will be no need of carrying cash, just carry your credit card and then you are ready to enjoy partying. The company points out how its services and products are superior compared to those of its competitors (Rafinejad, 2007).
Ideal Customer Profile Industry
CorkGuru Tech Company improves operational efficiency, simplifies marketing, minimizes errors in marketing, and provides protection against hackers who could post nuisance pieces of writings. 
Industry Competitor Analysis
Industry Competition
The level of competition among the key organizations that will be competing directly with CorkGuru Company in the technology sector will be high. It will be involved in direct competition with companies such as Restaurantware, and Assurant among others. All these companies expend significant capital on research and development and marketing just like CorkGuru Company. The threat of marketplace competition is a major consideration for CorkGuru Tech Company, which it has dealt with primarily via continually developing new and unique products so as to capture a substantial market share (Kazmi, 2008).  
Bargaining Power of Buyers
The company has employed the low switch cost so as to strengthen the bargaining power of buyers. The company has resulted to the collective marketplace bargaining power of clients or customers, the possibility of mass customer or clients defections to a competitor is a strong force. CorkGuru counters this strong force by continuing to spend a significant amount of capital which will enable it to keep developing new and unique products so that it can build on significant brand loyalty (Kazmi, 2008).
The threat of New Companies Entering to the Marketplace
The threat of a new company entering to the industry that could seriously threaten CorkGuru's market share is relatively low. This is attributed to two contributory factors such as the extremely high cost of setting up a new company within the industry and the additional high cost of establishing brand name recognition.
Bargaining Power of Suppliers
The bargaining power of those supplying the organization with supplies is a relatively weak force in the marketplace for CorkGuru's products and services. The bargaining position of a single supplier is weakened by the high number of potential suppliers for CorkGuru and ample amount of supply.
The threat of Customers Opting for Substitute Products
Within the marketplace, there will be products and services that will directly compete with CorkGuru's products. However, this market force is relatively low for CorkGuru because most potential substitute products have limited capabilities compared to CorkGuru's products.
Market Penetration 
CorkGuru Company has already penetrated the market thus allowing it to claim a significant market share. The company has utilized the Ansoff Matrix; the matrix has two dimensions. The first one consists of existing and new products while the second consists of existing and new markets (Kazmi, 2008). The company has resulted in using differentiation as its marketing tool; making its products and services look unique.  It is a strategy of selling more to an existing customer base. 
Growth Revenue Model
CorkGuru Tech Company uses the Ad-Based Revenue Model where it creates ads for a specific website, service, app, or any other product, and placing them on strategic, high-traffic channels. Through this model, CorkGuru can maintain a substantial amount of cash flow which makes it profitable at the end of any given trading period. Making money from ads is considered to be one of the simplest and easiest ways to implement revenue models, and hence that is the main reason why so many companies utilize ads as a source of revenue (Kaufman, 2012). 
Challenges of Growth
The company has faced the issue of cash flow management. The owners of the company have spent money during the growth period, but this concept can easily and quickly get out of control. Cash management during this period needs to be tight (Rose, 2016). Another challenge facing the company is that of learning when to delegate and when to get involved. There are times when entrepreneurs need to get personally involved in specific decisions such as hiring for critical positions among others.
Recommended Strategies for Growth
[bookmark: _GoBack]The company needs to nature a great company culture. The company culture is affected by everybody involved with the organization. As the company grows and many people come into its operations, it becomes more difficult to exert control over its culture and then it is prone to derailing. Another strategy is keeping up with market changes (Rose, 2016). With the current rate of innovation, CorkGuru needs to continually embrace the new changes as they occur to be relevant within the market of its operations.
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