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Abstract

Blue Sky Peaks has established itself as a unique ski resort, but has failed to realize its desired performance goals, mainly due to the poor marketing strategies. While external factors, such as the pandemic, the shrinking economy, and regulations have impacted performance, it can focus on the exploitation of insightful marketing approaches that will enable it to attract the attention of the target markets. Working families are deemed the primary target market, which should be attracted through cost leadership and product promotion methodologies, such as advertising and after sale services. These efforts are critical as the business will be able to attract and retain a wider population of customers that will facilitate its survival before the economic and social situations can return to normalcy. 

Blue Sky Peaks Market Survival

Problem Statement
 Blue Sky Peaks (BSP) has established itself as a reputable ski resort that also offers differentiated services, such as a restaurant, a banquet, and a conference facility. However, despite the establishment, the business is facing a host of challenges, mainly due to the plunging economic growth and heightened competition staged by rivals that surround the business. The company has failed to attract the desired numbers of customers, which translates to financial constraints. The business needs a growing customer base for it to maintain the business model; thus, there is an urgent need to draw more customers in the 2020/2021 season. As noted in the case study, a population of customers has shown an interest in accessing the services, but the company has failed to attract them to the facility. This indicates that there is a considerable failure in the marketing of the facility. The new efforts need to leverage the traditional and digital opportunities to convince the customers of the facility’s unique and quality services and products. Also, the platforms should be used to initiate and sustain personal relations with the customers. 
Internal Situational Analysis

The internal analysis indicate that the business establishment has failed to market itself adequately and attract the targeted customers. The business has superior internal resources, meaning that it will be easy for the business to be marketed, despite the changes made, such as the increased prices of goods and services. Specific factors that need to be looked into are as follows. 
Marketing

Marketing as a key functional area is a current weakness, because it has failed to promote the business among the targeted markets. The case study shows that the business has an access to customer data, such as emails, but has failed to use them in a manner that initiates close and personal relationships with the customers. Also, the business has failed to deploy other marketing methodologies that ought to promote the business. 
Service Portfolio


The organization has a differentiated service portfolio, meaning it is able to attract a wider population of customers. As such, this is considered a current strength that can be leveraged during the marketing activities to make the targeted customers understand the range of services that could be offered. 
Finance


While the business relies on revenues as its source of finance, the business has access to financial capital from lenders and other financial institutions. Also, the organization has financial resources that could be invested in marketing and business promotion, which indicates that the current financial situation is a key strength. 

Human Resources


The human resources at the organization encompass a vital strength of the organization. The staff is skilled and competent as the business has been operating for several years, meaning that the workers have already acquired insightful skills and competencies. However, the marketing professionals have shown a certain level of laxity that has prevented them from realizing the organization’s market performance agenda. 

External Situational Analysis
Regulatory Force


The business is required to adhere to all standards set by the local authorities. First, it needs to ensure there is safety of all the customers. This means that it must hire professionals who ensure all the customers are not at risk of danger. Also, a business needs to adhere to conventional requirements, such as compliance with taxation laws and employment laws (Culp, 2011). As such, these regulations are considered a threat because they increase the operational costs. 

Economic Force


This force is a threat as most nations are reporting negative economic growth due to the effects brought forth by the pandemic. The country is seeing a rise in the number of cases, which is expected to take a toll on the economy (Craven, 2020). A shrinking economy means low revenues; thus, it is a threat. 

Social Force


There is a rising number of people who find skiing as an important opportunity for fostering stronger social bonds. It explains why most of such businesses were seeing a growing customer base prior to the emergence of the pandemic, which indicates it is a strength. 

Technological Force


Technology is positively impacting business performance; thus, it is a strength. The business can use the technologies to bring the customers closer and make them feel valued and appreciated (Chahal, 2015). The digital space could be leveraged, especially in this era of the pandemic where more people are spending their time online. 

Culture


Across the nation, there is a growing outdoor culture where many people want to spend much of their time in social activities (Thompson, 2017). The change is culture is expected to make businesses attract more customers in the coming decades. Thus, the culture is expected to be a strength.

Demographics


In North America, demographics indicate that the ageing and older generation will comprise of more than 45% of the total population in the coming several decades (Pride & Ferrell, 2018). This means that there will be fewer people who go for skiing, which indicates it is a threat.
Competition


As noted in the case study, competition is fast rising, meaning it is a key threat. There are few rivals that offer the same services at relatively cheaper prices, which indicates the extent of the threat. 


The above factors indicate that the business is facing a number of challenges that need to be addressed. It is also facing a number of benefits that need to be exploited in a bid to realize its desired goals and objectives. As shown in Appendix One the business has a strong brand, wider service portfolio, and access to capital, which could be leveraged to attract new customers. However, it faces weaknesses, such as the inability to suppress competition, poor marketing agenda, and lack of a stable market share. Despite the challenges, the business can leverage the technologies and the changing cultures to obtain a wider market share (Honigman, 2020). The SWOT analysis shown below indicate the strengths, weaknesses, opportunities, and threats that the business faces as follows. 
Segmentation Analysis

In consideration of the service portfolio of the business, it is clear that the business targets three key segments. First, it targets the working class with disposable income that values outdoor activities and holidays. This is the primary segment that the business wants to exploit, explaining why the capital has mainly been invested in the skiing division. The working class families need to spend time outdoors to bond and have a family time together. This means that whenever a family visits, about two or three customers access the services provided by the business. 

Second, the next market segment is groups and teams that are looking for outdoor activities that is seeking a bonding environment. This includes community groups, work teams, corporate teams, and student teams. These teams are not as frequent as the family teams, meaning that it is not a primary target for the business. However, it is an important segment as the teams mainly visit during the weekends, which significantly raises the revenues that are earned during weekends. 


Thirdly, the business targets individuals who are aiming at exploring skiing. It is common to find people who are trying to find new hobbies, and may end up taking skiing as a new hobby. This is a considerably small market, but gradually grows, depending on the nature and quality of services offered by the service provider. The marketing processes and activities need to make this segment aware of the services and their uniqueness in a bid to attract them to the facility. 


The three segments are critical, but the working class families are considered the most important segment. The business is established in an area that has many working class families, meaning the goal should entail attracting them, as they spend less transport money when they need to go skiing. Also, the group teams, work teams, student teams, and corporate teams are also important customers to the business. The business should undertake a vigorous marketing campaign that makes the teams view the facility as the esteemed destination for teams’ outdoor activities. 
Strategic Alternatives

To solve the challenge, three strategic alternatives should be taken. First, to attract the working families, the business needs to focus on cost leadership. This means that the business should revise its price offerings. Customers are attracted to good and services that are competitively priced (Pride & Ferrell, 2018). In so doing, the business will be able to suppress competition and raise the revenues in this segment by about 25% by the end of the 2020/21 calendar year. 


Additionally, to solve the challenge, the business needs to invest more in digital advertising to target the said groups. Mainly, when these groups want an outdoor experience, they tend to go online where they search for services around an area. As such, this presents an opportunity for the business to meet with such customers online, which denotes the importance of investing in digital advertising. A focus on this market is expected to see a 20% revenue growth by the end of 2020/21 calendar year, mainly because of the return customers. 

Finally, to address the challenge, the business needs to have a robust customer relationship management system that enhances the development of close and personal relationships with the new customers. Such a system promotes growth and loyalty (Bradley, Hirt & Smit, 2011). When these customers visit the resort, they need to feel valued and appreciated. The CRM system should focus on establishing personal relationships with these customers, which is likely to make them return to the resort and bring their friends. The revenues in this segment are expected to grow by about 10% by the end of the 2020/21 calendar year, but will gradually increase in the coming several years. 
Recommendations

Each of the alternatives has own strengths. First, cost leadership strategy attracts a wider pool of working class families, which is critical for business survival and the suppression of competition. However, the strategy is slow in promoting the business’ brand. Second, rigorous advertising promotes the brand and brings thousands to the attention of the business. However, it requires the business to invest heavily and potentially hire new marketers. Third, the establishment of a customer relationship management system is critical as it promotes customer loyalty. However, it is expensive to implement and may potentially requiring hiring new members of staff. 


Cost leadership is deemed the best strategy for two primary reasons. First, it focuses on the primary target market; thus, it promotes the survival of the business. Also, the strategy aligns with the current economic layout of the markets. The customers are looking for competitively priced goods and services; thus, the needs of the primary target will be met. Further, the strategy aligns with the overall business goals and objectives, as it prioritizes attracting a stable market and suppressing the current competition. However, it has a downside, as it may fail to foster faster growth due to the limit of the populations targeted. 

Implementation

The implementation of the strategy should capture the 4Ps of marketing. First, the product offered needs to be unique and outstanding to make the customers feel the value of their money. It is imperative to ensure the business understand the specific products and services that the primary target market needs. Second, the price needs to be competitive. The target market is looking for competitive prices; thus, the pricing should meet the expectations of the target market. Third, the place needs to align with the expectations of the customers. They want services that are within their locations; thus, the business should target working class families within the target region. Finally, the organization should promote the services through measures, such as discounting and after-sale services to enhance the value of the services rendered. 
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Appendix
Appendix One: SWOT Analysis

	Strengths

i. Unique brand

ii. Wider service portfolio

iii. Access to capital

iv. Customer information database

	Weaknesses

i. Poor marketing

ii. Lack of a stable market share

iii. Inability to suppress the competition

iv. Strict regulations

	Opportunities

i. Exploit technologies 

ii. Segment markets

iii. Changing cultures

iv. First-time skiers
	Threats

i. Negative economic growth

ii. Rising competition

iii. Shrinking disposable income

iv. Strict regulations


