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Introduction  
Business and market analysis is an often neglected area for most organisations. It is usually viewed 

as chore that takes place in the weeks coming up to the annual strategic review or similar. Hence the 

degree of effort required to start each year from scratch is usually monumental and is universally 

dreaded. However, by putting in place a straightforward ongoing analysis process it is possible to 

minimise the resources required by the company and provide a more up-to-date and therefore, more 

useful picture of the organisation’s marketplace. 

Based on our combined experience and best practice in the field, Two Spires utilises a market 

analysis process that can be used for any industry (for example, see Two Spires ICON Clinical case 

study at http://www.twospires.com/clients/icon) 

 

Strategic Market Analysis  
Two Spires uses a five stage market analysis process that is designed to quickly provide the key 

insights needed by a company to create real go-to-market strategies. The phases are :- 

1. Analysis of the business environment  

2. Examination of the companyΩs  product offering and successes in the market  

3. Competitive analysis 

4. Identification of key success factors  

5. SWOT analysis 

Analysis of the Business Environment  

The analysis of the business environment requires an examination of three elements:- 

1. Macro and long term influences: these are variables that may affect the economy as a whole 

and encompass broad developments such as technology developments, attitudinal and 

demographic changes in the supply chain, economic trending, and broad regulatory issues. 
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2. Indirect medium term influences:- developments in the supply chain of related products; 

regulatory changes in related products and services, specific related technology 

developments, related market developments.  

3. Direct influences: technology, customer, distributor, market size changes related specifically 

to the relevant product or service.  

As the diagram shows, there is some degree of overlap between the three levels of influences.  

 

 

 

 

 

 

Product and Service Analysis  

This stage involves forming an thorough audit of the ŎƻƳǇŀƴȅΩǎ ǊŜƭŜǾŀƴǘ products and services and 

how they re positioned and promoted. This also requires achieving an understanding of how the 

company and itΩs products are viewed by stakeholders, customers, analysts and press.   

Competitive Analysis 

Using recorded, observable and opportunistic data, the company must formulate a view that is able 

to answer the following questions:- 

¶ Who are the key competitors currently and are there any emerging? 

¶ What are the ŎƻƳǇŜǘƛǘƻǊΩǎ investment strategies? 

¶ What ƛǎ ǘƘŜ ŎƻƳǇŜǘƛǘƻǊΩǎ ƭŜǾŜƭ of commitment to the ePRO market? 

¶ What are the competitorΩs likely strengths and limitations? 

¶ What strategies do the competitors intend to use in the future? 

Without indulging in industrial espionage, it is possible to find a surprising amount of information 

from sources such as company annual reports, credit reports, the companyΩs online assets (websites, 

blogs etc.), anecdotal reports from their customers and their distributors, and a thorough news 

search. The news media search gives very particular insight into how the competitor is perceived and 

what strategies they have stated they are going to use.   



Identification of Key Success Factors 

Based on the analysis conducted above, the organisation should be able to identify a few important 

key success factors that relate to the current state of the market and the ŎƻƳǇŀƴȅΩǎ Ǉƻǎƛǘƛƻƴ in it. 

These factors are critical for identifying where the companyΩs competitive advantages might lie and 

inform any opportunities that have been previously undiscovered.  

SWOT Analysis  

The final output then is a simple SWOT analysis report that states the organisationΩs competitive 

strengths and weaknesses and identifies offensive (opportunities) and defensive (threats) strategies. 

The SWOT analysis then forms the basis for goal setting and the strategic planning stage. 

Conclusion  
Market analysis should be a continuous process that takes place on at least quarterly basis  

 

In this way, the company has a countinuously updated view of the market that can be used 

integrated with more immediate information such as sales pipeline analysis and sales performance 

to give a much clearer understanding of whether the companies strategies are working.  

  



About Two Spires  

Two Spires Consulting specialises in helping our clients identify and win new customers. We also focus on 

increasing the value of their relationships with existing customers. Our commitment is to ensure our clients 

succeed and to providing ongoing support and guidance.  

Mike Hughes Biography 

Mike Hughes has over fifteen years experience in bringing products and services successfully to market. Using 

a process of market needs evaluation, customer validation and a focused strategic planning; Mike ensures that 

the value of new products and services is tuned to meet the actual needs of target customers. He uses a strict 

project management approach with clear metrics to evaluate the progress and ensure success.  

Mike has worked for a broad range of companies from multi-nationals such as Microsoft, Gateway Computers 

Ltd. and Icon Clinical to local Irish start-ups such as Security Careers Ltd. Mike specialises in bringing individual 

organisations together for mutual benefit ς he has negotiated complex and multi-

lateral deals with Microsoft, HP, BT and WorldCom. On several occasions he has also 

successfully chaired multi-organisational committees consisting of rival companies 

(e.g. eircom, BT Ireland, O2, 3, Vodafone) to a common mutually beneficial goal 

(www.makeitsecure.org). 

While employed at Microsoft, Mike spent five years understanding how to 

successfully match the needs of enterprise level customers, retailers and partner 

orƎŀƴƛǎŀǘƛƻƴǎ ǘƻ aƛŎǊƻǎƻŦǘΩǎ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŜǊǾƛŎŜǎΦ 5ǳǊƛƴƎ ǘƘƛǎ ǘƛƳŜ ƘŜ ƭŜŀǊƴŜŘ Ƙƻǿ ǘƻ 

help customers articulate their needs and relate them to profitable solutions.  

During his career, Mike has also managed teams of frontline sales staff and worked with them in designing 

sales pitches that resonate with customers.  Mike was also responsible for implementing an in-house customer 

ŜȄǇŜǊƛŜƴŎŜ ǎǘǳŘƛƻ ǘƘŀǘ ǿŀǎ ŘŜǎƛƎƴŜŘ ǘƻ ŜƭƛŎƛǘ ŎǳǎǘƻƳŜǊǎΩ ƴŜŜŘǎΣ ǎƘƻǿ ǘƘŜƳ ŀ Ǿƛǎƛƻƴ ƻŦ ǘƘŜƛǊ ǇƻǘŜƴǘƛŀƭ ŦǳǘǳǊŜ 

and then provide them with the simple steps required to achieve it. This initiative alone was responsible for 

Microsoft Ireland over-achieving its technology adoption targets by over 20% among its enterprise customers. 

At Gateway computers, Mike was responsible for the product research, design and implementation of several 

multi-Ƴƛƭƭƛƻƴ ŜǳǊƻ ǇǊƻƧŜŎǘǎ ƛƴŎƭǳŘƛƴƎ DŀǘŜǿŀȅΦƴŜǘ L{t ŀƴŘ ²!t ŜƳŀƛƭ ǎŜǊǾƛŎŜ ŀƴŘ ǘƘŜ ƛƴƴƻǾŀǘƛǾŜ άǎƻŦǘǿŀǊŜ ŦƻǊ 

ƭƛŦŜέ ŎƻƴǎǳƳŜǊ ŀǇǇǎ ǇƻǊǘŀƭΦ ¢ƘŜǎŜ ǇǊƻƧŜŎǘǎ ǿŜǊŜ ǎǳŎŎŜǎǎŦǳƭƭȅ ǇǊƻŦƛǘŀōƭŜ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ ŎŀǊŜŦǳƭ ŎǳǎǘƻƳer needs 

analysis and customer centric product delivery. 

Mike, was a founding director of Two Spires Consulting in 2007. Since then he has worked with a range of 

public sector, NGO and commercial organisations to help them understand and meet the needs of their target 

customer segments.  
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