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CHAPTER ONE: SITUATIONAL ANALYSIS


1.1. Company Profile Description 


New Karuturi Cut-flower Center is a floricultural entity based in Miami that specializes in distribution and importation of freshly cut flowers. The company is a partnership venture of four equal members who contribute capital and share the proceeds on an equal measure (Bowman & Gatignon, 2010). The cut-flower sector is relatively a new concept in the Southern Florida regions, which provides a large market risk to engage a single-proprietorship business model. On the other hand, the need to preserve autonomy among the four friends triggered the formation of a small and medium enterprise (SME). 

From an operational point of view, the New Karuturi Cut-Flower Center commits to capitalize on the capabilities of human labor and technological advancements to influence competitiveness. The company dawns that an employee is a strategic asset that provides sustainable competitiveness in a business (Hitt, Ireland, & Hoskisson, 2013). The chief executive officer provides administrative tasks and secretary to the four boards of directors. The recruitment of the chief executive officer adhered to the international best practices that resulted in the appointment of Mrs. Edith Jones aged 40-years in 2017. The other echelon executive members include the Human Resource Manager, Mrs. Emily Dawson aged 35-years, head of Research & Development, Dr. Patrick Robertson aged 33-years, Finance, Procurement, and Relation manager is Mr. David Markinston aged 42 years. The company strives to provide competitive remuneration and benefits packages to hedge against talent poaching phenomenon. 


Equally, the company boasts of having modern machinery for facilitating efficiency in the packaging of the flowers. Fresh flowers are imported from Kenya, Colombia, and Netherland using the contracted third-party exporters. The delivery of the imported flowers requires specialized machinery to preserve the products before delivery to the end-user. Among the machinery critical toward enhancing preservation are a solar-powered refrigerator and modified delivery track. 


Moreover, the company commits toward strategic management capabilities by utilizing the current concepts to enhance competitiveness. The sustainability model influences decision-making process and marketing plans because the company strives to eradicate the use of sweatshop, discrimination, and environmental degradation (Chernev & Kotler, 2014). Particularly, the company engages with the oversee suppliers in Naivasha, Kenya to influence the production processes that meet best practices. 


1.2. Consumers’ Profile


A consumer is a strategic external parameter that influences continuous successes for a company because he or she influences the profitability and revenue of a business entity. Market segmentation is a model that the New–Karuturi Cut-Flower Company capitalizes to influence on consumer targeting. Market segmentation is an effective strategy that involves subdivision of the current market into homogeneous units where the company can satisfy using the endowed resources effectively (Kotler & Gary, 2010). The company identified three consumer segments that include the high-income level, middle-income category, and the lower-income unit. The three segments exhibit different scores concerning the assessment of measurability, action-ability, accessibility, and sustainability attributes of a profitable market segment. 

Similarly, the company strives to enhance the relationship with the key consumer using a service-contract to facilitate long-term commitment with the commercial account holders. The notable service agreement involves the contracted tender to deliver 4,000 units of cut flowers to the Crandon Boulevard Park at a fixed price of $80 per unit in the next fiscal year. Another contract agreement relates to the delivery of cut flowers, bedding plants, and potted flowers to the Publix Chain of Supermarket. The Dayton Beach Ocean Center is a leading hospitality institution in Volusia County, Florida that has an existing Memorandum of Understanding with the New-Karuturi Cut-Flower deliver of cut flowers and potted flowers at the prevailing market prices. Health facilities that have leased New-Karuturi with a distribution point include Halifax Health Medical Center, Florida Hospital Ocean Center, and Peninsula Rehabilitation Center to grant delivery of flowers to the patients. The contractual agreements merit because they enhance service delivery using long-term commitments to design effective products. 

1.3. Competitors’ Profile


Interestingly, $1.9 billion is spent to purchase flowers on a Mothers’ Day celebration to demonstrate nature of demand. Increased demand and profitability attract numerous suppliers with an objective to maximize the prevailing conditions (Luke, 2014). The New-Karuturi Cut-Flower Company faces intense competition from three dominant florists in Miami Metropolitan who include Berkeley Florist Supply, Antonio Flowers & Gifts, and Brickell Avenue Flowers and Avenue. The three companies provide direct competition for the market share in the middle and upper-class consumer segments. The three competitors have distinctive and similar competencies making the development of a competitor profile a strategic undertaking. 

First, the three ventures thrive on aggressive online marketing capabilities to generate sales with social media platforms and websites being a significant source of competitiveness. Second, a price war and price-skimming approaches are prevalent practices among the florists in Miami, which affects the overall market competitiveness in the long-term. Third, product diversification is a vital source of competitiveness because it increases the revenue margin and hedge against dependency on a single product. 

However, each competitor has a distinctive core competency necessary to position themselves from the consumers’ point of view. The Berkeley Florist is the most-dominant competitor with 40 years’ experiences in service delivery and comprises of the 45% market share. Moreover, the company is located in the Central Miami Metropolitan, which increases the consumer traffic because of the ease of access among the consumers. The company specializes in premium flowers from the overseas market that includes Peonies, Garden Ross, and Calla Lilies. 


Second, the Antonio Flower &Gift Venture provides free-delivery to the consumer's order beyond $1000. The company also generates competitiveness from the three broad product portfolios that include orchids, special occasions, and funeral flowers. The company enhances service delivery because of the expansive bouquets models available for consumers that demonstrate the high creativity. The Antonio Flowers& Gift is the second-largest florist because it controls 20% of the market share. 


Third, the Brickell Avenue Flowers & Gifts gains its competency from superior online marketing capabilities and handcrafted bouquets that appease different consumer groups. The personal delivery and customized bouquets have been vital toward according the firm 10% market share. However, the company has an ineffective organization culture dimensions that impede implementation of marketing strategies. Consequently, the venture is the least dominant competitors, which provides an opportunity for the New-Karuturi Cut-Flower Venture to maximize the remaining 25% market share as the initial target market share. 

1.4. S.W.O.T Assessment 


Strategic marketing has gained traction among the corporate ventures because of the influence toward profitability and efficiency in marketing activities. The use of a strategic concept to harness decision-making process is a vital endeavor that inspires successful businesses to integrate strategic marketing capabilities as an ideal competency (Luke, 2014). A concept that facilitates a business venture to capitalize on the internal strengths and prevailing external environmental opportunities is a SWOT Model (Chernev & Kotler, 2014). Further, the concept facilitates the marketing manager to mitigate the internal weaknesses and surrounding environmental threats using the derived strengths to formulate effective marketing plans. 

Therefore, a microenvironment scanning is critical toward deriving the strength of the New-Karuturi Cut-Flower Venture. 
1. Effective management styles and practices that capitalize on the strategic concepts is a key strength that improves the quality of decision-making processes. 
2. An aggressive marketing approach is key toward leveraging on technological infrastructures to generate more sales and transform prospective buyers into a loyal client.

3. The financial endowment facilitates the company to acquire modern facilities. 
4. The caliber of organization culture dimensions influences the competitiveness because of creativity, collaboration, and willingness to embrace changes influence innovation. 

However, organization weaknesses refer to factors that impede overall competitiveness because of inadequate internal mechanisms. 
a) The company grapples to capitalize on the local suppliers that include farmers and distributors. Chernev & Kotler (2014) reveal suppliers’ development facilitates a business to save on cost and bolster service-delivery because of minimal logistical functions. 

b) The company struggled to elicit sustainable public perception because of inadequate promotion methodologies used in the first year. 

c) The company has an ineffective transport management system that fails to leverage on the return-trip after the delivery of the consumer order. 

Alternatively, a macro-environment scanning facilitates an entity to derive the sustainable strategic opportunities that are critical toward offsetting the detrimental effects of prevailing threats and weaknesses. A macro-environment assessment focuses on the influence of actors beyond the control of a management team toward competitiveness (Chernev & Kotler, 2014). 

1. The gift-sharing culture of the American society contributes toward an average $1.9 revenue generated on a Mothers’ Day celebration. Other important festivals that increase the demand for flowers include Valentine Day, Christmas Celebration, and Hanukkah Holiday.

2. Continued economic recovery in the United States of American has a direct influence toward increasing the consumers’ purchasing power and subsequent rise in spending pattern

3. Alternatively, increased consumer spending pattern serve as a source of revenue because regular clients facilitate referral marketing capabilities 

4. The advancement of technological capabilities lower the operation cost and eradicate geographical barriers because online platforms facilitate buyers to place a virtual purchase order. 


Conversely, the macro-environment exposes the venture to significant weaknesses to hamper the efficiency of marketing strategies to achieve midterm and long-term objectives. 

i. Intense competition in the industry triggers the use of price-ward tactics, which have detrimental ramifications including loss of potential revenue

ii. The negative perceptions among the young buyers toward the habit of purchasing flowers exert pressure toward the marketing strategy because of the need to revise and review it efficiency

iii. The company struggled to capitalize on the changing demographic pattern and consumers behaviors 

CHAPTER TWO: MARKETING STRATEGY


2.1. Product-Market Focus Strategy

The saturated floral industry in the Miami Metropolitan requires the adoption of effective strategies to create competitiveness within the five-year period. A useful tool to facilitate product and market competitiveness is Porter’s Generic Strategies (Kotler & Gary, 2010). The model facilitates a business to integrate a cost-leadership, differentiation, or focused-approach in the marketing plan. 


The cost-leadership generic strategy is the most effective generic strategy for use in the first two years. A cost-leadership model facilitates a business entity to gain a competitive edge using marketing value that emanates from Low-operation costs (Joyce, 2015). The marketing programs in the first-two year aim to minimize cost and charging the prevailing industry prices for the commodities. Modern technologies, machinery, and effective logistic facility are critical parameters that sustain cost-cutting strategy because of the influence of value-creation activities. The company also strives to improve the efficiency of the systems and structures critical toward service-delivery.


On the third year, the marketing programs will aim to enhance differentiation strategy to hedge against the anticipated response from the competitors. A differentiation generic strategy is focused on increasing the product competitiveness (Chernev & Kotler, 2014). The shift on focus toward the product competitiveness is a strategic approach because it results in superior features, uniqueness, and durability of the product portfolios. Therefore, the Research and Development unit will play a critical role in facilitating the efficiency of generic differentiation strategy. The use of social media marketing capabilities is another plan intended to enhance the level of brand uniqueness.


The fourth and fifth years will experience shift into a focused-centric approach because of the vast knowledge about the floral market industry. A differentiation-focus approach will be suitable approach because it complements the long-term milestone for the company, which regard to achievement of 60% market share within the commercial market segment. A differentiation-focus strategy enables a business gain an edge in a narrow market segment characterized by the high-income commercial market (Chernev & Kotler, 2014). The use of service-contract to improve service-delivery among the commercial accounts will be vital toward the attainment of the desired milestone. 

2.2. Positioning Strategy 

A marketing-mix concept is another tool to improve the market positioning plans in the five years. A marketing-mix outlines influence of product, price, place, and promotion utilities toward formulating reliable plans (Kotler & Gary, 2010). The company goal is to position its exotic flowers as premium among the high-income market segment and commercial account customer in the Miami Metropolitan. The product-related plans relate to improved quality, features, designs, packaging, and availability of after-sales services to elicit buyers’ loyalty. 

Similarly, the price-related programs aim to reflect on the buyers’ spending behavior and provide a strategic inclination to position the commodity as a premium flower. Pricing element is vital because of the direct influence of revenue and profit margins (Bowman&Gatignon, 2010). The profound focus of the pricing element concerns with the target market because it determines the willingness to pay current prices. The level of competition has a significant effect on the pricing decision because the floral industry entails a perfectly competitive market-structure. 

Another key element to position the company regards to the creation of a place utility using reliable distribution system. The place-related decisions aim to facilitate the timely and cost-effective transfer of commodity ownership using the existing physical distribution systems and developing reliable channels of distribution (Kotter & Gary, 2010). The use of online platform exemplifies a direct channel of distribution to minimize the logistical costs inherent to the conventional methods. Equally, promotion-related decisions position the product as superior because of the ability to influence public perceptions and create awareness (Bowman&Gatignon, 2010). Personal selling, social media marketing, and public relation department bolster the effectiveness of the promotion-related decision. 
CHAPTER THREE: IMPLEMENTATION PLAN


3.1. Financial Metric Projection

a) Sales Revenue and Forecast

The New-Karuturi Cut-Flower Venture has been operation since January 2017. The sales outcomes for the first year depict a rosy performance with the company recording 10% growth in sales revenue. 
Table 1: Sales Trends
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Table 1 above reveals a positive trend in sales forecast. The expected steady rise in the revenue hinges on an assessment of the prevailing environmental parameters. 


b) Profit and Loss Projection 
Table 2; Projected Statement of Comprehensive Income
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Table 2 depicts the net income/loss in the five years. Net income of $54,000 earned in the year 1 hinges on aggressive marketing and cost-leadership strategy that increases the revenue to $462,000.

c) Balance Sheet 

Table 3: Statement of Balance Sheet in Year 1

[image: image3.png]sazm

T

ey s
wssis

B
st e e

TOTAL (OB AU





A balance sheet reflects the actual financial position of a company after a transaction period. Therefore, the company financial position is at $158,850, which is the amount current value of the total assets. 

3.2. Strategy Implementation 
1. Strategic Objectives and Milestones
Implementing the generic strategies over the project five-year period is a delicate process that requires commitment and resources to achieve the budgeted outcomes. The use of a cost-leadership strategy is aim to achieve competitiveness using the cost-saving parameter as the key performance indicator in the first two-year. A strategic paradigm shift in the third year will aim to cushion against price-war tactic using differentiation generic strategy to accord uniqueness in the product and increased the sales output. Lastly, a focused-differentiation model in the fourth and fifth year seeks to expand the market share by increasing the number of commercial accounts to 60%. 
2. Performance Measurement 
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Table 2 above relates to the actual and projected statement of income in the five years. Using the outcomes on year one as the baseline, subsequent performances can be compared to the outcomes attained. Particular focus on the net income/loss figure because it indicates the efficiency of the differentiation and cost-leadership generic strategy. 


3.3. Evaluation and Control Measures


The projected financial plan establishes the ideal standard of performance. The actual performance for the year 1 serves as the gold standard to initiate an annual review to ascertain the cause of the deviation from the initial outcome. A simple variance assessment can be used to determine the changes in performance. Positive deviations imply strong performance and necessitate minimal adjustments unless otherwise recommended. A negative deviation indicates failure and prompt adjustment of strategic options is justifiable. 

Appendix
Figure 1: Model of Generic Strategies
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(Source, Kottler & Gary, 2012)
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