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1. Consolidated Competitive Landscape Matrix

A high-level summary of each competitor's strengths, weaknesses, opportunities, and threats,
alongside their NQS rating and threat level to Your ELC. This matrix provides a strategic
overview for prioritising competitive responses.

Competi
1 tor1l (O-
2 km)

Competi
tor 2
ECE
Sample
Town (0-
2 km)

Competi
tor 4

Competi
tor 5

Competi
tor 7
(City Rd,
2-5 km)

Competi
tor 7

Strengths (Key

Advantages)

On-site animal
barn (ponies,
goats, chickens);
adventure bus
excursions; fixed
staffing; growth
mindset
curriculum; 49
Google reviews;
strong community
partnerships

4.8 stars on
Childcare Directory
(43 reviews);
dedicated
kindergarten
building; family-
owned; staff know
every child; 3-Day
Enrolment
Guarantee;
capacity 170

National brand
resources; 'To BE
Me' curriculum; 5
daily meals;
comprehensive
content hub;
Storypark app;
strong SEO (#1-3
rankings)

Brand new
purpose-built
facility (2023); on-
site chef; state-of-
art 6 rooms; all-
inclusive (nappies,
sunscreen,
formula); modern
infrastructure

'Teach A Rainbow'
11-area program;
enhanced ratios
1:9; Auslan +
multilingual;
heritage building;
long-term staff
consistency; strong
SEO

Largest capacity
(105 places); 5.0
Google rating (29
reviews); located in
booming Suburb

Weaknesses
(Key

Vulnerabiliti

es)

No Montessori
program;
slightly lower
Google rating
(4.6); limited
blog/content
strategy;
website less
modern than
corporate
chains

Weak social
media (33 IG
followers); no
blog or content
marketing;
limited digital
presence; no
Montessori or
specialist
programs

New centre -
limited local
reviews;
corporate feel
may lack
personal touch;
generic brand
messaging

Working
Towards NQS;
no established
reviews yet;
less personal
than
independents;
new to area

Part of
corporate
chain; heritage
building may
limit
expansion; less
nature/outdoor
focus than
independents

Shared brand
account (not
local social);
newer centre;
less community

Opportunities
(For Your ELC)

Competitor 1
lacks Montessori
positioning; no
sustainability/gard
en focus; Your
ELC can
differentiate on
educational
philosophy

Competitor 2 has
weak digital
presence -
opportunity to
outperform online;
no
nature/sustainabili
ty messaging to
compete with

Corporate Chain
is
corporate/generic
- Your ELC can
win on
personalisation,
community
connection, and
Montessori
specialisation

Working Towards
NQSis a
vulnerability -
Your ELC's
Meeting rating is
stronger; new
centre still
building trust

Edge lacks
Montessori and
bush kindy focus;
heritage style may
feel dated vs
purpose-built
centres

Edge's casual
booking may
signal occupancy
challenges; shared
social media
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Threats (To
Your ELC)

Closest direct
competitor;
strong parent
loyalty; animal
barn is unique
drawcard; well-
established brand

Closest
competitor; high
parent
satisfaction; large
capacity (170
places);
competitive
pricing

Corporate
marketing
budget; dominant
SEO presence;
brand
recognition;
professional tour
booking system

Brand new
facilities set high
expectations;
located in Suburb
12 growth area
capturing new
families

Strong employer
brand attracting
quality staff;
dominant search
rankings;
sophisticated
digital marketing

Largest centre in
catchment;
capturing Suburb
12 families; 85+
years combined

Meeting

Meeting

Meeting

Workin

g
Toward
S

Meeting

Meeting

High

High

Mediu

Mediu

Mediu

Mediu
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Centre

Competi
tor 8 (2-
5 km)

Competi
tor 9 (2-
5 km)

Competi
tor 10
(2-5 km)

Competi
tor 16
(5-8 km)

Strengths (Key

Advantages)

12; 30% holiday
discount; Childcare
Now casual
booking

Large capacity (98
places); strong
SEO rankings (#1-
3); live chat
widget; CCS
calculator; RAMSR
program; Nappy
Loop sustainability

Strong
sustainability/ecolo
gy focus; on-site
chef with
homegrown
produce; co-located
with Local School;
wetlands
proximity; nature
walks

EXCEEDING NQS
rating; community-
owned non-profit;
most affordable
($125/day); strong
staffing (Exceeding
QA4); excellent
relationships with
children

All-inclusive
pricing (nappies,
formula, meals);
bachelor-qualified
teacher;
sustainability
program; scenic
Suburb 3 location;
RAMSR program

Weaknesses

(Key Opportunities
Vulnerabiliti | (For Your ELC)

es)

integration
than means less local
established engagement
independents

Mixed reviews

(staff attitude Competitor 8 has
complaint); 4.3 review issues -
stars on opportunity for
Childcare Your ELC to win
Directory; disenchanted
management parents; weaker

social media to
compete with

issues noted;
limited social
media presence

Catholic
affiliation limits . .
Religious niche
secular limits thei
families; only 8 imits their
. ’ market; Your ELC
Childcare
D can match
ectory sustainability
reviews; no - .
messaging with
Instagram;
broader appeal;
smaller Ko
: weaker digital to
capacity; compete with
limited online p
presence

Basic website;
minimal social
media; small
capacity (50);
no marketing
strategy; no
content or
blog; limited
online visibility

Community CCC
has virtually no
digital marketing -
cannot compete
online; their
parents are price-
sensitive segment

Very weak
§001al ezt Competitor 16 has
irregular -
: very weak digital
posting; no
blog; limited presence - easy to
= outperform;
reviews; .
distance from
further from o
Suburb 2 limits
Suburb 2 .
. their reach
population
centre
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Threats (To
Your ELC)

educator
experience

Running Google

Ads (sponsored

listings); good

SEO for 'long day Meeting
care mount

barker'; large

capacity

Low

Similar
nature/sustainabil
ity positioning;
school pathway is
attractive for
parents; on-site
chef
differentiator

Meeting Low

Exceeding NQS
rating is powerful
credential;
community
goodwill; lowest
price point in
catchment

Exceedi
ng

Low

Part of Multi-site
Group group
(resources); all-
inclusive pricing
model attractive
to budget families

Meeting Low
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2. NQS Rating Benchmarking

National Quality Standard ratings sourced from ACECQA for all competitors in the catchment.
Ratings are colour-coded: green (Exceeding), blue (Meeting), and red (Working Towards).

QA1 (0. (0).% QA4 QA5 (0).
Centre Overall | Progra  Healt | Enviro | Staffin | Relatio FQAfil Govern Ass:iesse
m h n. g n. amily .

Meetin Meetin Meeti Meetin Meetin Meetin Meetin

g g ng Meeting g g g g
Competitor 1 Me;tln Me;tln Mlcla;tl Meeting Me;tln Me;tm Me;tm Me;tln 2021
Competitor 2 Meetin Meetin Meeti Meetin Meetin Meetin Meetin
ECE Sample e e ng Meeting g g g g 2019
Town
Competitor 4 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2024
g g ng g g g g
Workin Workin Workin
. g Meetin Meeti g Meetin Meetin Meetin g
Competitor 5 Toward g ng Toward g g g Toward 2024
S S S
Competitor 6 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2021
g g ng g g g g
Competitor 7 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2022
g g ng g g g g
Competitor 8 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2022
g g ng g g g g
Competitor 9 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2023
g g ng g g g g
. Exceedi Meetin Meeti Exceedi Exceedi Exceedi Exceedi Exceedi
Competitor 10 2023
ng g ng ng ng ng ng ng
Competitor 16 Meetin Meetin Meeti Meeting Meetin Meetin Meetin Meetin 2021

g g ng g g g g

2.1 NQS Rating Distribution

Only 1 centre Exceeding - rare credential in this

ﬁxc; eding 1 9% Competitor 10 market. Push for Exceeding assessment to stand
Q out significantly.

Your ELC, Competitor 1, Competitor . o
Meeting 82 2, Corporate Chain (Sample Pky), Most competitors at same level. Meeting is the

baseline - need other differentiators (programs,

o : .
NQS e aele) JCom et JCmpE ton facilities, reviews) to stand out.

9, Competitor 16

Corporate Chain Sample Rd has quality gaps
(QA4 Staffing, QA7 Governance). Opportunity to
highlight your Meeting rating against newer
Corporate Chain centre.

Working

0, .
Towards 1 9% Competitor 5
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2.2 NQS Marketing Recommendations

Current Rating: Meeting NQS across all 7 quality areas - solid foundation but same as 82%
of competitors.

Priority: Pursue Exceeding NQS assessment. Only 1 centre (Competitor 10) has achieved
this in the catchment. Exceeding would be a powerful marketing differentiator.

Highlight vs Corporate Chain Sample Rd: '"We're proud to Meet National Quality Standards
across ALL 7 areas' - emphasise consistency vs their Working Towards rating.

Messaging: Feature NQS rating on homepage, GBP, directory listings, and enrolment
materials. Parents increasingly research NQS ratings before enquiring.

Content Strategy: Create a parent-friendly 'What NQS Means For Your Child' blog post
explaining quality areas in plain language. Link from enrolment pages.

Google Reviews: Encourage parents to mention quality, education, and safety in reviews.
These themes align with NQS areas and boost SEO for quality-related searches.

childcaremarketing.com.au | Page 5



b ; Childcare

Marketing

increasing Occupancy in your Early Learning

Local Competitor Audit — Your ELC

3. Individual Competitor SWOT Analyses

Detailed SWOT analysis for each of the top 10 competitors, presenting their strengths,
weaknesses, opportunities for Your ELC, and threats to Your ELC. Each analysis includes NQS
rating, operator type, and Google Business Profile metrics.

3.1 COMPETITOR 1

0-2 km | 80 Sample Street, Sample Town

NQS Rating: Meeting NQS |
reviews

Operator Type: Multi-site Operator |

GBP: 4.6 stars | 49

STRENGTHS WEAKNESSES

1. On-site animal barn with ponies, goats, chickens,
ducks, guinea pigs, rabbits - highly unique and
engaging for children and parents

2. Competitor 1 Adventure Bus for regular
excursions to community locations (Suburb 3
residential home)

3. Fixed staffing model - consistent educators in
each room builds strong bonds and parent trust

4. Growth Mindset curriculum with observational
approach - tailored programs for each child

5. Strong Google review count (49) with 4.6 star
average - solid social proof

6. Community partnerships including Sample Town
Marketplace and intergenerational programs

7. Multi-site operator (6+ centres) provides
operational scale and professional management

8. Purpose-built centre with 5 dedicated rooms and
extensive indoor/outdoor spaces

1. No Montessori or specialist educational
philosophy - play-based only

2. Google rating (4.6) is lower than several
competitors (Competitor 2 4.8, Edge 5.0)

3. Limited blog/content marketing strategy - news
section is minimal

4. Social media engagement moderate despite high
follower count (Competitor 1 brand-wide)

5. No virtual tour or video content on website

6. Website, while modern, lacks CCS calculator or
detailed fee transparency

7. No sustainability or environmental education
messaging (vs Competitor 9, Your ELC)

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 1's animal farm is their key
differentiator but not replicable - focus on
educational philosophy differentiation instead

2. Lower Google rating creates an opening -
systematic review generation could overtake
Competitor 1 on this metric

3. No Montessori, Reggio, or nature-based
educational philosophy - Your ELC's Montessori +
Bush Kindy fills this gap

4. Content marketing gap - outperform with regular
blog posts, parent resources, educational content
5. Competitor 1 has no sustainability messaging -
Your ELC can own this space

1. Closest direct competitor (less than 500m away) -
directly competes for same families

2. Animal barn creates strong emotional connection
and word-of-mouth referrals

3. Well-established local reputation with strong
parent community

4. Multi-site resources enable competitive pricing
and staff training investment

5. Adventure Bus excursions are a tangible, visible
differentiator that's hard to match

childcaremarketing.com.au | Page 6
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3.2 COMPETITOR 2

0-2 km | 4 Sample Court, Sample Town

NQS Rating: Meeting NQS | Operator Type: Multi-site Operator (Family-owned) | GBP:
4.5 stars | ~20 reviews

STRENGTHS WEAKNESSES

1. Highest Childcare Directory rating in area (4.8 1. Very weak digital presence - only 33 Instagram
stars, 43 reviews) - strong parent satisfaction followers, limited social media strategy

2. Dedicated standalone kindergarten building - 2. No blog, content marketing, or parent resources
separate from long day care for focused preschool section on website

experience 3. No Montessori, Reggio, or nature-based

3. Family-owned operation - personal touch and educational philosophy - standard EYLF only
genuine community feel 4. Website is functional but not as modern or

4. Staff know every child by name - personalised engaging as corporate chain competitors

care culture mentioned repeatedly in reviews 5. Limited online enrolment - more traditional

5. Largest capacity in Sample Town (170 places) - enquiry process

economies of scale 6. No sustainability or environmental education
6. '3-Day Enrolment Guarantee' - unique messaging

retention/marketing mechanism 7. Google review count lower than Competitor 1
7. Dance, music, and extracurricular programs despite larger capacity

included

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 2' very weak digital presence creates 1. Immediate neighbour (same suburb) competing

opportunity - even modest digital marketing will for identical parent pool

outperform them online 2. Highest parent satisfaction scores (4.8 on

2. No nature/sustainability positioning - Your ELC Childcare Directory) drive word-of-mouth

can capture eco-conscious parents exclusively 3. 170-place capacity means they can absorb more
3. No content marketing - blog and social media demand than smaller centres

investment will create gap in online visibility 4. Family-owned brand resonates with parents

4. Their standard EYLF curriculum leaves space for preferring independent over corporate
Montessori-seeking parents to choose Your ELC 5. Dedicated kindergarten building is attractive to

parents seeking school readiness

childcaremarketing.com.au | Page 7
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3.3 COMPETITOR 4

2-5km | 67 Sample Parkway, Suburb 2

NQS Rating: Meeting NQS (Dec 2024) |
| GBP: New Centre | Limited reviews

Operator Type: Corporate Chain (Corporate Chain)

STRENGTHS WEAKNESSES

1. National brand with substantial marketing budget
and professional systems

2. Proprietary '"To BE Me' curriculum developed with
early childhood experts

3. 5 daily meals included (breakfast, morning tea,
lunch, afternoon tea, late snack)

4. Comprehensive content hub (5 blog categories) -
strongest content marketing in catchment

5. Storypark parent communication app - premium
technology offering

6. Strong SEO presence (#1-3 for 'childcare suburb
2')

7. Professional tour booking system with digital
follow-up workflow

8. Safety Plus program - advanced safety and
security measures

1. New centre - limited local reviews and established
reputation

2. Corporate feel may lack the personal, community
touch of independents

3. Generic brand messaging (same for all 100+
Corporate Chain centres across Australia)

4. Higher fee structure typical of corporate chains

5. Staff turnover risk typical of large corporate
childcare operators

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Corporate Chain is corporate and generic - Your
ELC can differentiate on being local, personal, and
community-connected

2. Parents increasingly seeking alternatives to 'big
childcare' - independent positioning is an advantage
3. Corporate Chain's new status means they haven't
built parent community yet - capture families before
Corporate Chain establishes

1. Significant marketing budget for Google Ads,
content, social, and brand campaigns

2. Dominant SEO rankings will capture search-
driven enquiries

3. Professional digital infrastructure (tour booking,
Storypark, online enrolment) sets high parent
expectations

4. Brand recognition drives initial enquiries from
families new to the area

childcaremarketing.com.au | Page &
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3.4 COMPETITOR 5

2-5km | 9 Sample Road, Suburb 2

NQS Rating: Working Towards NQS (2024) | Operator Type: Corporate Chain (Corporate
Chain) | GBP: New Centre | Limited reviews

STRENGTHS WEAKNESSES

1. Brand new purpose-built facility (2023) with state- 1. Working Towards NQS - only centre in catchment

of-the-art 6 learning spaces not Meeting or Exceeding

2. On-site chef providing fresh daily meals 2. QA4 (Staffing) and QA7 (Governance) rated

3. All-inclusive model (nappies, SPF 50+ sunscreen,  Working Towards - staffing challenges

formula, bed linen all provided) 3. No established parent community or review base

4. Located in Suburb 12 - capturing families from yet

fastest-growing residential area 4. Corporate positioning in a market that values

5. National brand backing with professional community connection

marketing systems 5. Will need time to build trust and reputation locally
OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Working Towards NQS is a clear vulnerability - 1. Brand new facilities set high expectations for

Your ELC should highlight its Meeting rating in all what a childcare centre should look like

marketing 2. Suburb 12 location captures new families moving

2. Staffing issues (QA4) suggest potential for to the area before they discover other options

educator poaching/recruitment advantage 3. All-inclusive pricing model is attractive and

3. Parents researching NQS ratings will see this as a simplifies comparison for parents

red flag - create content explaining NQS to capture 4, Corporate Chain will likely improve NQS rating
these parents over time as systems mature

4. New centre hasn't established word-of-mouth -

Your ELC's established reputation is an advantage

childcaremarketing.com.au | Page 9
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3.5 COMPETITOR 6

2-5km | 11 Sample Road, Suburb 2

NQS Rating: Meeting NQS (Jun 2021) | Operator Type: Corporate Chain (Edge) | GBP:
4.5 stars | ~25 reviews

STRENGTHS WEAKNESSES

1. 'Teach A Rainbow' proprietary program covering 1. Heritage building may limit physical expansion or

11 developmental areas modern facility upgrades

2. Enhanced educator ratios (1:9 vs standard 1:11 2. Corporate chain - less personalised than

for 3-5 year olds) independent centres

3. Auslan and multilingual education offered 3. Less outdoor/nature focus than Your ELC or
4. Heritage building creates warm, homely Competitor 9

atmosphere 4. Multilingual and Auslan are niche - may not
5. Exceptional staff consistency - same educators appeal to all families

over multiple years (praised in reviews)

6. Strong SEO rankings (#1-3 for multiple Suburb 2
search terms)

7. Large corporate marketing budget with
professional digital presence

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Edge lacks Montessori or bush kindy programs - 1. Enhanced ratios (1:9) are a powerful marketing
Your ELC fills this gap message for safety-conscious parents

2. Heritage building cannot match purpose-built 2. Strong staff retention creates positive reviews and
nature play spaces word-of-mouth

3. Edge's corporate tone is professional but 3. Dominant digital marketing presence captures
impersonal - Your ELC can win with warmth and online-first parents

community 4. Teach A Rainbow program is well-structured and

easy for parents to understand

childcaremarketing.com.au | Page 10
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3.6 COMPETITOR 7

2-5km | 5 Sample Avenue, Suburb 2

NQS Rating: Meeting NQS | Operator Type: Corporate Chain (Edge) | GBP: 4.5 stars |
~15 reviews

STRENGTHS WEAKNESSES

1. Largest capacity in the catchment (105 approved 1. Shared social media accounts (brand-level, not

places) local) - less local engagement
2. Perfect 5.0 Google rating with 29 reviews on 2. Newer centre still building community roots
CareforKids 3. Large capacity can feel impersonal compared to
3. Located in booming Suburb 12 residential smaller, intimate centres
development 4. Casual booking system may indicate occupancy
4. 30% holiday discount - unique pricing strategy pressure
5. Childcare Now casual booking system for flexible
attendance
6. 85+ years combined educator experience in the
team

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)
1. 30% holiday discount and casual booking may 1. Suburb 12 location perfectly positioned for
signal occupancy challenges - monitor for Suburb 2 growth corridor families
vulnerability 2. Largest capacity means can accommodate bulk of
2. Shared social media means local families don't new demand without waitlisting
see local content - Your ELC can outperform onlocal 3, perfect Google rating creates strong first
social engagement impression for researching parents
3. Large centre format is opposite of intimate, 4. Edge brand's professional marketing captures
personal care - position against this high proportion of digital enquiries

childcaremarketing.com.au | Page 11
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3.7 COMPETITOR 8

2-5km | 12 Sample Road, Suburb 2

NQS Rating: Meeting NQS |
| ~20 reviews

Operator Type: Multi-site (Multi-site Group) |

GBP: 4.3 stars

STRENGTHS WEAKNESSES

1. Large capacity (98 places) - second largest in
catchment

2. Strong SEO rankings for 'long day care suburb 2'
and similar terms

3. Live chat widget (Amazon Connect) - modern
customer service approach

4. CCS calculator on website - helps parents
understand costs

5. Nappy Loop sustainability program - eco-
conscious differentiator

6. RAMSR (Respect, Autonomy, Making connections,
Safety, Relationships) program

7. Running Google Ads (sponsored listings) -
proactive marketing

1. Lowest Google rating in catchment (4.3 on
Childcare Directory) - parent satisfaction concerns
2. Negative review mentioning staff attitude and
management issues

3. Limited social media presence (~300 FB
followers, no Instagram)

4. Website is part of ELS group site - less distinct
local identity

5. Monthly posting frequency on social media - very
low engagement

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 8's lower review scores create
opening - dissatisfied parents may be looking for
alternatives

2. Their weak social media is easy to outperform
with consistent local content

3. Staff attitude complaints suggest culture issues -
position Your ELC as warm and welcoming
alternative

4. Only centre running Google Ads - but their quality
scores may undermine the ad spend

1. Active Google Ads strategy captures search traffic
that would otherwise go to organic results

2. Large capacity means they can compete on
availability/no waitlist

3. CCS calculator and live chat set digital experience
expectations

4. ELS group resources enable competitive pricing
and operational efficiency

childcaremarketing.com.au | Page 12
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3.8 COMPETITOR 9

2-5km | 14 Sample Road, Suburb 2

NQS Rating: Meeting NQS (2023) | Operator Type: Multi-site (Competitor 9) | GBP: 4.6
stars | 8 reviews

STRENGTHS WEAKNESSES

1. Strong sustainability and ecology focus - 1. Catholic affiliation limits appeal to secular and
recycling, water conservation, food growing non-Christian families

2. On-site chef using locally sourced and homegrown 2. Only 8 Childcare Directory reviews - very thin
produce social proof for a centre of this quality

3. Co-located with Local School - shared facilities 3. No Instagram presence - missing a key platform
(Sports Centre, Library, Nature Play) for parent engagement

4. Wetlands proximity for nature education and 4. Limited online visibility and digital marketing
outdoor learning investment

5. Holistic, multi-sensory curriculum approach 5. Smaller capacity than corporate chain

6. School pathway connection - attractive for parents competitors
wanting continuity

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 9's religious niche means many 1. Similar nature/sustainability positioning could
families will self-select out - those families are confuse parents comparing options

available for Your ELC 2. On-site chef with homegrown produce is a

2. Their sustainability messaging is similar to Your compelling and marketable feature

ELC's - but limited by dlgltal execution. Outperf()rm 3. School pathway via St Francis De Sales is
online. attractive for long-term family planning

3. Only 8 reviews is very weak social proof - even 4. Co-located facilities (library, sports centre)
modest review generation will surpass them provide experiences smaller centres cannot match

4. No Instagram and limited social media means
minimal competition for attention on these platforms

childcaremarketing.com.au | Page 13
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3.9 COMPETITOR 10

2-5km | 1 Sample Street, Suburb 2

NQS Rating: EXCEEDING NQS (2023) |
N/A | ~5 reviews

Operator Type: Community / Independent |

GBP:

STRENGTHS WEAKNESSES

1. Only EXCEEDING NQS centre in the entire
catchment - strongest quality credential

2. Exceeding in QA4 (Staffing), QA5 (Relationships),
QA6 (Family Partnerships), QA7 (Governance)

3. Community-owned non-profit - trusted, mission-
driven model

4. Most affordable in catchment ($125/day average)
5. Part of Community Children's Centres SA
(CCCSA) network of 100+ centres

6. Strong staffing quality reflected in Exceeding QA4
rating

1. Basic website as part of CCCSA network - minimal
individual identity or branding

2. Virtually no social media presence or digital
marketing

3. Very few online reviews (~5) despite quality
service

4. Small capacity (50 places) limits growth and
flexibility
5. No blog, content marketing, or online resources

6. No specialist programs (Montessori, Reggio,
STEM, etc.)

7. Limited marketing budget as non-profit

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 10 cannot compete digitally - any
digital marketing will outperform them

2. Their Exceeding rating is underleveraged in their
marketing - they're not effectively communicating
this strength

3. Small capacity means they likely have waitlists -
parents waiting could be redirected to Your ELC

4. Price-focused parents who choose Community
CCC are a different segment - focus on quality-
seeking parents instead

1. Exceeding NQS is the gold standard - parents who
prioritise quality ratings will gravitate here

2. Community ownership creates strong local trust
and word-of-mouth

3. Lowest price point ($125/day) captures budget-
conscious segment

4. CCCSA network provides operational support and
expertise despite small size

childcaremarketing.com.au | Page 14
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3.10 COMPETITOR 16

5-8 km | 2 Suburb 6 Road, Suburb 3

NQS Rating: Meeting NQS |
| ~15 reviews

Operator Type: Multi-site (Multi-site Group)

| GBP: 4.4 stars

STRENGTHS WEAKNESSES

1. All-inclusive pricing model (nappies, formula,
breakfast through late snack all included)

2. Bachelor-qualified Early Childhood Teacher
leading preschool program

3. Sustainability program (recycling, water
conservation, food growing)

4. Scenic Suburb 3 location with nature-rich
surroundings

5. RAMSR (Respect, Autonomy, Making connections,
Safety, Relationships) program

6. Part of Multi-site Group group - operational
resources and support

1. Very weak social media presence - irregular
posting, ~200 Facebook followers

2. No blog or content marketing strategy

3. Limited Google reviews (~15) - thin social proof
4. Further from Suburb 2 population centre (5-8 km
band)

5. Website is part of ELS group site - lacks distinct
local identity

6. No specialist educational philosophy (Montessori,
Reggio, etc.)

OPPORTUNITIES (For Your ELC) THREATS (To Your ELC)

1. Competitor 16's very weak digital presence means
easy to outperform online across all channels

2. Distance from Suburb 2 limits their catchment -
they primarily serve Suburb 3/Suburb 6 families

3. No Montessori or specialist programs - Your ELC
fills this gap for families in the area

4. ELS group site lacks local personality -
opportunity to build stronger local brand connection

1. All-inclusive pricing is attractive and simplifies
decision-making for parents

2. Scenic Suburb 3 location has lifestyle appeal for
Sample Region families

3. Part of same ELS group as Competitor 8 - shared
resources and operational efficiency

4. Bachelor-qualified teacher in preschool is a
credible quality message
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