CHIMPS® Analysis - Example

The CHIMPS Analysis method provides an analytical tool to ask questions of your e-business idea, with the goal of assessing it potential success.  The analysis will also assist in the refinement and development of the idea, as questions are raised as to the idea’s place in the online marketplace.  The CHIMPS® method is broken down into five core areas that affect your e-business idea.  By answering the questions posed, you will begin to build a plan for your e-business and see your idea take shape on paper before spending any of your money.  Indeed, the strength of the CHIMPS® Analysis method is for you to analyze and research your e-business idea to ensure it is strong in all of the below five areas, and so has a greater probability of being a successful venture.

The below example of a completed CHIMPS® Analysis document is based upon the fictitious sock manufacturer, mentioned throughout the course, who now wants to sell their thick, warm socks online.  This is a light example, covering all of the main areas.  I would expect your fully completed CHIMPS® Analysis document to be far larger, as it would likely be developed slowly over months, be added to from time to time, and contain more detailed notes of what you plan to do and how.  Your CHIMPS® Analysis document will also serve as a record for your future reference, if you have to leave the development of your e-business for a few months; it happens, that’s life.  The light example below provides you with some guidance of what kind of answers and entries you can put into your CHIMPS® Analysis document.  But there are no real restrictions, as this document is yours to make your own notes, ideas and plans for each of the five analysis areas.  How you make those notes is up to you, as they are for your reference and no-one else’s.  As long as you know what those notes mean or refer to, that’s all that matters.


	Table One: Consumer Analysis

	1. Do you know who your demographic is?

	1) People with feet; mostly humans;
2) People who live in colder climates or countries with a winter season;
3) Hikers and walkers who need comfortable socks for walking long distances;
4) Will now expand product range to include different sizes, colors and designs for girls, boys, women and men.

	2. What is the consumer attitude / behavior to this product / service in the traditional marketplace?

	1) They are a necessity;
2) Sock-wearing is a part of the national dress;
3) Use of thick warm socks in the winter is a cultural norm;
4) Use of thick socks for comfort over long walks is a cultural norm.

	3. [bookmark: _GoBack]What is the short, medium and long-term financial standing of your target demographic? 

	1) Target market covers all socio-economic groups;
2) Price of warm socks low enough to meet the budgets of all socio-economic groups
3) Unlikely a downturn in the economy would stop people buying socks;
4) Financial standing of these socio-economic groups to continue to buy this necessity product is good over the short, medium and long term.





	Table Two: Holistic Business Model Analysis

	1. What is the ‘demand type’ of your e-business?

	1) This is a ‘pull’ business type, as it is a necessity product;
2) Need to market socks to all socio-economic groups;
3) Need to separately target socks for boys, girls, women and men;
4) Need to make sure website relates to all socio-economic groups;
5) Need to make sure boys, girls, women and men sock categories on the website is attractive to those sub-groups.

	2. What are your USP, marketing, delivery, product and service advantages that will make your e-business successful over your competitors?

	1) We manufacture our own socks, so we can create new designs immediately;
2) We manufacture own our socks, so we can sell our socks at a cost price, as there isn’t the wholesaler mark-up to add on;
3) We have manufactured socks for decades and are a trusted brand the marketplace;
4) We manufacture a high-quality product with regular customers buying from us over decades;
5) We can ship one pair of socks or one thousand pairs of socks directly from our factory within hours;
6) We can create custom socks for business brands or special occasions.

	3. What is the scope of your e-business? Local, national, international?

	1) Currently local and national, but want to use the Internet to expand internationally;
2) Have manufacturing capacity to produce large amounts of socks;
3) Have design capability to create sock designs for different countries preferences.
4) Will now investigate Arctic and Antarctic regions to supply socks to local suppliers;
5) Will now investigate targeting southern hemisphere during summertime in the northern hemisphere, as it will be wintertime during those same months.

	4. What is the longevity of your e-business?  Is the demand for your product / service short, medium or long term?

	1) Socks are a necessity;
2) Socks have been worn for centuries;
3) The majority of the people in the world wear socks;
4) Billions of potential customers to carve a small, but sizeable global market share;
5) Need for and use of socks highly unlikely to change in the short, medium and long term;
6) Long term demand should continue to be high.

	5. Is your e-business a monopoly, oligopoly or are there many competitors?

	1) There are many competitors in the market;
2) Necessity product with many manufacturers;
3) MARKETING IDEA: No specialists in socks making themselves present in the marketplace.  Perhaps this is a marketing angle we can exploit?

	6. Do your personal circumstances and capabilities allow you to meet the demands and requirements of your e-business?  Can you give it all of the time, money and expertise required for successful launching and running?

	1) This is a family business, so there are many people to share the important decisions;
2) We have a small textile factory, but it is not being used at full capacity, so we can scale-up production, if necessary;
3) We already run this business full-time, so have prior experience in peaks and troughs of demand.
4) We have experience working with third-party specialists to do work for us;
5) We have a small number of employees who could help further by working over-time.

	7. Have you chosen the correct delivery method for your product/service?

	1) We plan to use a website to reach new national and international markets;
2) An online retail website with a shopping cart is the best delivery method for our product, as it is what our customers are accustomed to;
3) We have the employees and capability to despatch customer orders directly from our factory.  We already have experience with supplying wholesalers;
4) A smartphone App is not the best delivery method for our product.

	8. Is your revenue model realistic and optimal for your product/service?

	1) Our revenue model is the simple online retail profit model, with a margin added to the production cost of each unit of sock;
2) We can also offer wholesale orders through our new e-business to smaller online retailers to supply their local markets.






	Table Three: Industry Analysis

	1. Where does your e-business sit within your chosen industry?

	1) Our business sits within the textile industry;
2) Our business sits within the clothing market;
3) We are a long-standing manufacturer of socks and may exploit this fact as a competitive and marketing edge;
4) Our new website will fit into the online clothing retail market.

	2. Are you introducing a new product or service into your industry?

	1) Not a new product, but variations of existing socks;
2) Need to highlight the superiority of our sock quality above competitors;
3) Need to highlight the benefits to the customer, such as our one pair of our thick, warm socks being the equivalent of wearing five pairs of socks, and you can still wear normal shoes with them;
4) Need to highlight that our ‘Nev-R-Sag’ sock range will last ten years before needing replacement, saving the customer hundreds of dollars for a family of four.  We plan to focus on the financial benefit of this range to the customer.

	3. Have you identified how you are going to generate revenue in your chosen industry?

	1) We are currently generating revenue through sales to large store chains and to wholesalers;
2) We have made the decision to launch our own online retail website to sell directly to the customer, as our profit margins will be significantly higher than when we sell to the chain stores or wholesalers;
3) We can also use the reach of our e-business to become a wholesale supplier to international markets;
4) We are now also going to investigate bulk sock supply to the military and the emergency services, as we have the capability to design and manufacture socks to their specific requirements;
5) We are also going to investigate possible sock designs for warmer international climates and general warm weather use.





	Table Four: Market Analysis

	1. Does your Marketing Campaign directly target your industry, market and demographic?

	1) By completing these analyses, we have realized that we need to highlight our long-standing expertise and presence in the marketplace;
2) We would like to market our experience to our customers;
3) We want to reach boys, girls, women and men;
4) We want to reach a national and international audience in colder climates;
5) We want to reach a national and international audience who enjoy hiking and walking as a leisure activity.

	2. Is the design of your website appropriate for the product/service you are offering; will your customers identify with it?

	1) Could use warm colors on our website such as medium browns, beige and light orange to represent a camp fire and heat and warmth;
2) Photos of people wearing socks and looking warm and comfortable;
3) Photos of boys, girls, men and women;
4) Photos of people wearing our socks in cold and damp weather;
5) Photos of people wearing our socks in the snow;
6) Photos of people wearing our socks whilst hiking or mountain-climbing.

	3. Does your marketing directly highlight your USPs over your competitors and why customers should buy from you instead?

	1) We will highlight 40 years of manufacturing warm socks;
2) A trusted brand for 40 years;
3) Sold in many stores throughout the country;
4) High quality socks made by our family business;
5) MARKETING NOTE: “We know socks” could be our slogan;
6) New entrants to this market won’t have our experience or expertise in the field of sock manufacture.  We will make this fact visible on our updated logo and brand material to set us apart from such new entrants or competitors;
7) There are fake fur and padded liners for boots being sold as an alternative to our thick, warm socks.  We will highlight that these alternatives do not provide direct warmth and support to the main impact areas of the heel, ball and toes of the foot.  We will also highlight that the fake fur and padded liners can become slippery and damp with perspiration, whereas our sock is breathable and allows moisture to escape, keeping the feet dryer over long periods.

	4. Do you know who you direct competitors are?

	1) We couldn’t find any other manufacturers selling directly online during an Internet search;
2) We found three online retailers who specialize only in selling socks.  These are our direct competitors;
3) There are many online retailers who sell a range of clothing, including socks, but these are not direct competitors, according to the scale;
4) To compete with our direct competitors, we will have to increase our product ranges for boys, girls, men and women considerably in order to have a wide range of choice on our website to compete.


	5. Have you identified your ‘Customer Journey’ and ‘Buyer Intent’, and designed your Marketing Campaign toward these?

	1) Customer Journey – Awareness – The need for warm feet and the ‘pain point’ of keeping feet warm during colder months needs to be a marketing focus;
2) Customer Journey – Consideration – We need to highlight our long-standing expertise in this field and the high quality of our socks over others;
3) Customer Journey – Conversion – Can offer a 10% discount for new customers or a ‘buy one get one half price’ standard offer or free postage on all order over a certain amount of money;
4) Customer Journey – Retention – The website functionality and design must be smooth, fast and easy, with lots of photos of each type of sock, as well as details on the thickness, waterproofing, materials used and what is unique or special about our warm sock design; e.g. thicker breathable material for heels and toes;
5) Customer Journey – We plan to start an e-mail newsletter for all customers who have previously bought socks from us.  We will e-mail them weekly with new sock product lines, as well as 10-15% off discount codes they can use for their next order.  We will also encourage friends and family discounts with a 20% first-time order discount code in the newsletter e-mail for new customers only;
6) Buyer Intent – Active – Have our website developer ensure good search-engine optimization on our website so active users can find us in an Internet search;
7) Buyer Intent – Passive – We will have to design a local, national and international marketing campaign that we can afford and is effective to keep awareness of our brand and socks in the marketplace for the time our target customer is ready to buy from us.







	Table Five: Product/Service Analysis

	1. Is the demand for your product/service based upon fashion trends or a zeitgeist?

	1) Socks have been a perennial necessity for hundreds of years in the northern hemisphere, and now a standard item of clothing in most countries across the world;
2) Demand for the basic warm sock is not a fashion trend or part of a zeitgeist;
3) Certain design if sock could fit into the category or fashion trend or zeitgeist;
4) Current fashion trends and zeitgeists will be investigated to exploit new sock design and style opportunities.

	2. Does your product/service address basic necessity needs, general needs or luxury needs for your chosen target demographic? 

	1) Socks address a basic need for the majority of people around the world, which is why we are confident of national and international sales;
2) Answering this question has given us the idea of different styles and designs of sock for pursuits such as sport activities;
3) Answering this question has also given us the idea of developing a sock range for the luxury market, for formal—wear or with luxury fabrics such as silk and satin.

	3. If you are introducing a new product/service into the marketplace, or a new version of an existing product/service, are you certain that there is enough market capacity?

	1) The majority of the buying public have a need for socks in some form;
2) Our new sock designs and styles will suit some customers, but not others;
3) However, there are sufficient buyers in the marketplace who would choose to wear our new designs and styles to make the cost of manufacture worthwhile.

	4. Is your chosen product/service one that can only be supplied via the internet or does it have a Main Street alternative?

	1) Our socks can be supplied by both Main Street and the Internet;
2) Main Street socks specialist do not exist; socks are sold by retailers alongside other garments and products;
3) Online sock specialists provide more range in sock styles, types and designs than can be found on Main Street;
4) We aim to be one of the preferred online sock retailers, offering a far better range of styles, designs and types of sock than can be found in any Main Street retailer.

	5. Is your product/service a niche and hard to find?

	1) No, our product is not niche or hard to find;
2) Our product can even be found in drug stores;
3) However, it is the range, styles, designs and types of socks we manufacture that can be placed into the category of niche, as few retailers will carry a sock product range as diverse as that which we plan to offer.

	6. Is your product a consumable or a one-off / infrequent purchase?

	1) Socks can be considered a consumable, as with regular use and wear-and-tear, one pair of socks will last about one year;
2) Answering this question has provided us with the idea to create a range of very hard-wearing socks, made from harder-wearing materials for long-term outdoor use.

	7. Is your product seasonally affected?  Will a seasonal dip in sales in one market be a boom time in another?

	1) For our core warm sock range, yes, it is seasonally affected.  We have become accustomed to the dip in sales volumes coming into the spring and summer months;
2) Answering this question and others has made us realize that we need to expand our product range significantly.  People still wear socks in the summer months, so we can design and manufacture light, thin breathable socks for summer use;
3) Answering this question and others has also made us realize that we can expand our range to baby socks and socks for pet cats and dogs.  Pet socks can be waterproofed, but warm for the pet’s paws when out in cold or wet weather;
4) We will also target those customers in the southern hemisphere, where it is winter during our summer, pushing our unique warm socks and offering discounts for international buyers;
5) We will also contact wholesalers in those southern hemisphere countries to encourage them to place wholesale orders through our website.

	8. Is the design of your website appropriate for the product/service you are offering, and will your customers identify with it?

	1) Our business is socks designed for comfort and warmth;
2) Our target customers are the majority of people, covering boys, girls, men and women;
3) Our category and product pages for each of the four main groups of customers will need to be designed to speak to the usage that group will commonly use our socks for;
4) Usage ideas are: work, school, sports, hiking/walking, social settings, formal occasions, hanging-out at home;
5) In reading the guidance notes, we realize that we can expand and develop our sports sock ranges to ‘action sports’ activities, such as skateboarding and bicycle motocross.



