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Mission statement

Weatherspoon & Williams LLC’s mission through the Georgia

Power Internal Mentoring Program experience is to learn how to

do business with GA Power/ Southern Companies. Through this

program and the assigning of an individual mentor, it was our goal to

introduce ourselves and interact with relative business divisions in GA

Power.

Weatherspoon and Williams, LLC believes in and practices a "quality

at the source" philosophy to ensure all products and services meet or

exceed our customer requirements at competitive pricing. As

individuals, we must always follow existing procedures and policies

and assure we do it right the first time, every time. As a team, we must

strive to wisely improve our products and processes for the future.

Weatherspoon and Williams, LLC recognizes the value of robust

quality systems. Our philosophy is one of constant improvement and

emphasizing quality at the source mentality. Innovation and

independent thinking are encouraged, resulting in enhancements to

the process, service, and product quality.

Weatherspoon and Williams, LLC. is a company that focuses on the

manufacturing and delivery of fabricated steel and product distribution

as well as complete material chain management and procurement.

W&W is a DBE, MBE and SBE member with over 30 years of

consulting experience.

We have a combined experience of 35 years in the fabrication and

manufacturing industry with a strong focus in heavy highway

contracting. Our combined services can facilitate the growth of both

start-up businesses and the advancement of long-standing

corporations.
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1.Preparation For Planning

• Make sure that everyone involved in the company is aware of our 
plans to grow the business.

• Consider the amount of staff that we will need to have to successfully 
operate and grow the business.

• Plan out our next projects to better communicate the timeline that we 
want to operate along and to run the business more efficiently.

• Finally, plan out how we wish to sell our products and services. The 
most basic outcome is that we meet our goals, but also consider the 
risks and problems that might occur along the way that might stand in 
the way of reaching our goals.

2.Vision                               .

A vision statement is a long range picture of what the world would be if 
we successfully implemented our product the way we want it to happen. 
An example of a vision statement for our company is:

Weatherspoon & Williams LLC is dedicated to providing quality 
construction, technical and management services to our customers. We 

will strive to implement a long term relationship with our clients, based on 
safety, quality, timely service and an anticipation of their needs. 

3. SWOT Analysis: Strengths, Weaknesses, 
Opportunities, Threats

SWOT analysis can be done at both internal and external levels. SWOT 
provides additional context for strategic decision making. To perform an 
internal analysis, we gathered the information about our company’s 
strengths and weaknesses, product materials, relationships with stores, 
limitations, and opportunities.

An External Analysis allows us to better understand the organization’s 
societal impact and the viewpoint others have on our company. External 
factors may include things like the economy, funding, demographics, social 
and technological trends, competition, politics, and public opinions.



Internal Analysis

Strengths

•Strong Customer 
Relationships

•Fundamental basic 
business 
experience that 
exceeds the limits 
of our competirion

Weaknesses

•Growth 
outgrowing our 
capacity and man-
power

•Growth tied 
directly to capital.

Opportunities

• Very small market 
of minority certifed 
businesses in the 
heavy highway 
industry.

•$1.5 Trillion 
infrastructure 
budget.

•Atlanta airport 
expansion.

Threats

• Overall financial 
collaps of the P3 
Program to 
finance teh $1.5 
Trillion 
infrastructure 
budget

•Uncontrolled 
steel tariffs and 
governments.

External Analysis

Strengths

• Certifications

• Connections in 
the industry.

Weaknesses

• Slim profit 
margins.

• Business is built 
on the 
relationships 
owner has with 
other suppliers 
in the industry.

Opportunities

• More 
relationships built 
in other states 
with clients and 
other employees.

Threats

• Slim profit 
margins.



4.Context (Needs Assessments/Demographic Profile)
Population demographics:
Pittsburgh is the second largest city in Pennsylvania.  As of 2017, there are roughly 
302,500 people living in the suburbs and 2.36 million people living in the metro 
area.  
Population by race & ethnicity:
• White- 65%
• Black or African American- 22%
• Asian- 6%
• Two or more races- 3%
• Hispanic or Latino- 3%
Population transportation to work:
• Drove alone- 54%
• Carpooled- 9%
• Public transit- 18%
• Bicycle- 3%
• Walked- 10%
• Other- 1%
• Worked at home- 5%
Population by age range:
• 0-9: 9%
• 10-19: 11%
• 20-29: 24%
• 30-39: 14%
• 40-49: 9%
• 50-59: 13%
• 60-69: 11%
• 70-79: 5%
• 80+: 4%
Area Growth Forecast:
District 11 will invest an estimated $208 million on 68 projects to improve, 
preserve or rehabilitate transportation infrastructure including 42 bridges (37 
structurally deficient) in Allegheny County in 2018. Additionally, 102 miles of 
roadway will be paved or resurfaced and more than $21 million will be invested in 
tunnel maintenance and improvements. Approximately 59 projects will be bid this 
year valued at an estimated $171 million.



Key External Drivers
1. Federal funding for transportation

• The vast majority of industry projects are funded by the public sector.
State and local authorities are the largest contributors, although the
federal government provides significant funding through allocations to
local and state authorities. Any increase in public spending on highways
improves industry revenue. Federal funding for transportation is
expected to decrease in 2018, posing a potential threat to the industry.

2. Local and state government investment
• Local and state governments are major investors in fixed assets such as

structures, equipment and software. A portion of this investment is
allocated toward road, highway and street construction, with climbing
investment providing more government resources for industry projects.
Local and state government investment is expected to increase in 2018,
representing a potential opportunity for the industry.

3. Price of Steel
• Project managers and contractors in this industry typically bid for

funding and contracts based on estimated costs of completion. As the
prices of inputs like steel rise, demand for road and highway
construction falls, but the price of services also rises in the short-term,
boosting industry revenue. The price of steel is expected to increase in
2018.

4. Value of private nonresidential construction
• The cyclical growth and dispersal of nonresidential construction activity

stimulates demand for the installation of transportation infrastructure,
such as airport runways, private roads and streets, in turn boosting
industry demand. The value of private nonresidential construction is
expected to rise in 2018.

5. Value of residential construction
• Similar to private nonresidential construction, booming residential

construction activity generally stimulates demand for the installation of
transportation infrastructures such as roads, sidewalks and street
lighting. Consequently, an increase in the value of residential
construction supports industry demand. The value of residential
construction is expected to increase in 2018.



Guiding Principles:
• Our guiding principles become the most important things to remain 

in check with when expanding. These can be considered pillars or 
what hold our company up and cannot be changed easily. 
Maintaining the same guiding principles as we seek larger and newer 
clientele will be critical to maintaining the brand we desire. There is 
no set number of principals we should or need to have, but keeping it 
around 3 will be easier for us to move forward with our business.

Quality Products 

Customer 
Satisfaction

Strategic 
Relationships

5.Mission                     .

A mission statement is the core of why we are doing the work we do. It 
reflects the purpose and may include strategic reflection. Developing a 
perfect mission statement is difficult, so we have come together and 
brainstormed to come up with something. We took the overall consensus 
of what elements need to remain in the mission statement and put 
together what we think embodies our company well. Here is what we 
came up with:

Weatherspoon and Williams, LLC is a company that focuses on the 
manufacturing and delivery of fabricated steel and product distribution 

as well as complete material chain management and procurement. 
WWLLC is a Minority Business Enterprise certified as DBE, MBE, and SBE 

with over 30 years of experience in the Heavy Highway Industry.



6.Problem Statement                     .

The major obstacle that our company possesses is its lack of operational rules. 
An operational rule executes one or multiple client management functions on 
specific devices or device groups in the defined order. Because we know our 
business best, and would rather promote it on our own, my role, as CEO and 
Owner, in the company is best in marketing and business development. One of 
our consultants from the Small Business Development Center always says, 
“You cannot be working on your business if you are working in it.” 

• Working with operational rules consists of three steps:

o Creating operational rule: adding steps, packages, dependencies 

o Distributing operational rule: selecting assigned objects, defining the 
assignment and execution schedule

o Monitoring operational rule: following the execution progress and 
results, getting noticed by events that are triggered by the 
operational rule 

With operational rules we are creating dynamic scenarios that define how 
groups of client systems are to be managed today, and how they should 
automatically adapt to any changes in the future. By applying these rules to 
groups of end-users, client management ensures that the users' devices are 
automatically provisioned with the right tools at the right time.



7.Strategies                     .

Once we have established steady operational foundation for our business, it is 
time for us to consider different long-run strategies. The long term goal is to 
have a presence in as many states as possible with a strong foundation in 
Pennsylvania. This of course will take some time, so we will have to tackle 
each goal in stages.

Stage 1 Expanding Our Employee Base

This is the first stage on here because expanding our employee base is crucial 
to obtaining our long term goals and even some of our short term goals. One 
clear advantage to expanding a business is the opportunity to staff the firm 
with new, qualified people. Since people are often recognized as the most 
important asset of a company, acquiring new and talented personnel is a 
clear-cut advantage to business expansion. These people can help streamline 
processes, bring fresh ideas to the organization and bring a sense of 
camaraderie to the organization.

Goal: Hire new people to focus on specific aspects of the business. 

Action: See where we are lacking in productivity and decide how many 
people we need and what we need those people to focus on. 

Stage 2 – Improve Market Position  

This is possibly the most important stage for us to focus on. This is both a 
short term goal and a long term goal. The short term aspect of it would be 
improving our market position in Pittsburgh and Pennsylvania, then the long 
term aspect of it would be improving our position in several other states (we 
do not need to worry about the long term goal of this stage primarily because 
the stages are focusing on short term goals). There are several ways on how 
we could increase our market position such as through advertising, promotion 
and innovation. 

If we increase advertising and promotion expenditures, we stand a good 
chance of capturing market share, especially if our competition is cutting back 
on ad spending. We let the buying customer know that we are maintaining a 
robust effort to remain vital in the marketplace. 



Businesses that increase advertising and promotion during recessions actually 
experience higher sales growth during the recession and for three years after. 
Our visibility through advertising and promotion builds our reputation with 
the customer. We will draw customers to us, because they read the signal of 
increased advertising and promotion as increased success of our business. 
Although most advertising is through word of mouth, that word of mouth 
starts with awareness that customers have gained about our company through 
our advertising and promotions.

Goal: Understanding who our biggest competitors are in each state and 
how to build relationships “around” them. 

Action: Brainstorming with our team and coming up with ideas to give 
us a bigger share in the market which will lead to a better market 
position. 

Stage 3 – Standardize Pricing Structure  

After we have hired new employees and increased our market position in 
Pittsburgh and outside areas, we need to be focused on our prices. 
Standardizing our prices is very important because it is a constant and makes 
us seem more reliable to existing and potential customers. This will also 
become important when we look at our long term goal of expanding in several 
states. Having a set pricing structure for every area that we are in makes doing 
business with us so much easier for the clients and it will make our lives a lot 
easier as well. Steady and accurate pricing leads to better customer retention 
while still maintaining a competitive edge over our competitors. 

Goal: Come up with a standardized and accurate pricing model. 

Action: Deeper dive into the company’s financials and competitor’s 
pricing strategies. 



8.Goals & Objectives                     .

•Possible long term goal would be to double current revenue by 
the end of the next fiscal year

•Contract an advertising consultant for one month to help us 
analyze and capitalize on our customer's buying trends

•Spend some time learning about our primary competition and 
brainstorming on what we offer that they do not 

Revenue Goals

•Achieving at least 85 percent positive customer feedback (can go 
up in the future)

•Redesign the customer service research process to include new 
questionnaires and incentives such as discounts on future 
purchases for customers who take the time to respond

Customer 
Service Goals 

•Establish an employee appreciation goal of awarding an 
employee who provides the most creative input during the year 
in terms of practical ideas to improve the company 

•Set short-term goals for employees and reward them when they 
reach said goal

Employee 
Appreciation 

Goals 

•Building the company's name recognition within the community 
through community outreach projects is great long term goal to 
focus on 

•Reward employees who volunteer with designated community 
programs with additional time off, bonuses or gift cards 

•Choose one or two high-profile annual charity events to sponsor

Community 
Outreach Goals 

•Increase traffic to our company's site by at least 50 percent by 
the end of the current fiscal year

•Research and purchase web traffic analysis software to better 
pinpoint current traffic trends

Website Traffic 
Goals 

http://bestpitchdecks.com/
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