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The United States Military Academy at West Point was founded in 1802. It’s the home of 4,400 cadets. 

1. Location
· West Point is located on a plateau on the west bank of the Hudson River, 50 miles north of New York. 
· The location is strategic.
· July 8, 1779, George Washington makes his headquarters at West Point, New York, as a strategic location.
· It was where the Patriots put a 500-foot-long chain to stop the British warships.
· In 1781, George Washington called the fortified site “the most important Post in America.”

2. Strategic Capabilities
· In the West Point Strategic Plan 2015-2021, we see this military institution has the ‘resources’ and the ‘competences’ to be the best military college in the world.
· The academy is exceeding in its ‘threshold’ capabilities:
a. They have more than required financial, physic, and human resources to compete in their sector.
b. With these capabilities they will be able to compete with any academy.

· The academy has some ‘distinctive’ capabilities: 
a. They are the most prestigious Military Academy in the world.
b. They have the people, system, skills, finances, tools, technology and organizational structure to beat any competitor.
c. The students get access to more than 1 million books on military.
d. To be a student at this academy you have to at top of your class and receive a nomination from a U.S. Congressman (or woman) in order to be accepted.
· They have also ‘dynamic’ capabilities:
a. The cadets are train to keep the school at a high level. Even after graduation they feel they have to help the school in any capacity possible.
b. The academy attracts the best teachers.
c. The academy has the ability to renew and recreate its strategic capabilities in order to meet the needs of the current time.
With these capabilities, the academy will be able to achieve its objectives. 

3. Environmental Analysis
· We will see some factors in the internal and external environment. These factors are not isolated. They are interrelated.
· The ‘internal’ environment
a. In the present Strategic Plan, the mission statement, the values, and the vision are aligned and consistent. 
b. This internal environment creates a unique culture in this academy: a culture of character, a culture of winning.
· The ‘external’ environment
a. The economic and political situation of the country is not a treat for the academy.
b. The political threats of some countries may be an opportunity for the academy to develop new technologies.
c. Some events, conditions, and influences can have an impact on the academy.
d. The external environment is very dynamic and multifaced.
The environmental analysis gives the academy the information to adapt itself to the environment changes and formulate strategies to take advantages of positive environment and overcome the impact of negative environment. This step is important because the growth and success of this school depends on the environment in which it exists.

4. SWOT Analysis
Let’s consider some strengths, weaknesses, opportunities, and threats.
· Strengths:
a. This academy has the best resources, capabilities and competences.
b. They have the top students of the country.
· Weaknesses:
a. The percentage of the black population is not well represented.
b. For the admission, they should accept some young people not only on the academic basis. Some students may have accomplished great achievements in other fields that can be useful to the academy.
· Opportunities:
a. With so much applications received each year; the academy should create a second campus.
b. With the increase to the Budget of Defense Department, the academy should invest more in ‘Research and Development’ in order to accomplish its mission better. 



· Threats:
a. Some new weapons from other countries are being developed that can be hazardous to the World.
b. In the new area of Information, many people can go the Internet and learn how make and use weapons. 
The SWOT analysis is helping the academy in the developing its Strategic Plan.

5. Industry Analysis

With the Porter’s Five Forces, we will do the Industry Analysis for West Point.
      We can say these Five Competitive Forces shape West Point strategy.
a. Competitive Rivalry
· There are many Military Colleges and Universities in the US.
· There are only five U.S. Military Academies: The United States Military Academy (USMA) in West Point, New York, founded in 1802. The United States Naval Academy (USNA) in Annapolis, Maryland, founded in 1845. The United States Air Force Academy (USAFA) in Colorado Springs, Colorado, founded in 1954. The United States Coast Guard Academy (USCGA) in New London, Connecticut, founded in 1876. The United States Merchant Marine Academy (USMMA) in Kings Point, New York, founded in 1943
· The average acceptance rate is between 8-17% for each of the academies.
· The all five Military Academies are four-year schools.
b. Supplier Power
· The U.S. Government is the only supplier to the academy. 
· The bargaining power of the U.S. Government is huge on West Point because the academy does not have other suppliers they can choose. 
c. Buyer Power
· The students are the customers, the buyers.
· The Buyer Power of the students is very low because this product is unique. 

d. Threat of Substitution
· We cannot find other places in the U.S. to offer this specific training.
· There are no other products or services to meet these  needs that young people who are willing to join the army in a such high and competitive level.
· Therefore, the Threat of Substitution is very low.
e. Threat of New Entry
· West Point has earned already a solid and prestigious brand name.
· The barriers to overcome by new Entrants will be almost impossible.
· Therefore, the Treat of New Entry is very high.

6. Competitor Analysis
· The other four military academies are the real competitors to West Point.
· In this part, we will evaluate potential competitors to West Point in order to identify their weaknesses and strengths.
· The ‘strengths’ of the competitors:
a. They all receive money from the Government.
b. With 4,511 students, United States Naval Academy has more students than West Point.
· The ‘weaknesses’ of the competitors:
a. None of the competitors prepare cadets for the U.S. Army. However, their service is for the other sectors of the military. 
b. Only West Point prepare the cadets for the Army.

7. Market Segmentation Analysis
· We will cover the Geographic Segmentation, Demographic Segmentation, Psychographic or Lifestyle Segmentation, Age Segmentation, and Behavioral Segmentation.



· [bookmark: _Hlk510110567]Geographic Segmentation 
a. West Point looks for the location of great High Schools.
b. They are open to any gender and ethnicity.

· Psychographic or Lifestyle Segmentation
a. The academy checks also the achievements, the attitudes, and personality of the students.
b. The academy should research what motivates the students.

· Age Segmentation
a. They look for High School students younger than 22 years of age.

· Behavioral Segmentation
a. West Point looks also to how the students behave. What the students want and what they are interested in.
 
With this segmentation, West Point can build a strong marketing strategy and decide where, how, and when to advertise, to attract young people.

8. Market Strategy Analysis
· Positioning
a. Through its mission, the academy presents itself as the best place “to educate, train, and inspire the Corps of Cadets so that each graduate is a commissioned leader of character committed to the values of Duty, Honor, Country and prepared for a career of professional excellence and service to the Nation as an officer in the United States Army.” 
a. West Point works hard every day to prove as they claim to be:
      the synthesis of Athens and Sparta, a place for deep intellectual skills   
      and strong military discipline.   
· Specialization  
a. Only West Point gives this kind of military training.
b. They provide the best cadets to the US Army.
· Targeting/Segmentation
a. The academy is targeting a specific part of the market. Its niche is High Schools students. 
· Differentiation 
a. The Competitive Advantage and Unique Value Proposition of West Point is that they are the only military academy with this impressive expertise. 
b. The Critical Success factors (CSF) is their efficiency in the military sector.
· Concentration
a. West Point must concentrate all its energy on its mission.
· Brand Loyalty
a. The academy gets their Brand Loyalty through the following values: Loyalty, Duty, Respect, Self-sacrifice, Honor, Integrity, and Personal courage.
b. The cadets, staff, faculty, and the community are supporting this institution.
· Blue Ocean
a. West Point should start targeting the Middle School’s students through specials events and promotions.
b. [bookmark: _GoBack]In this time of Information, they must invest more in military technologies for Artificial Intelligence.

In conclusion, the West Point Strategic Plan 2015-2021 is a great and effective Strategic Plan. It is inspiring and motivating. Many organizations can learn from it. However, on their goals, I do not see anything for the community. West Point should not forget its corporate social responsibility.
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