Situation Analysis Template
COM 455 (Experiential Learning: PR Cases/Campaigns

Team Name: Marching, Inc.
Before your team launches into the ACTION step (Step 3 of the ROPE process), your team needs to create a Situation Analysis. Use this TEMPLATE and fill in what you know now. (There will be some things you don’t know yet (“holes”), so leave them blank or write TO FILL IN. 

The Client: Karen Andrew, Buying Thyme

Client’s Goals  
(What does my client want to achieve?)

1. Help change the tag line of her company to be clear about what “Buying Thyme” does.

2. Create a brochure that she can show to potential customers

3. Try to increase revenue and clientele informing businesses at the Cummings Center.

4. Re-write text on website in order to be “less confusing” to a potential customer by creating shorter text.

5. Increase “Grab and Go” service awareness

Target markets: 
 (Who is your client targeting? Additionally, who should your client be targeting (e.g., media, other prospects, opinion leaders, etc.)

· Singles

· Moms / Working Moms

· Vacation Goers

· Corporate Employees at the Cummings Center

Products/Services:   

(What does your client make, offer?) 

· Completely Organic food

· Prepped ingredients for clients to come in and put together their own meals

· “Meal-Prep” Parties

· Grab and Go meals

· Monthly menu items

· Caters to allergies

SWOT ANALYSIS (What are the strengths, weaknesses, opportunities and threats of your client based on your client’s situation vs. the competition, trends in the marketplace, etc.)

Strengths –  Using completely organic ingredients, with no growth hormones

Creates fast and easy meals that takes less than 15 minutes to prepare

Not many companies/competitors that offer the same service as Buying Thyme. She is the only company that offers this service with completely organic food.

Weaknesses:  Web-site is misleading, and unclear about what she does and the services she offers.

Too much information. Her services need to spelled out in laments terms.

Doesn’t promote the savings of using her business vs. going out to eat / buying groceries

Opportunities:  (What can YOUR TEAM bring to your client in terms of opportunities to add value to your client’s business? That is, during a single semester.

Think of opportunities as tactics:

Tactics
· Create a brochure spelling out all services offered by Buying Thyme in a simple text format that is friendly and informative for prospective clients

· Help Karen change her tagline in order to be more clear about her business and services offered

· Research possible clients at the Cummings Center to target

· Help reinvent her website, specifically the home page

· Look into the possible benefits of using linkedin.com

Some additional tactics below – think of tactics in two categories: Traditional (publicity/news releases, brochures – see www.com01970) and New/Social/Business Media web 2.0 (blogs, podcasts, YouTube, Linked In account, facebook, etc.)

• Traditional PR Opportunities (See New Media Opp’s.)

(tactics, mostly) (See www.com01970.org)

• Publicity- 

· Postcard to mail out to possible clients throughout the Cummings Center

• New Media Opportunities: (to bring to your client: 

· collaborating with Multi Media Pros (our other client) to create a web based commercial at a discounted rate

· seek out the benefits of using linkedin.com

· Update and create a more user friendly web site for prospective and existing clients

Threats:  
(What threats are posed to your client by the competition, trends in the marketplace, lack of funds, knowledge, rumors, misunderstandings, past problems, etc.)

• Whole foods – more clients go to them for grab and go food than her because Whole Foods is a trusted company. However, most clients are unaware that most of the vegetables that are in the grab and go at whole foods are NOT completely organic.

AND AFTER TEAMS CREATE THEIR SITUATION ANALYSIS FOR EACH CLIENT, IT’S CRUCIAL TO CREATE A SPECIFIC PLAN IN ROPE TERMS (SEE BELOW) – BEFORE “DOING” ANYTHING – OR, AT LEAST, WHILE “DOING” CERTAIN THINGS (SUCH AS CREATING A MEDIA LIST, ETC.)

NOTE: 

REMEMBER THAT STRATEGIC PLANNING OF PR SHOULD BE REGARDED  IN TERMS OF THE CLASSIC 4-STEP PROCESS SOMETIME CALLED:

 ROPE

 1.Do Research to establish Situation Analysis; 

2. Set Objectives that are realistic, measurable and achievable within a specified (semester?) time frame; 

3. Executive ACTIONS such as producing materials, creating and analyzing surveys, establishing new-social-media tools); 

4. Evaluate the extent to which Objectives (specified in Step 2) were achieved – via specific measures (e.g., client feedback to team, professor/manager feedback to team; was news release picked up by the media and published? Were output objectives achieved (podcast completed? Blogs posted?) Were impact objectives achieved (feedback from prospects or opinion leaders who saw targeted communication)
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