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BARGAIN SHOT

Goals & objectives have been consistent throughout the years we have just realized long
term we aren’t able to have majority control over the Asia-Pacific market because
we don’t have majority of the sales volume in that market. Otherwise the rest of the
market segments and the strategies we had set up for them have been successful.

Our marketing strategy was somewhat consistent, but we changed the strategy to be more
focused and narrowed into just one broad strategy, focused differentiation where
we focused more closely on each markets niche instead of the industry as a whole.
This way we can focus on the different likes of each market since they all have

different needs and wants.

The financial strategy of the company was purely to make as much income as possible. We
have now changed that to the best-cost provider strategy. We make good quality,
not the best, cameras with value conscious prices. We price our cameras according
to the industry average. We put in promotions that are based on each markets niche.
This way the customers are paying for the quality they are getting and not wasting
their money on a camera that isn’t going to last them. By doing this it attracted more
retailers and investors to our company helping us grow and expand.

* Strengths

Multi- store Chains

Online retailers

Local camera shops

Tech support budget

Entry level warranty period
Multi-feature warranty period
*  Weaknesses

Entry level models
Advertising budget

SWOT

* Opportunities

Increase retail dealers

paying down outstanding loans
Technological advances

» Threats

Warranty Claim rate

Exchange rate
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Power Point Corrections:

-We specified the strategies used in each market segment and summarized them (see slides 4-8).
-We Set a more specific financial goal (see slide 9).

SWOT Analysis: Allure Imagery
A crucial part to running and managing a business is to conduct a SWOT analysis. This

will keep your business running at its full potential and help you to be the best in your market.
The SWOT analysis takes a look at your businesses Strengths, Weaknesses, Opportunities, and
Threats. Listed below is the SWOT analysis for Allure Imagery based on the Glo-Bus game
compared to other companies in all territories (North America, Latin America, Asia-Pacific, and
Europe-Africa).

NORTH AMERICA:

Strengths: Multi-store chains, Local Camera Shops, Advertising Budget, Entry-Level &
Multi-Featured Models.

Weaknesses: Entry- Level Warranty Period, Lower Market share.

Opportunities: We can look into extending our warranty period.

Threats: The largest threat is our lack of market share in the North America area
compared to that of the other companies.

LATIN AMERICA:

Strengths: Entry-Level & Multi-Feature models.

Weaknesses: Multi-store chains, online retailers, Local camera shops, Tech-support &
Advertising Budget.

Opportunities: To gain a higher competitive advantage we could expand our budget for
tech-support and advertising. We should also take advantage of retail dealer availability.

Threats: Again, our market share is lacking in this geographic region.

EUROPE-AFRICA:

Strengths: Advertising Budget, Entry-level & Multi-featured Models.

Weaknesses :Tech-support budget, Entry-level Warranty Period.

Opportunities: Expand both the budget for tech-support and the warranty period to what
is competitive with others.

Threats: We are closely competing with company B, Bargain Shots.

ASIA PACIFIC:
Strengths: Entry-Level & Multi-feature Models.
Weaknesses: Retail Dealers, Tech-support Budget, Multi-feature warranty period.
Opportunities: We need to take advantage of the retail dealers and open more stores if
possible. Also we should extend our warranty to be more comparable to other brands.
Threats: Companies C and B have the higher market shares.
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General SWOT:

Strengths: Most Market share in North America.

Weaknesses: Retail dealers, Warranties, Budgets.

Opportunities: Allure Imagery needs to seize all opportunities in the retail dealers as well
as reevaluate their budget plans. They need to be more comparable to other brands. To best meet
the needs of customers as well as gain the most market share we decided to use different
strategies for different geographic areas. In North America we used the focused differentiation
strategy by trying to out beat our competitors in warranties and discount periods. In Europe-
Africa we used best cost provider strategy because we were very competitive in pricing, pq
ratings, and warranty periods which led us to being in control in over 25% of the market. In
Asia-Pacific we used low-cost provider strategy we wanted to appear more attractive over our
competitors. In Latin-America we had our smallest number of sales so we opted for the focused
low-cost provider strategy.

Threats: Companies B & C.
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OUR VISION

“Bargain Shot is Camera Company that is targeted
towards the middle class average everyday picture taker.
We sell affordable cameras that anybody can afford to
capture those special moments in life so they can be
remembered forever.”
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OUR MISSION

Bargain Shot is a family own camera business. We are
here to serve our customers and let them become part of
our family and make them feel at home. When they
come in our stores we want them to be able to find the
camera that fits their needs. Whether its simple camera
to capture those everyday moments you don’t want to
forget. Or for those who need to capture every detail of
one specific moment there are the more high cameras to
fit their needs. Our family is always here around the clock
no matter where you may live and we have our 3 year
promise guarantee to gain your trust that we aren’t going
anywhere. Our family is always giving back one purchase
at a time. Whether it is to the environment or those in
need in your local areas. A percent of all of our sales goes
towards a different charity in everyone of our bargain
shot’s communities.

Goals and Objectives

Target North (10%) Europe-Africa Asia-Pacific  Latin

Market America (40%) (30%) America
(20%)
Have a steady profit
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and increasemarket  and increase market
shares shares

Goals Haveasteady profit

Short Term

Oh) ectives Quarterly promotion  Keep up with the Keepup with the (marterly promotion
to keep sales and latest trends Seasonal  latest trends. Seasonal o keep sales and
profit constant. promotions.Prices  promotions. Prices  profitconstant
Averagepricingof  changing with changing with Average pricing of
camerasquarterly. - demands. demands, cameras quarterly,




Target Market | North{10%) | Europe-Africa | Asia-Pacific | Latin
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Marketing
Strategy

Focused Differentiation Strategy :
Where focusing individually on each markets niche




Financial Strategy

Best- Cost Provider

* Make a good quality camera at a value conscious price

* We make sure we are with the industry average

* Order quarterly promotions with discounts 10-15%
according to the market niche

Target Market North {10%) Europe-Africa Asia-Pacific Latin

America {40%) {30%) America {20%)
Financial +20% sales +80% sales +60% sales +40% sales
strategy quarterly quarterly quarterly quarterly

SWOT

* Strengths
* Multi- store Chains
* Online retailers
* Local camera shops
* Tech support budget
= Entry level warranty period
*  Multi-feature warranty period
*  Weaknesses
* Entry level models
« Advertising budget
* Opportunities
* Increase retail dealers
= paying down outstanding loans
» Technological advances
* Threats
*  Warranty Claim rate
* Exchange rates
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