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Advance SWOT : Quantitative and Mix factors

EXHIBIT 4.6 Quantitative Assessment of the SWO'T Matrix

b
This analysis was conducted for the VirPharm marketing plan example found on our website. The ratings in each as il last (po Jlao
cell have their basis in a thorough analysis of the company and the industry. SWOT ilole ol
m?;"‘:m\ o SRS e
\\Pae! Sule . & A
Strengths atdY O Mlsin M IrgheR  OPPOFHRIGES — o odb G wlsé= M 1 R (223 940  analysis
% = cnpetnbels _ = 44/ quantifications
BOPREX approved to treat arthritis, 3+ 3 9  FDA has approved the transition of 3+ 3 9 .
migraine headache, and general pain prescription NSAIDs into OTC variable JsI | glaas
market 3J1 e pulads
Patent exclusivity for three years 3 3 9  Consumers will try new products as 3 3 9 wle 559
they become available Ll g magnitude
New product entry 3 2 6  NSAIDs can be used as general pain 3 3 9 important
reliever and fever reducer
Prescription-strength pain relief 3 2 6  Potential market channels not 3 3 9
available OTC aurrently exploited
Effective migraine treatment 3 2 6  Competing prescription pain relievers 3 2 6
have been pulled from the market
Talented and motivated workforce 2 2 4 Weak product differentiation among 3 2 6
OTC competitors
Lower cost of raw materials 3 1 3 US. population is increasingly seeking 2 3 6
convenience of online shopping
Wide range of products 1 2 2 Increase in aging population 2 2 1
Weaknesses W\ W) ely 0 &« M | R Threats — 3\ Sxd oly o M | R
Limited marketing budget 3 3 -9 Competition from both prescripion -3 3 -9
pain relievers and OTC pain relievers
Market position (number 6 in -3 3 -9 Extremely crowded OTC market -3 3 -9
market)
Weak product differentiation -3 3 -9 Consumer loyalty with existing -3 2 -6
competitors
Current brand name (new to -3 2 -6 Negative publicity regarding NSAIDs -2 3 -6
market)
Mid-sized company -2 2 -4 Declining physician recommendation -1 3 -3
. of NSAIDs
5 BOPREX associated with -1 3 -3 OTC NSAIDs not indicated for long- -1 2 -2
g gastrointestinal side effects term use
& Variability in offshore suppliers -1 2 -2 Regulations on drug advertisements -1 2 2
,_% could intensify
a3
M = magnitude of the element, | = importance of the element, R = total rating of the element.
Magnitude scale ranges from 1 (low magnitude) to 3 (high magnitude).
Importance scale ranges from 1 (low importance) to 3 (high importance).
Information from the VirPharm marketing plan:
The first step is to quantify the magnitude of each element within the matrix.
. . . ~ %
Magnitude: is refers to how strongly each element affects the firm. B AN N I s

» 1 (low magnitude), 2 (medium magnitude), or 3 (high magnitude) for each strength & opportunity,
» -1 (low magnitude), -2 (medium magnitude), or -3 (high magnitude) for each weakness and threat.
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The second step: is to rate the importance of each element

using a scale of 1 (weak importance), 2 (average importance), or 3 (major importance)

AN

for all elements in the matrix. C o9 e oo o ses ol l

Grid High Magnitude (}mpact) Low Magnitude (Impact)

High Importance Strategic Priorities \ Key Focus Areas

Low Importance Watch List \ Routine Monitonyﬁ
Grid High Magnitude (Impact) Low Magnitud/e/(lmpact)

Strategic Priorities

Regulatory Compliance Issues:

High A new regulation requires immediate
Importance |changes to company processes and can
have a substantial impact on operations
and profitability.

Watch List
Emerging Technology Trends:

Office Suppligs Inventory: Office Cleaning
Schedule
stry in the ||Managing office Supplies is a routine task with

Low New technologies could have
Importance |significant impact on the in

future but are not yet a pajor concern minimal impact on\overall business strategy or

\

The final step is to multiply the magnitude ratings by the importance ratings to create a total rating for

for the organization. operations.

each element.

Remember that:

e Magnitude and importance ratings should be heavily influenced by customer perceptions and

other perceptions, not just the perceptions of the manager.
. . R . . .

e Those elements with the highest total ratings (positive or negative) should have the greatest
influence in developing the marketing strategy. Jis/ ciilslaialg dgan 95 (LS Ls JS olcl Rate (ls Ls Js

e Asizable strength in an important area must certainly be emphasized in order to convert it into a
capability or competitive advantage.

e Fairly small and insignificant opportunity should not play a central role in the planning process.
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1. Existing brand 1. Brand perception
2. Existing customer base 2. Intermediary use

3. Existing distribution 3. Technology/skills
4. X-channel support

SO strategies WO strategies —.td s » v aep =)

1. Cross-selling Leverage strengths Reinforce! shozs I oS St 07 gy GRLT

2. New markets to maximize opportunities What else?
3. New services = Attacking strategy oty oy Goly e Vatiuble ! 0
4. Alliances/Co-branding Growth =
ST strategies WT strategies— %=t cied 26 Yo o
1. Customer choice Leverage strengths to Minimize or Eliminate riska, =8 d& Y
2. New entrants minimize threats Share or Transfer risk
3. New competitive products & =Retreat strategy
4. Channel conflicts Qo <l o\ s
caens I (YY)

Retrenchment is an act of cutting down or reduction, particularly of public expenditure
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two levels (od dlaxi dus Jalasi 5!
The WH Family
1%t level is the simple WH questions
2" |evel is the Which is sub level adple X

= What {exactly) do | want to achieve?

= What are the facts?
W H AT = What would happen if no decision was made or

solution found?
* Whatdo | need in order to find a solution?

= Why do | want to achieve a solution?

= Why did the problem or opportunity arise?
WHY * Why do I need to find a solution or way forward
atall?
* Ask 5 Whys Olge ¢ e &)k/u& v S R L

= How will the situation be different?

H OW = How relevant is the information | am gathering?
* How can | find out more?

* How can | involve relevant people?

* Where did the issue arise?

WH ERE * Where does it impact?
= |s the “where” important?

* If 50, why?

* Who am | trying to please?
W H O « Who cares about this situation? Who is affected? alpladt ST 5w

* Who is involved (information, help, action)? [/ T/ /e,\)(_l) —>who is bellen ( Secons Level]
« Who needs to be informed?

 When did the issue arise?

WH EN * When do we need to act?

* By when must it be resolved?
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