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Situational, Opportunity and 

Competitive Analysis



What is Situational Analysis?

• Situation analysis refers to a collection of methods that managers use to analyze 

an organization's internal and external environment to understand the 

organization's capabilities, customers, and business environment.



What is Opportunity Analysis?

• Opportunity analysis refers to establishing demand and competitive analysis, and 

studying market conditions to be able to have a clear vision and plan strategies 

accordingly. Opportunity analysis is a vital process for the growth of an 

organization and needs to be performed frequently.



What is Competitive Analysis?

• . The purpose of the competitive analysis is to determine the strengths and 

weaknesses of the competitors within your market, strategies that will provide 

you with a distinct advantage, the barriers that can be developed in order to 

prevent competition from entering your market, and any weaknesses that can be 

exploited ...



What we aim to achieve?

1. The Business Plan

2. Starting with Mission and Vision

3. Discuss the focal company’s relationships to the 

different actors in the value net

4. Understand the microenvironment

5. Understand the macroenvironment

6. Porter's Five Forces Model

7. SWOT Analysis

8. Porter’s Generic Strategy



1. The Executive Summary

2. The Industry

3. Market Analysis

4. Competitive Analysis

5. Marketing Plan

6. Operating Plan

7. Financial Plan

8. Appendices and Exhibits



Mission 



The mission and vision statement

The foundation of any marketing 
plan is the firm’s mission and 
vision statement, which answers 
the question, ‘What business are 
we in and where should we go?’















Situational Analysis

Value Net Model

Porter’s Value Chain Model



The marketing system at three levels
The whole marketing system can be divided into three levels, 

as follows (see Fig. 3.1 – next slide):

1 The focal company: understanding and analysing the 

internal situation 

2 Industry level/value net- Micro Environment: the focal 

company’s most important actors/stakeholders at this level 

are suppliers, partners / complementors, competitors and, of 

course, the customers.

3 Macro Environment: the most important changes taking 

place in the macro environment can be summarized in the 

so-called PEST analysis: P Political and legal factors, E 

Economic factors, S Socio-cultural factors, T Technological 

factors. 



Value Net



The marketing system / value net



Relations to actors in the industry value net

•This task environment refers to the immediate 

external market where interactions which have a 

direct effect on our company take place.

•Since the firm has relationships with different 

types of interdependencies, with different 

objectives for the development of the relationship, 

and so on, it is important organizationally to 

differentiate between how different relationships 

are handled.



Microenvironment



Copyright © 2018 Pearson Education Ltd. All Rights Reserved.

The Company
The Company

In designing marketing 

plans, marketing 

management takes other 

company groups into 

account.

• Top management

• Finance

• R&D

• Purchasing

• Operations

• Accounting
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Publics

Any group that has an actual or potential interest in or impact 

on an organization’s ability to achieve its objectives:

• Financial publics

• Media publics

• Government publics

• Citizen-action publics

• Local publics

• General public

• Internal publics



Relationships with customers

• In the relationship approach, a 
specific transaction between the focal 
company and a customer is not an 
isolated event, but takes place within 
an exchange relationship 
characterized by mutual dependency 
and interaction over time between the 
two parties.

• An exchange relationship implies that 
there is an individual specific 
dependency between seller and the 
customer. The relationship develops 
through interaction over time and 
signifies a mutual orientation of two 
parties towards each other.
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Customers

• Consumer markets

• Business markets

• Reseller markets

• Government markets

• International markets



Relationships with suppliers

• There seem to be three major 
strategic issues related to 
purchasing management:

• 1. The decision of whether to 
make an item in-house or to buy 
from external suppliers

• 2. The development of 
appropriate relationships with 
suppliers

• 3. The managing of the supplier 
base in terms of size and 
relationships between suppliers
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Suppliers

• Provide the resources to produce goods and services

• Treat as partners to provide customer value

Suppliers



Relationships with 

partners/complementors

• This kind of relationship is based on collaboration between 
manufactures of complementary functions and/or 
products/services.

• Each partner has a strategic resource that the other needs –
exchange supplier& customer.

• Value chain activities developed: One manufacture – other market 
example: Diethelm
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Marketing Intermediaries

Marketing intermediaries are 

firms that help the company to 

promote, sell, and distribute its 

goods to final buyers.
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Marketing Intermediaries

Resellers
Physical 

distribution 
firms

Marketing 
services 
agencies

Financial 
intermediaries



Relationships with competitors

•Before entering any relationship with 
competitors, it is important to analyze 
the competition in so far as it will 
affect ease of market entry and 
potential profitability.

•Factors to consider from 
competitors: number of size of 
competitors, capabilities (S&W), 
international marketing strategies, 
sales volume and relative market 
share, type of competitor 
(multinational – Microsoft, Unilever) 
vs. local
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Competitors

Competitors
Firms must gain strategic 
advantage by positioning their 
offerings strongly against competitors’ 
offerings in the minds of consumers.



Macroenvironment



Pestel Analysis





Political







Economic





What Is This Thing Called the 

Economy? (1 of 2)

• Economy

– The sum total of all the economic 

activity within a given region

• Economics

– The study of how a society uses 

its scarce resources to produce 

and distribute goods and services



What Is This Thing Called the 

Economy? (2 of 2)

• Microeconomics

– The study of how consumers, businesses, and 

industries collectively determine the quantity of 

goods and services demanded and supplied at 

different prices

• Macroeconomics

– The study of “big picture” issues in an economy, 

including competitive behavior among firms, the 

effect of government policies, and overall resource 

allocation issues



Factors of Production (1 of 3)

• Natural resources

– Land, forests, minerals, water, and 

other tangible assets usable in their 

natural state

• Human resources

– All the people who work in an 

organization or on its behalf



Factors of Production (2 of 3)

• Capital

– The funds that finance the operations of a business as well as the physical, 

human-made elements used to produce goods and services, such as 

factories and computers

• Entrepreneurship

– The combination of innovation, initiative, and willingness to take the risks 

required to create and operate new businesses



Factors of Production (3 of 3)

• Knowledge

– Expertise gained through experience or association



Exhibit 2.1 Factors of Production



The Economic Impact of Scarcity

• Scarcity

– A condition of any productive resource that has finite 

supply



The Economic Impact of Scarcity

• Opportunity cost

– The value of the most appealing alternative not chosen

“Opportunity cost is the value of the next-best alternative when a 

decision is made; it's what is given up,” 



The Economic Impact of Scarcity
• Opportunity cost



Economic Measures and Monitors

• Economic indicators

– Statistics that measure the performance of the 

economy

– Leading and lagging



Exhibit 2.2 Key Economic Indicators (1 of 2)

Here are some of the key indicators that help policymakers 

and business leaders assess the state of the economy.

Indicator Implications

Housing starts Housing is a major component of the economy, and each 

new house built triggers a cascade of demand for related 

goods and services, so a rise or fall in the number of new 

houses under construction suggests that demand for all 

those related goods and services will expand or shrink as 

well.

Durable-goods 

orders

Similar to housing starts, sales of durable goods such as 

cars, appliances, and machinery suggest the economic 

health and confidence of consumers and businesses; if 

orders are declining, for instance, it indicates that buyers 

could have a pessimistic outlook on the economy.



Exhibit 2.2 Key Economic Indicators (2 of 2)

Indicator Implications

Price indexes

The various consumer and producer price indexes 

indicate whether the economy is heating up or 

cooling off.

Unemployment 

rate

As a lagging indicator, unemployment rates don’t 

have the predictive power of other indicators, but 

they can confirm the direction in which the 

economy has moved.

Gross domestic 

product (GDP)

As a measure of the total output of the economy, a 

rising or falling GDP suggests trends in the overall 

health of business.



Price Indexes

• Consumer Price Index (CPI)

– A monthly statistic that measures changes in the 

prices of a representative collection of consumer 

goods and services

• Producer Price Index (PPI)

– A statistical measure of price trends at the producer 

and wholesaler levels



CPI 





National Economic Output

• Gross domestic 

product (G D P)

– The value of all the 

final goods and 

services produced by 

businesses located 

within a nation’s 

borders; excludes 

outputs from 

overseas operations 

of domestic 

companies



National Economic Output



Economic



Economic



Economic



Economic
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Economic Environment
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Economic 

Economic Environment

Changes in Consumer Spending

Value marketing involves offering financially cautious buyers greater 

value—the right combination of quality and service at a fair price.
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Economic

Income Distribution

Over the past several decades, the rich have grown richer, the 

middle class has shrunk, and the poor have remained poor.



Social





Socio-demographic and cultural 
environment

– Social Factors:  a number of significant 
pressures on organization can be identified. 

– Customers are becoming increasingly 
demanding of the products and services they 
buy.

– Customers demand, and expect, reliable 
products with quick, efficient service at 
reasonable prices.

– Furthermore there is little long-term stability in 
customer demand
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Demographics

• Demography is the study of human populations—size, density, 
location, age, gender, race, occupation, and other statistics.

• Demographic environment involves people, and people make 
up markets.

• Demographic trends include changing age and family 
structures, geographic population shifts, educational 
characteristics, and population diversity.
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Demographics

• Baby Boomers – born 1946 to 1964

• Generation X – born between 1965 and 1976

• Millennials – born between 1977 and 2000

• Generation Z – born after 2000
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Demographics
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Demographics
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Demographics



Dynamics of Global Population Trends

Aging population
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Demographics

Demographic Environment

Generational marketing is 

important in segmenting people 

by lifestyle or life stage instead of 

age.
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Demographics

• Changing American family

• Changes in the workforce
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Demographics

Geographic Shifts in 
Population

• Growth in U.S. West 
and South and decline 
in Midwest and 
Northeast

• Change in where 
people work
▪ Telecommuting

▪ Home office
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Demographics

Markets are becoming more diverse.

• International

• National

• Ethnicity

• Gay and lesbian

• Disabled
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Culture

Cultural Environment

Core beliefs and values are persistent and are passed on from parents to 

children and are reinforced by schools, churches, businesses, and government.

Secondary beliefs and values are more open to change and include people’s 

views of themselves, others, organizations, society, nature, and the universe.
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Culture

Cultural Environment

The cultural environment consists of institutions and other forces 

that affect a society’s basic values, perceptions, and behaviors.



Technological





Technological Factors

• Technological factors:

– Newer technology has had a major impact on 

particular aspects of marketing. 

– Computers, and their wide availability to management, 

have let to increased interest in sophisticated market 

modelling and decision support systems.
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Technological

• Most dramatic force in changing 

the marketplace

• New products,  opportunities

• Concern for the safety of new 

products

• FinTech



Environmental
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Environment

The Natural Environment

The natural environment is 

the physical environment 

and the natural resources 

that are needed as inputs by 

marketers or that are 

affected by marketing 

activities.
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Environment

The Natural Environment

Trends in the Natural Environment

– Growing shortages of raw materials

– Increased pollution

– Increased government intervention

– Developing strategies that support environmental sustainability 
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Environment

Natural Environment

Environmental sustainability 

involves developing strategies 

and practices that create a world 

economy that the planet can 

support indefinitely.



Legal
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Legal

Legislation regulating business is 

intended to protect

– companies from each other

– consumers from unfair business 

practices

– the interests of society against 

unrestrained business behavior
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Legal

– Increased emphasis on ethics

– Socially responsible behavior

– Cause-related marketing



Opportunity and Competitive 

Analysis Models

Porter’s Five Forces

SWOT



Originally developed by 

Harvard Business 

School's Michael E. 

Porter in 1979, the five 

forces model looks at 

five specific factors that 

determine whether or not 

a business can be 

profitable, based on other 

businesses in the 

industry.Sep 25, 2018

Porter's Five Forces Model



Porter's Five Forces Model



Reference: Exhibit 1.2 Risk, Reward, 

and Moral Hazard (3 of 3)

• Barrier to entry



Easy points …



SWOT-Driven Strategic Planning

• Marketing information collected via a situation analysis

– Identifies the key factors that should be tackled by the firm 

– Organizes them within a system that will monitor and distribute information 

on these factors on an ongoing basis

• Role of SWOT analysis

– Synthesize wide array of information and aid in transition of the firm's 

strategic focus 



Potential Issues to Consider in a SWOT 

Analysis

Potential internal strengths Potential external opportunities

Abundant financial resources Rapid market growth

Well-known brand name Mishap of a rival firm

Economies of scale Government deregulation

Proprietary technology New technology

Better marketing skills Demographic shifts

Potential internal weaknesses Potential external threats

Lack of strategic direction Entry of foreign competitors

Limited financial resources Product life cycle in decline

Weak spending on R&D Changing customer needs/tastes

Very narrow product line Economic boom/downturn

Internal political problems New technology



The SWOT Matrix

• Four-cell array used to visually evaluate elements of SWOT analysis 

• Should be based on customer perceptions, not perceptions of the manager 

• Elements with the highest total ratings should have the greatest influence in 

developing the strategy

• Focus on competitive advantages by matching strengths with opportunities



The SWOT Matrix

Source: Adapted from Nigel Piercy, Market-Led Strategic Change (Oxford, UK: Butterworth-

Heineman, 2002).



SWOT analysis

Successful SWOT analysis is 

fundamentally a process of 

finding the optimum fit

between the firm’s controllable 

strengths and weaknesses and 

the uncontrollable

opportunities and threats 

posed by the environment in 

which the firm operates.



SWOT analysis

A good SWOT profile facilitates the development of a 

strategy that capitalizes on a company’s 

strengths, minimizes any

weaknesses, exploits emerging 

opportunities and avoids, as far as 

possible, any threats.



SWOT analysis 

The SWOT framework became 

popular during the 1970s because of 

its assumption that managers can 

plan the alignment of a firm’s 

resources with its environment. 

Subsequently, during the 1980s, 

Porter’s (1980) introduction of the

industrial organization paradigm, 

with his five forces/diamond models, 

gave primacy to a firm’s external 

environment, overshadowing the 

popularity of SWOT analysis. In the 

1990s, Barney reinvented SWOT as 

the foundation framework linking the 

firm’s resources to sustained 

competitive advantage (Barney, 1991)



Elements of the SWOT analysis

• Strengths
– Determine your organization’s strong 

points, from an internal perspective as 
well as from the perspective of external 
customers. Do not be humble, be a 
pragmatic as possible

• Weaknesses
– Determine your organization’s 

weaknesses not only from internal point 
of view, but also from customers.

• Opportunities
– Another major factor is to determine how 

your organization can continue to grow 
within the marketplace. After all, 
opportunities are everywhere, such as 
changes in technology, government 
policies, social patterns, etc.

• Threats
– It is vital to be prepared and face up to 

threats



SWOT analysis

The following are the strategic options 

suggested by the SWOT-matrix:

1 Make a match between strengths and 

opportunities

2 Convert weaknesses to strengths

3 Convert threats to opportunities

4 Minimize, if not avoid, weaknesses and 

threats.



The four combinations that could result from SWOT 
analysis are called: 

• Maxi-Maxi (strengths/opportunities): In essence, an 
organization should strive to maximize its strengths to 
capitalize on new opportunities

• Maxi-Mini (strengths/threats): In essence, an 
organization should strive to use its strengths to parry 
or minimize threats.

Application of the SWOT matrix



The four combinations that could result from SWOT 
analysis are called (cont.): 

•Mini-Maxi (weaknesses/opportunities): It 
encourages the organization to conquer its weaknesses 
by making the most of any new opportunities

• Mini-Mini (weaknesses / threats): This is most 
definitely a defensive strategy: to minimize an 
organization’s internal weaknesses and avoid external 
threats.

Application of the SWOT matrix



Analyzing competitors

The main questions to ask about competitors are as 

follows.

■ What is their (marketing mix) offer?

■ What is their competitive advantage?

■ How well are they performing?

■ What does their SWOT profile look like?

■ How are they likely to compete in future?
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GROUP work – Let’s Practice 

Conduct a SWOT analysis for Thailand

• Create one page powerpoint slide with three bullet points for each element

• Presentation 5 minutes max for each team..

• Don’t forget to have cover page with team name and member names…


