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SITUATIONAL ANALYSIS  
Current Situation
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PORTERS 5 FORCES

Low

Supplier Power 
Med - High Buyer Power

High – Threat of New Entrants High – Threat of Substitutions

Low – Med 

Competitive Rivalry 



RBV MODEL – VRIO 

V
• Market Need, Tested, Patented, ADA Approved 

R
• “Blue Ocean” Environment 

I

• Inimitable

• Anyone can make a similar product

O

• Organized to Exploit 

• GOAL



KEY BUSINESS PROBLEM

 Lack of Strategy

 Distribution

 Market Segmentation

 Capital Management

 No Working Capital 

 High Marketing Costs

 Organizational Structure 

 Lack of Experience 

 HR 

 Lack of Marketing Strategy 

 KEY ISSUES



Sales 

.



Rounds of Financing



Use of Financing



Customer Acquisition - Advertising



Advertising and EBITDA



Overall Financial Analysis



RADAR MAP
Decision Criteria
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Improve Distribution

Better Reach Customers

Improve Working CapitalEfficient Use of Marketing

Align with Organization

Build Distribution Centers Big Box (e-comm.) Pivot to Contract



LIST OF ALTERNATIVES

Build Distribution Center(s)

Big Box Retailers- E-Comm.

Pivot to Contract Segment



LIST OF ALTERNATIVES

Build Distribution Center(s)

Big Box Retailers- E-Comm.

Pivot to Contract Segment



OUR RECOMMENDATION 

 Residential customers are a must reach but selling directly 

to them is an inefficient use of marketing therefore we let 

the people who specialize in personal selling take on that 

responsibilities

 We focus on selling to the contractor, emphasizing the 

benefits of our product since they are well positioned to 

differentiate vs. similar products

 Capitalizes on the trust between the end user and the 

contractor

 Increases marketability since more people are able to see 

the product

 Economies of scale 



RECOMMENDATIONS

-Improve distribution

-Better reach customers

-Efficient use of marketing

-Align with organization

-Slow roll out

-No immediate effect on 
working capital



IMPLEMENTATION PLAN

Phase 1

Phase 2



PHASE 1

Hire key personal 

Hire sales force

Build relationships with contactors

Contractor focused marketing on 

benefits 



PHASE 2

Decrease distribution times and cost 

through distribution center relocation

Build a e-commerce platform related to 

baby boomers 

Hire rest of the organizational structure for 

any gaps
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