

Goldilocks

3.1 MacroEnvironment for Goldilocks Corporation 
Major Trends in the Macro Environment

Any new restaurant idea today, we will need to look at the macro environment to be successful in addition help management strategically plan for growth and gain competitive advantage.  Americans have an endless choice when it comes to eating out.  From fast food chains to very upscale, trendy places targeted to the younger affluent crowds.  In Goldilocks’ type of an organization, we need to pay strict attention to our Opportunities and Threats portion of our SWOT Analysis.  For Goldilocks, our initial SWOT yielded more strengths than weaknesses but on the other hand, more threats than opportunities.  This leads us to focus on our macro environment closely.

Goldilocks’ theme has always been targeted to the health conscious, middle to upper-middle class, business, family-oriented and internationally savvy patrons.  


To capitalize on opportunities, we like to attract business professionals such in large downtown cities, metropolitan areas and up & coming communities with the town center feel.  The more exposure we gain the more investment opportunity interests we will receive.  We always here the phrase; “The best advertisement is word of mouth”.  This type of advertisement can be contagious and we want all of our patrons to pass the word to their friends, colleagues and family to help us build brand awareness.  

With opportunities, there will be threats in any successful venture.  Recently, the nation has been declining into a slight economic shortfall.  Many believe we are in a recession.  As gas prices reach over $4/gallon, increase in food prices from milk to eggs and many people losing their homes, one of the key threats Goldilocks realize is the current state of our economy.  Eating out, eating healthy to eating fresh & organic is a luxury to some.  This threat may be our biggest nemesis as people are in save mode.  


In addition, with any successful business venture, giant restaurant corporations will look to monopolize.  Similar to software giant, Microsoft; if you can’t compete with them, buy them.  Since our business and marketing plans are new, another threat could very likely be a victim of acquisitions.  


Moreover, our opportunities still outweigh any external threats.   Our marketing plan will focus on more affluent areas, not the blue-collar, low income areas.  Customers such as the DC metro area, suburbs, big cities (NYC, Chicago, San Francisco to Austin) will find our products attractive.  In addition, Goldilocks offer super customer service, quick meals with a healthy twist.  Despite the economic situation we are facing, the macro environment of the restaurant industry looks towards our favor.
SWOT Analysis

STRENGTHS:

· Customer-focused

· Distinctive Competence in the specialized & unique market

· Attractive customer base

· Healthy Eating

· Fully Customizable

· Specialty Foods

· Locally Grown

· Organic 

· Seasonal (fresh)

· Ability to cook your own

· Ability to add themes for all occasions

· Pet friendly services

· Convenient

· Children-friendly

· International taste (Asian, Mexican, American, Indian…)

· A la carte (plus for big & small eaters)

WEAKNESSES:

· Huge variety may be intimidating & confusing to some customers

· Only focused on 20-40s age group, middle to upper class, younger professional crowd

· High overhead cost for operations

· Small footprint in the market

· Targets only a small niche of patrons in certain geographical areas

· Lack of “core competence”

OPPORTUNITIES:

· High level of investment opportunities

· Attractive idea for joint ventures to increase market coverage

· No rival competition will yield to rapid expansion

THREATS:

· High costs of food & supplies may squeeze profit margins

· Current economy (recession)

· High gas prices (effects on shipments and customers eating out)

· Large chains may seek acquisition or adopt our M/V/O

· Unsupportive local communities for this type of a business
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