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SWOT Analysis Definition

SWOT Analysis: Strategic
Planning Tool

SWOT analysis is a strategic tool
to assess an organization's

internal and external position. It
focuses on four elements:
Strengths, Weaknesses,
Opportunities, and Threats. It helps
organizations understand their
competitive position and make
informed decisions.

SOWT Analysis Definition
SOWT Jalad iy s

(7 &

S

Strengths

-

=

oo

Weaknesses
sgall blai L wasall blai
>y
NZ g
A O || T
Opportunities Threats
ot || clusgnl

S
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bubsall 811 :SWOT Jal=i

2wl il bl

il yiwl 8lol g SWOT Jul=i
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spolic dsyyl dwlys Lle pody .dolaioll
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werall ((Weaknesses) casuall
«(Opportunities) yo,all
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Historical Origins

Albert Humphrey: The Founder

Albert S. Humphrey developed

the SWOT analysis methodology
in the 1960s at the Stanford
Research Institute. He was a
management consultant
specializing in organizational
change. Initially called SOFT, the too
evolved into SWOT. Humphrey is
considered a pioneer in modern
strategic planning.

dangioll Guawdo 15 20l Cpdi

\

SOFT >,> swoT

Evolution

S. Humphrey) s a0l @i jgb
... Immrinpatition (Albert

bl Ol ;8 SWOT Jalos dyngio
lsul o,gmb.w ag=o 9 dlec

OJIJXI ._,9 Lawaio |JL.§LM ols
daouhniill

@3 SOFT Louui 3loYl ils cul.x.dl )

SWOT a.ua.’d 6>y ngh:
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Internal Environment aAds1aJl didl

Internal Environment | rdadslodl diadl Jolge

Factors asuallg 698ll blai
The internal environment includes Sl Jelg=ll ddslaJl &l Jouiss
factors controlled by the organization. - .dabhioll Lg) eSS

3lgally WliloRl Lo 898l blis
dalaioll lgSlias Ll duploull
duall Olelasl Jio) dalaioll

Strengths: Positive capabilities and
resources possessed by the
organization (e.g., technical/financial

competencies). (ddlllg
Weaknesses: Internal challenges e e dgudllg Wbha=dl Lo asdll blas
and limitations that hinder wadi Jio) elol Gawi LUl dds1all
performance (e.g., skill gaps or (3)lgall ol wWi)lgall
limited resources).
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External Environment

External Factors:

Opportunities & Threats

The external environment
includes factors outside direct
control.

Opportunities: Positive factors
to leverage, like emerging
markets and tech trends.
Threats: Negative risks like
intense competition and
economic shifts that may
adversely affect the
organization.

Lorall :dusydl diadl Jolgs

Olazagils yoyall
oo

I Jolgsll dgmlill gl Jonits
e .6J-‘.2,Le.o . I. . 'I Le__; s “..3
555

Jwolge :(Opportunities) o aJl
Jio ) laditw! Seu dulsul

sl Hghilg dualll Blowdl
bl ((Threats) Olazagdl
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02

SWOT 4 siuas Jas k)

SWOT Analysis Matrix Framework

SWOT Juloi asgaenwo Joc jlbl

Negative (Harmful) / (jlB) s

Internal /915I3

Positive (Beneficial) / (a120) 1loyl

Strengths / g4l blai

Attributes of the organization helpful
to achieving the objective.

w02gll (§1895 (6 ackui Gl duuwgoll Giloww

A Weaknesses / wasnll blai

Attributes of the organization harmful
to achieving the objective.

63gll (G185 Ga=i Ul dwgall Siloww

‘D Opportunities / (pjall

External conditions helpful to achieving
the objective.

@
~
©
o
o
D
—
>
(S8}

bagll §aéa o6 ackwi Lill dum)lall Logybll

e Threats / Gilagagill

External conditions which could do
damage to the objective.

163l pii 25 Gill dxo)lall Logbll
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Jaaal) g dddd) o Jaladtl d8.uts

We do not control it, but we are affected by it. We
cannot stop the waves, but we can adapt the ship to

face them.

“Jauseall OLAES g dlindw O1HAS o O)lgs ‘:;..Ul 9B syl wslan”

The wise leader balances the ship's capabilities with the ocean'’s fluctuations.
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SWOT Analysis Matrix

02 SWOT Jalas 48 giaa
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Internal Parameters:
Strengths / Weaknesses

v~ Scope of work (Specs)
v" Product Quality

v~ Quality System (QA/QC)
v~ Schedule (Lead Time)
v~ Cost Elements

v" Process & Operations
v~ Safety System (HSE)

v Maintenance System

v“ Human Resources

v Infrastructure, ... etc.

:aulsl1all Jolgsll
aenll blii / 6gall bléi

(wlanlgoll) Jo=ll Glhi v
aiioll 65go v

(QA/QC) 63g2Jl plsi v
(3ueiill Cusg) iojl Jgaall v
‘oe .ls..“ J..DU..C ‘/

Ju2uillg aldo=ll v

(HSE) dolludl plbi v/
ailunll plbi v

dy ! ojlgoll v

awinil auyl v
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External Parameters:
Opportunities / Threats

Market Demand

Market Price
Customers
Competitors

Suppliers

Raw Material Cost

New technology
Currency

Inflation rate

Social & Political Issues

:dusjlall Jolg=ll
Glagagidl / goyall

gl bl

Ggull jou

cllo=ll

gguuoliall

093)g0ll

oLl slgall aalsi

62u22Jl Loglgisill

dlo=l|

e

duululg duclais Ul J5luoll
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FEctire ABC Steel Company MIDOC E%I\!

Case Study 1: ABC Steel Company / wlall ABC asi :1 dls> dwlyo

& MIDOCEAN

MIDOCEAN'
<4 UNIVERSITY

UNIVERSITY {4

e Company
ABC Steel Company

Company e
wlall ABC dSio

¢ Industry

Steel Manufacturing &
Production

Industry -
wLall zlilg gainal

* Objective Objective -°
Feasibility Study for D gwaill (s9a> duwlyo
Market Expansion ) Goudl

e Key Focus: Key Focus: °
Comprehensive SWOT = Jolds SWOT Jud=s

Analysis to determine
viability of entering new
online markets.

Slgwl L Josl s9a>
REAJVH VISR AVACS

&)1 &S - pibiglaus dsol>
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ABC Steel - Strengths Analysis / «xlall ABC 4S i - 5 gal) Jaldi Jalal

Internal Strengths (S) (S) dus1all 894l blas
» S1: High product quality guol) ddle 859> ST -
f » S2: Good leadership & teamwork u> elo> Jocg 85L5 182 - ﬁ
@ » S3: Skilled and young labor Oldg 8)alo dloc :S3 - @
» S4: Advanced training plan doidino L)yl dh> 1S4 -
* 85: Good motivation programs 834> 34025 zolyy 1S5 -
. J
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ABC Steel - Weaknesses Analysis / «xball ABC 4S )& - izl Jald Jutas

Internal Weaknesses (W)

 W1: High overhead cost
A » W2: Insufficient area

I

0/.< * W3: High employee turnover

(W) dudslall casuall blis

dJle dole LaIS5 ;W1 »
4,518 it doluno (W2 A
&0 Gaabgall Hlygs Jaso W3 -
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ABC Steel - Opportunities Analysis / wiluall ABC aSu - gajall Judai
External Opportunities (O) (0) axnjall yaall
* 0O1: New & online markets Cuipiidll peg 8a3aa e'g.ua' :01 -
r « 02: High customer satisfaction &aijo clloc LA):02 - li:
» 03: Suppliers & resource availability 3jlgallg (ju3jgall yagi:03
M = 04: Strong relationship with suppliers odd)g0ll go dygé Culéllc :04 - M
» O5: International standards dalgs juleo jagi:05 -
availability

N\
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ABC Steel — Threats Analysis / Juall ABC dS .0 - Olaoagidl Jud=o

External Threats (T)

e T1: Strong & international
competitors

e T2: New technology
e T2: New technology
e T3: Unstable market price

e T4: Unstable currency rate
e T5: High energy cost rate

(T) =)l Wlanagdl

091939 V9299 Homdlio (T
833> Li>glgisSy (T2

5,81 : B lewl T3
IO YAl (990 ) ”’

8 )90 ).A.C L_9).4o OAaeo T4 o
deojyo ddlb dalss Hiseo (TS @
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Competitive Analysis
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Our Company / Li5 i
.—HW

-]
o|0d
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What is your organization
particularly good at?
JSuiy eliuuwdo as jroii sall o
TPL

Focus:
Internal Strengths & Weaknesses
auslall caenllg 6gall bléi

m )

Competitive Analysis: SWOT Comparison / SWOT dijléo :dauusliodl Julos B

Competitors / jgsuolioall

Who are the new competitors

entering your market?
ooy uall 5ol ggusliall o o
Sueldquu

Gap Analysis
ogaeall Julas

Focus:
External Threats & Comparative Position
g)leall Lasgallg daunjlaldl culayagill

"
-
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TOWS Strategy: SO Strategy / SO da=uilywl

SO Strategy (Maxi-Maxi)
Expansion & Growth Strategy

— (palass-paliss) SO dumsilyiunl
gailly guwgdl duzuilyiuwl
JM2wl 898l Cuilg= jughi dudus

How to use internal strengths

to maximize external d=>Lall yojall
opportunities.
» Aggressive Growth SPGB gaj ©
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xi-Maxi) goillg po=xgll daziilyiwl :1 ¢
S yuS duo)d + du

8.2

==y

833> Flgwl &1 :(Expansion) gwail

ea8lio cl )y :(Acquisition) 3lgouiawsl
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SO Strategy: Detailed Actions / duduaaill SO daxuilyiiwl Wicly>]
Combination / dus il Strategic Action (English) (Arabic) oyl <l 3l
S1+S8S3+S5 Improve Customer g
2 Service & Create New ';_Ubl d‘r»lu‘w"“;ld
01+ 02+03 Markets Ot
S1+S3+S4 Create Competitive S b e .
& Advantage & Apply e l:_:ﬁ*ﬁ eli)
02 + 05 Standards > Sesady
S2+S3+S5 Improve Supply Chain I dlasdes o =
& (SCM) & Resource '”“’9"1' (5l d:f ]
03 + 04 + 05 Utilization 2 9
g J
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02 ST sl

~
TOWS Strategy: ST Strategy / dxuslhyiwl ST

ST Strategy (Maxi-Mini) 1s | (Jlai-pudaes) ST dauilyiwl
Stability & Confrontation Strategy | “ Y yysitwAlg L dasadlyiiuwl
How to use internal strengths to \\ dg>lgal 8gall cuilgs JMUsiwl diass
face and minimize external N .8)igall culaasgill

threats.

Create Competitive Advantage Qunalii 8 juo cliuil

g
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ST Strategy - Detailed Actions / auupoill Wlclp Ul - ST duouiljilwl
Create competitive T P
S1+T1&T2 ﬁ advantage & Develop new e el e T
.62u00 wlalio

products. o 3
S3&S4&S5+ # Use new technology & 62320 Loglgidi pladiwl
T2 &T5 Energy saving programs. .aslbll pogi polug

Improve Supply Chain 2ol dlubu 6)lal Guuual
S2&S4+T3&T4 @ Management (SCM). .(SCM)
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TOWS Strategy: WO Strategy / WO du=uslysiwl

WO Strategy (Mini-Maxi)

Development & Improvement Strategy

" How to minimize internal
weaknesses by taking advantage
of external opportunities.

» Turnaround & Capability Building

111 %
etledied| |

fwolg

N )

(pakasi-yasual) WO dazxilyianl
Oauxillg ol dazusl il
dslioll yo,dll

Ohadl sy @
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WO 4l sia

(Mini-Maxi) pobilg gMsell dasxuil jiwl 12 dabisl|
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rﬁ ?}re., ’/"\4 as

| Lol gisl Euasd

29)) Olldos)l Grawsd tdlsigll ole] TF
oclasll §

1 Olg=all aud jlodiwl e Edl 1 goill
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TOWS Strategy: WT Strategy / WT aravil piwl

WT Strategy (Mini-Mini) (pani-poni) WT darauiljiwl
Retrenchment Strategy vblo4aill drayilpiwl
LT
& How to minimize internal 1! aarenll ahmilll ey Juldi aiais a
weaknesses to avoid external ajigall alyaaill aaalgal
threats.
[ Defensive / Survival clds / diclaa ]
. J
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Case Study 2: Coca-Cola SWOT Analysis / 1lgalaga aapinl SWOT Julai:2 alla auwlja

=\

lgalaga a4 b :éa il &

ayjlai anlle Jraal (allell giagll @
anydll éua o dualle

B2 Company: Coca-Cola Company

@ Global Status: Best global brand
in value ($77B+)

£l Market Position: World's largest
market share in beverages

0 aLigw dna pal ggull jaya Gi
ablgpnnll pliell

Gl pnaill :galaill oy @
latinll dhdnn pigil

& Analysis Focus: Strategic
assessment of product portfolio
diversification.
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N
Coca-Cola: Strengths & Weaknesses / vaenlig agdll hldi :ligalaga

) ¢

Strengths (Internal) Weaknesses (Internal)

(aulala) agall hidi (auila) vaenll hidi
e 1. Best global brand value (§77B) e 1. Focus on carbonated drinks
(Uga jlyln 77) dynlle dylai dolle doyd Jdl dyjlell aligpinll Llc jib )il
e 2. World's largest market share ) e 2. Undiversified product portfolio
e 3. Strong marketing & advertising e 3. High debt level (acquisitions)
digd alillelg (Gigaui (caldlgaiwll) gdijn gg4a Sgiwn
e 4. Extensive distribution channel e 4. Negative publicity dulw dilea
Glhill dewlg g1jgi Gilgid e 5. Brand failures
e 5. High customer loyalty cilaell 3o ,llc cllg ayylaill alolell jaey Juid
\_ .
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Opportunities (0)

Bottle water consumption growth
Demand for healthy beverages
Emerging market growth

Growth through acquisition

. Threats (T)

Changes in consumer preferences
Water scarcity

Competition from PepsiCo
Saturated carbonated market

alieall aliall Ellaiwl g.m'
daanll abgpuiall L le alhll
atdlill Glgwill (,a gaill
Algaiwdl He gaill

(T) calagamill .

aliall @jai -«
(PepsiCo) Ly Jo dwaliall -
dyjlell algpuiall (Gguw guili

.
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L]
L]




Lecture

When and How to Use SWOT?
02 SWOT Julad addied CiiS g e

MIDOCEAYilI|

UNI V_E

R

S

Practical Application

When and How to Use
SWOT?

Used in periodic review
sessions, before strategic
planning, and when evaluating
new projects. It helps analyze
internal and external
environments for major
decisions, providing a
comprehensive view of the
organization's position.

@330 L2159 o
TSWOT

a=sljoll Bluls 0 P23y
bubaill J.uag «ayjgall

2)Liall o165 aicg il il
o:JnsJI

audsiall audl Judoi o J.cLu.u
WSHS l_lljlj.o al:u.l.l cu:ub.llg
2690 gc dlolis 6)go yogs
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Analysis Team

Team Formation & Expertise

A team of 2-15 people is
recommended for
comprehensive coverage.
It should include diverse
management levels and
specialties to provide
multiple perspectives.
Diversity helps identify
factors individuals might
overlook.

ayjls] wbgibuo

pbgil dcgiio Ciloniig
.602=i0 Jhi culgog
2y29J 6 acbuy ggiill
.ojall

T
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02 EGErEEEE
\
« ¢ Involve diverse stakeholders to Judsi) Gucgiioll dxlaoll Olsuol b e
reduce bias. Sl Judasd
« ¢ Use reliable, data-driven evidence. LWL dogerng d8gigo dlsl plasiwl o/
« ¢ Avoid vague generalizations. daolal Oloeeidl Cuxi o
+ ¢ Link findings to specific strategic 833500 daxalyiwl Olehyab 2olidl by o/
actions. . plasl Jdadl Coasig dezlye o
« ¢ Regularly review and update the
analysis.
J
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Lecture

\
Common Pitfalls to Avoid / lgu=i caz Gl dilid] sUas 3

A Mistakes to Avoid PYFES PSR | EN A

A\ 1.Focusing only on internal factors Jalxs) hss ddslall Jolgell Lle 5uS,:01.1 AN
(ignoring external). (da) I

A\ 2.Failure to update the analysis regularl plasl Jd=idl Cgass pac .2 A

A\ 3.Not translating analysis into Olelyz] G Jad=xil daz i pac .3 A
strategic actions. Syl

A\ 4.Using inaccurate or biased data. Biaxio ol dduds e Sl plasiwl .4 A

A\ 5.Excluding key team members from oo Oasusiyll Gaya)l clacl sleswl .5 A
the process. dudosll

g /
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SWOT Integration in Feasibility Process MIDOC EA
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SWOT Integration in Feasibility Process / (93l duslys ddac Us SWOT o>

s |w]
0] T/

-
——
-ﬂng
Initial SWOT -

Data .
Collection
SWOT Jul=u

St liass o3l

i@' 385;‘\

Strategy - Go/No-Go
Formulation Decision

s los dsyliall )lyd
] PO PO9) |

N\

- 38



Lecture SWOT Integration in Feasibility Process MIIE\??R(%IIEA |
. .33 Al 2 8 SWOT gz

@ SWOT is a foundational tool duwlwl 8151 g SWOT Ju=i =@

for feasibility studies. S9 3l ulwl).)J

@ Must be based on reliable, d8gigo WUly Ll diiuy Ol Ly =0
comprehensive data. Alolig

@~ Analysis is useless without Olelyz] 993 83519 W Judsull «=©
strategic action. Ayl

@ Continuous review is key to zliso o owl de>1yall =©
long-term success. o3l Jagh gloull

. J
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Understanding Market Gaps & Their Types

MIDOCEA

UNIVERSITY

(IVIarket Gap: Represents an unaddressed
requirement or an inadequately served
niche in the existing market.

1. Need-Based Gaps:

0 Unmet Needs:
existing
market.

) Underserved Needs: Existing solutions
are inadequate, too expensive, or of
low quality.

] Latent Needs: Needs that customers

don't realize they have until a new

Problems with no
solutions in the current

N\

dagyd o alle e dala b chdeud) §adl

u\SdS“.M\.A M pe

sclaliay) o Aaildl) < gadll |y

L aagi Y COSe Bkl e clalday) 0
Gl Gl Jola

LeiS1 83 9 50 sl sdagadal) o clalaay) [
[REEN Cald ji cQAﬂ\ M\.ﬁ c:\.:té\s e

.~’ « e
LSHn Y alabial Al claliay) O

Lol s S Heday s o Sleall

J
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Understanding Market Gaps & Their Types
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fz. Operational & Market Gaps
Performance Gap: When current products
are slow or inefficient at performing the
required task.

Accessibility Gap: The product exists but is
geographically or technically difficult to
access.

Variety Gap: A lack of options or specific
features tailored to certain tastes or
segments.

Key Takeaway: Focusing on a gap ensures
avoiding direct competition and establishing
a competitive advantage from day one.

~N
248 gl g Abssinl) ) gadl) Y
ey Adlall clasind) (65 Ladie g )aY) 5 gad
Ao slhal) dagall glal & Alled e
Gy (S asnse gl dsagl) Bl
Al o 280 jaald) Lalill e agle J geaal)
| G S ON R RCH I U S &yﬂ‘ogﬂ
4.\.1“ g J\ 13\}3\ c_u.u\_u
GiaT ey Beadl e 3SG Aadal)
asall dia Al 3 e (sali g 3 puilall ddlial)
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MARKET GAP
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FECtire Decoding the Market
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e

N
Decoding the 7 .
Market: Where is // (b T agmall ol
the Gap? R €3 gadll
Demand > Supply = O = Loyl < )
% . :
Market Gap | 248 ool 3 gadll
Explanatory Note: ¢ ) )

Local Production +
Imports vs. Total
Consumption.

Demand
bl

Supply
vl

A ¢ ddaa D

£ Jaall )

Jlae cala ) 4l

PEURES VR
J
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~\

Case Study: Egyptian Steel Sector Sracll Clall gliad (s JGo

* Market: Egypt and Arab markets. Ayl Blgwdly sase 1Bowdl ©

= Target Segment: Construction companies. OYoldallg sl IS & 1Adugianel! AZRII

* Market Size: 10.6M tons/year. Lsiw oo Ogule 10.6 139! R

* Market Shares: Market Share Distribution (sl yaswa>) 148 gl yasazll -
* Ezz Steel: 34% %34 3= 45, % -

* Suez Steel: 15% seas %15 (all Huwgudl =
- Egyptian Steel: 13% s 34% %13 1o paell dpi> *

o paall dsas hall pugasdt
13% 15%
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The Data Hunt: Sources & Entities M|DOCEA
02 G ilas: clgally siladl

e

Primary Sources: Field Surveys,
Questionnaires.

Secondary Sources: Central Bank,
Industrial Development Authority,
Competitor Reports.

Key Entity: CAPMAS (Central
Agency for Public Mobilization and
Statistics).

.

N\

uall el 24 Y jaliaal)
lelaginy) g

Aaiil) A ¢g 3S yall il Ay g8 alaal)
Ol & (e Liall

Aalall Aimill (5 38 pall Sleadl rds 1) dgad)
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GROWING / 80

SHRINKING / yieSia

5 gadll sladl g (‘94\
«Growing)) set Gl da 1l Jladd)
Shrinking)) UisSy ol ¢Static)) <
] (VPP QLA REAN BN
GROWING / s~
STATIC / < O
SHRINKING / (ieasiy [
el ¢ galy Bandl S 1Y sdadl i) Baslal)
(e ol Wl € 13) aaad) callall e 3 saias
"lingiadl Aged) daal" e ) aa
o 8l 28 (Target Market Share) )

)
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( bemand (lkal))

The quantity of a good that consumers are willing and able to
purchase at various prices. (Gso%s G sSleiuall 2y Sl 2alul) 48
aaline i L@, )

Supply (ua)

The quantity of a good that producers are willing and able to sell
at various prices. ( sl Lean e 53 5 ¢ saiiall ey ol Al 48

4dlida)
Equilibrium Point () sill Adass)
The price at which the quantity demanded equals the quantity
supplied. (A.a.h))ul\ YU c.q-d\_uﬂa.d\ oaSl) saie (g glusts q;i\ ):u.d\)
Surplus (u=il,
When quantity supplied is greater than quantity demanded.
(A staal) A0eSl (e ST diia 5 yrall Sl () 5S5 Ladic)
Shortage (J»=)

When quantity demanded is greater than quantity supplied.
(mjﬁ\m&\w)ﬁ\m}&ml\mﬁ\uj&um)

Price (sudl)
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|
L t . L3
ol Revenue Estimation Concept MHQ?&EAN

02
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Revenue Estimation: Translating the Sl ¥ i () A8 puil) 5 i) Aas
market gap into financial figures. Alla o8 ),

Revenue = Units Sold x Unit Price
ol Y acliallcilas AT V)
g J
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Steel Sector Market Gap Analysis (2007-2016) UMNI.[\?QRCE EA\/
(Y7200 V) bl plad b 48 gl § sandl) Julas

N\

(o walll alaagll) alnll alclin - alhllg gagell Julai

alal aiptal | alyigh | aiaes | awan | #
2900 4000 4000 4000 13000 250 4100 10100 2007 | 1
3900 4500 4500 4200 14200 270 3800 10300 2008 2
3200 5200 5200 4300 15800 340 3300 12600 2009 3
3900 5800 5800 5500 19700 460 4100 15800 2010 4
4100 6100 6100 5700 20100 600 4300 16000 2011 5
4600 6700 6700 5900 20500 720 5000 15900 2012 6
4900 7200 7200 6300 21000 890 5500 16100 2013 7
5500 7900 7900 6400 22000 1000 6800 16500 2014 8
6000 8500 8500 6700 24000 1200 7500 18000 2015 9
6500 10000 10000 7200 27500 1400 8100 21000 2016 10
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From Gap to Revenue
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(Target Unit Price) waa@iwoll 63agll jof (Quantity) diosll (Unit Price) 6aagll jouu (Demand Gap) 6gaall diwall
9000 1850 10000 6660 2017
9500 1950 10500 69390 2018
10000 2050 11000 7370 2019
10500 2150 11500 7750 2020
11000 2250 12300 8120 2021
11500 2350 13000 8500 2022
12000 2450 13500 8880 2023
12500 2500 14200 9260 2024
13000 2600 14800 9630 2025

Y
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~\

oo e
15000 " -
Caiwnll §eiill
[' (Forecast) v ¥ —Seu
3 10000 L ae==l"
3 .--.--
33
——-
=
= sooo0
Gyl Calitasdl
(Historical Data)

2020 2021 2022 2023 2024 2025 2026 2027 2028

(Years) Glgiwli




St Two Revenue Estimation Methodologies UMNIIE\?QRCE IIEA

02 i)l ) a8 Uiag te
= Top-Down Approach G Y o m )
Start from total market  Top-Down Approach Bottom-Up Approach g
(TAM) , G Gl e s
Filter down to target Uias ) Usopx Jow
share @ [ Adag sl
Suitable for large dadzall (3) S danilia
markets . .

\ M g d
d Bottom-Up @ — Q Gl il e A‘AGA{;\
Approach

: Al Cllaal) (el
Start from operations

Build up to total revenue ? A Sl ¥l () el
Suitable for new/local suaall o ldall Al
\projects w\)

)
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\
"Marketing is not just an expense; it . . . e
. & ] P 15200 oA Ji tdg puan 3 e (B gl
is the fuel that drives the revenue e ) e & ay il
engine." ) " "
O Awareness
Making the tareet market ¢ (Awareness) = &' O
Ouar ;r)lite:C:rge market aware o Liflatia 5 U gm o0 Cinghunal (3 guad) iy a3
O Acauisiti ' (Acquisition) 3 saiu¥)
O Acqulsttion 0l s b ) e
onverting interested leads into : e
: (Retention) By [
paying customers. AT e sl Al o daall 5250 oam
O Retention |
Keeping customers coming back for
more.
g J
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\
(Total Costs) waullaill ilna)
|
| ]
(CAPEX) dullowi) waulai (OPEX) arlisiini caullai
|
l I
Gpublio duclin waullag apilen
21jgillg guull wayjlnn
(Marketing & Selling)
g - J

)
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Geographic Scope
Al gl

Are you targeting a single
neighborhood, a city, or multiple
regions?

5l ol $ALIS A flaal s La Cangios Ja
Saaamie (3lalial lind s 455 )

Channels Used
-
Ladiiecall el o381
Each platform has a different
cost.Instagram ads vs
Google ads vs Influencers.
Aaliaq 4l data JSI, aliss B3 o) iti) SliBle )
o s e i ipall 4415

N\

=

Purchasing Power
4l ) 5 a8t

Can the target audience in this area afford
) your product?
ol i e Wlla s a8 dalaiall o388 ddagiuall 2531 Ja
Seslatia
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Cost Components
O Percentage of Sales
o Cilaniall e duisd
0 Objective and Task Method
® Dignal (80%) [ <4, @ cEvents [25%) /<A
® Contant {20%) / 15 50ee @ PR[15%) /) iz Sl
\. y,
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Marketing Costs: Coffee Shop Example

Fixed Costs {One-Time) (52l 35 4) ASS AR
Branding & Logo $3,000 Sl g s el A pall
Signage & Decor 55,000 255 5 el
Lzunch Event $2,000 Y e

Variabie Costs {Year 1) (A5 Aol 5 e A
Social Mediz Ads {S1k/mo) 512,000 (+=/1000) st 53 =dZi)
Printed Materials $1,000 33,3 0o gilas
Loyzlty Program $2,000 ¥ gl s 5o

Total Year 1 Budget $25,000 A U, [T B S RV BEN
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