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I The small business dry cleaner
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S.W.O.T. Analysis

Strengths

¢ Cleaning on premises

Weaknesses

e Limited customer bhase

internal | Direct contact w/customers o Inflexible location
origin -~ | Short delivery time e Mediocre personnel
¢ No distribution cost o Low price advertising
Opportunities Threats
¢ Advanced equipment o Casual weal
external |# High market potential » Washables
origin -~ |¢ PTC became luxury » Household appliances

» Longing for convenience

s Energy cost




Competitive position

How can we use each strength?

How can we stop each weakness?

How can we defend against each threat?

How can we exploit each opportunity?

It depends on the individual objective



I What Is the objective?

I Volume ?
Mid-range ?
Premium ?

Mid-range cleaners are endangered.
- They can't compete on price and
- can't compete on quality and service.



Premium or volume?

DELI or ALDI?

Customers patronize both









I How can we use each strength?

I Cleaning on premises

Direct contact with
customers

Short delivery time

No distribution cost

Couldn't be better,
nothing to do.

10



I How can we stop each weakness?

Limited customer base
Start route service

Inflexible location
Move if neighborhood
changes

Mediocre personnel
Intensive training (and better
payment)

Low price advertising
Emphasize quality and
service instead
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I How can we defend against each
I threat?

Casual wear and washables
- We can try to offer special services

Household appliances
- We are helpless, they are getting better

Energy cost
- We can invest in energy saving processes
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I How can we exploit each
I opportunity?

I Advanced equipment and processes
High market potential
Professional TC became luxury

Longing for convenience
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Selling Is an art!

"Good quality Is not enough.
It needs emotional enthusiasm to win

consumers as customers”.

Heinz Ludendorf of BMW, Minchen
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I The attributes of an offer

I Mr. Ludendorf differentiates:

Expected attributes
Desired attributes

EXxciting attributes
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I What does that mean for us?

I Quality (expected attribute)
Convenience (desired attribute)

Presentation (exiting attribute)
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Convenience: P.O.S. is crucial

Locations:

- Shopping malls

- Car parkings

- Next to a grocery stores, banks, post offices
- Pedestrian zone (near entrance or exit)

- High rises (residential or offices)

- Drive-trough plants

Home delivery
- The ultimate form of convenience
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I Automatic drop-off and pick-up



I Automatic drop-off and pick-up



I Automatic drop-off and pick-up



“cleanissimo” concept
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Home delivery by car
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Home delivery by bike



I Presentation

I To convey emotional excitement it needs

Ambience

Professionally trained counter personnel
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I Conventional counter personnel

I A presser
IS usually not trained for the counter
IS stressed when interrupted by a customer

may not be dressed appropriately for the
counter
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Premium counter personnel

IS qualified like a sales person in a boutique
Is carefully trained in PTC matters

works exclusively at the counter
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Result:

Relaxed
confident,
friendly and
competent

customer service
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I Relaxed, confident
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friendly and competent
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Can we afford it?

Decent payment is necessary for counter

persons who
are qualified,
- are well trained,
- enthusiastic about textile care
- enjoy their job with customers and
- are committed to their company

They are worth their salary and they earn it!
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I Future perspective

PTC used to be a commodity
Meanwhile it became luxury

We will be successful, if we offer
- Expected attributes

- Desired attributes and

- Excited attributes
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We must learn the art of...

SELLING

either on

PRICE

or on

EXCELLENCE
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