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1.1 SWOT Analysis (Opportunities/Threat

s)

1.2 Five Force Model (Michael E. Porter,

1979)

1.3 Industry Life Cycle

1.4 PEST (Political, Economic, Social,

and Technology)
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.1 | SWOT Analysis (Strength/ Weakness)
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.2 | VRIO Framework (Barney, J. B., 1991)

2.3 | Product Life Cycle (Raymond Vernon, 1966)

.4 | Value-chain Analysis (Michael E. Porter,1985)

.5 | Scanning Functional base / Resources base

.6 | Marketing Mixed (4Ps, 6Ps, 8Ps)

.7 | Financial Ratio Analysis

.8 | Mckinsey7- S frame work




SWOT Analysis

Internal factors analysis External factors analysis

* Financial analysis Strenghts Threats

' EFQM evaluation v Surroundings analysis

' Valued added chain analysis ' Sectoranalysis

: ' i |
' Resources analysis Competition analysis

Weaknesses  Opportunities
' Product portfolio analysis
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VRIO Framework (Barney)
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Financial resources

Human resources

Material resources

‘Non-material
resources
(information, knowle

dge)




VRIO Model

Is valuable?

Is rare?

Is difficult s
to imitate? organization
organized
around?

\f

3 @
YES

What is the result?

COMPETITIVE DISADVANTAGE

COMPETITIVE EQUALITY / PARITY

TEMPORARY COMPETITIVE ADVANTAGE

UNUSED COMPETITIVE ADVANTAGE

LONG-TERM COMPETITIVE ADVANTAGE




Core Competencies

Resource/Capability

VRIO Framewor

Vv

WiFi Internet Access

R&D Skills

Ability o Raise Capital

Coffee Brewing Equipment
Human Resource Management
Coffee House SetUp

Employee Compensaton
Quality Product Mix

Coffee House Locatons
Employee Benefits

Socially Responsible Corporate Image
Buying Power

Number of Coflee Houses

Propensity for lnnovaton

Relations hips with Coflee Farmers
Customer Experience

Corporate Leadership & Vision

Renowned Brand




PEST ANALYSIS

PEST analysis:

P - Political - existing and
potential effect of political
influences

E - Economical - effect and
influence of local, national and
global economy

S - Social - projection of social
changes inside the organization
T - Technological - effects of
existing, new and advanced
technologies




SWOT Analysis vs PEST Analysis

- Political
V

Social

Opportunities /,
@A Technologlcal
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1. ASovijoRlddAsI:Kan1d:uadaun1gudn
1.1 SWOT Analysis (Opportunities/Threats)
1.2 Five Force Model (Michael E. Porter, 1979)
1.3 Industry Life Cycle
1.4 PEST (Political, Economic, Social, and
Technology)
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2.1 SWOT Analysis (Strength/ Weakness)

2.2 VRIO Framework (Barney, J. B.,1991)

2.3 Product Life Cycle (Raymond Vernon, 1966)

2.4 Value-chain Analysis (Michael E. Porter,1985)
2.5 Scanning Functional Resources

2.6 Marketing Mixed (4Ps, 6Ps, 8Ps)

2.7 Financial Ratio Analysis

2.8 Mckinsey7- S frame work



