August 15, 2007

Z-Wing - Notes

Market Summary

There has been fierce competition brewing between Z-Wing and its nearest competitor, Janssen, for the past 10 years. Z-Wing has garnered 50% of the world’s aviation market, but Janssen has recently captured 47% of the market. The global commercial aviation market is growing at a low 5% per year. 

SWOTT Analysis

The strengths identified in Z-Wing are:

•
The company is a marketing leader

•
The company has experienced managers

•
The organization has a good product line and good service

•
The company has good financial strength realizing $60 billion in annual revenues and a market cap at $35 billion.

The weaknesses associated with Z-Wing are:
•
Their market share is sliding—Z-Wing 50%, Janssen 47%

•
Budget constraints

•
The level of customer service is low

•
Market research is weak. Z-Wing has allowed the competition to increase its market share, while Z-Wing is stagnant.

Z-Wing has the opportunity to introduce new aircraft, and scan the marketplace in order to build sustainable customer relationships. The organization can enter into new markets by developing new products, such as private, corporate, and military jets, and by providing new services such as low cost routes and a customer support system. The threats to realizing the goals of the organization are local, state, and federal regulations, Janssen, the economy, and negative publicity. The trend most prevalent in the industry is the consumers are demanding more, so the company is demanding more from its equipment as well as its most valuable asset, the employees.

Competition
Janssen is the strongest competitor and as such, Z-Wing must create a niche in the aircraft industry that sets it apart from Janssen. Z-Wing has the In Touch system in place but comparable products are already in the market. Z-Wing has to offer something unique to their airline customers so the company can continue to be the market leader. 

Product Offering

•
In Touch system—Internet, intranet, broadband services available to crewmembers and customers

•
E-service portal—24/7 access to maintenance manuals, engineering drawings, parts lists, etc.

•
Aircraft models 824, 878, and 888

•
Possible upgrade to the best selling 888

Keyes to Success

The executive team realizes that no matter what products the company offers, the customers are what matters most. The success of the company depends on how effective the company manages their relationship with the customers. “In order for a company to succeed, the customer must come first, you’re customers are the reason you are in business” (Schmidt, 2005).Employees need to be receptive to the new systems and products. The reception can be enhanced through proper training of the employees and managers speaking with one voice about the new products and services and changes.

Critical Issues

•
Prioritization of the business needs that require support

•
Functionalities for the CRM application offered by the lead software vendor

•
Return on investment

Historical Results

•
ERP implementation was a failure.

•
In Touch was introduced and is successful and warrants enhancement.

•
Adoption rate of the CRM system after being in place for two years is high. 

Macroenvironment
The environment must be scanned to assess the opportunities and threats in the organization as well as the aircraft industry. Factors such as the economy, the political climate, governmental rules and regulations, and legal ramifications should be analyzed. Technology, socio-cultural issues such as demographics, customer awareness and attitude and the availability of current and future suppliers must be assessed. . The leaders must shift from strategy formulation to strategy implementation which is accomplished through identifying short-term objectives, initiating specific functional tactics, communicating policies that empower people in the organization, and designing effective rewards.(Pearce & Robinson, 2004).

Defining the Four P’s of Marketing:

The Four P’s of Marketing are the four strategies to the marketing mix. The marketing mix refers to the way in which a company allocates its marketing budget between the various communications media. It includes product, price, promotion, and place. They are the variables that marketing managers can control in order to best satisfy their customers in the target market. They are all interconnected. Action in one affects the decisions in another.

• Product – any tangible object, idea, or service provided to customers.

• Price – determining what to charge for the product or service.

• Promotion – the actual marketing of the product or service. The task of making customers aware of the product in a positive way so that they will want to buy it.

• Place – getting the right product to the right place at the right time in the right amount and in the right condition.

