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Abstract 
Family-owned small and medium-sized enterprises (SMEs) play a significant role in supporting local economic activity, particularly in service-based and creative industries. Despite their importance, many family businesses encounter persistent challenges related to limited digital marketing adoption and operational inefficiencies, which hinder sales growth and long-term sustainability. This study analyzes the business strategy of TripleN Florist, a family-owned florist SME operating in Medan, Indonesia, with the aim of identifying practical strategies to improve sales performance. Using a qualitative case study approach, data were collected through in-depth interviews with the business owner, direct observation, and analysis of internal business documents. Several analytical tools were applied, including the Business Model Canvas, marketing mix analysis, SWOT analysis, IFAS–EFAS matrices, and the TOWS matrix. The findings indicate that while TripleN Florist benefits from strong service quality, diverse product offerings, and extensive business networks, its performance is constrained by limited utilization of digital marketing and inefficiencies in production capacity and material management. This study proposes managerial-oriented strategies focusing on digital marketing strengthening and operational efficiency improvement to enhance sales performance and business sustainability
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1. Introduction
Family-owned small and medium-sized enterprises (SMEs) constitute a dominant form of business organization worldwide and play a vital role in employment generation and local economic resilience, particularly in emerging economies (Rondi et al., 2021; Kraus et al., 2020). In Indonesia, family-owned SMEs contribute significantly to regional economic activity; however, many continue to face strategic challenges related to limited digital capability and operational inefficiency, which restrict their growth potential (OECD, 2020; Pratono et al., 2023).
Recent studies emphasize that the competitive environment faced by SMEs has intensified due to rapid digitalization and changing consumer behavior (Dwivedi et al., 2021). Customers increasingly rely on digital platforms to search for products, compare offerings, and make purchase decisions. Consequently, SMEs that fail to adopt digital marketing strategies risk losing market visibility and sales opportunities, even when they offer high-quality products or services (Nguyen et al., 2022).
The florist industry represents a distinctive segment of the service and creative economy. Demand for floral products is closely associated with ceremonial, cultural, and social events, creating relatively stable market opportunities throughout the year. Nevertheless, florist businesses face specific operational challenges, including product perishability, demand fluctuation, and dependence on timely material availability (Ivanov & Dolgui, 2020). These characteristics amplify the negative impact of operational inefficiencies on sales performance and customer satisfaction.
TripleN Florist is a family-owned florist SME operating in Medan, Indonesia. Despite its long operational history and strong customer relationships, the business experiences stagnating sales growth. Preliminary observation indicates that this condition is not driven by declining demand, but rather by internal constraints. Specifically, limited utilization of digital marketing restricts customer reach, while operational inefficiencies—such as shortages of materials and production capacity—frequently prevent the fulfillment of incoming orders.
Recent empirical research highlights that sales performance in service-based SMEs is increasingly determined by the alignment between market-facing activities and internal operational capabilities (Gomezelj Omerzel & Antončič, 2020). Digital marketing can effectively stimulate demand, but without adequate operational readiness, increased demand may result in service failure and reputational damage (Haseeb et al., 2021). Conversely, efficient operations without sufficient market exposure limit revenue potential.
Although prior studies have examined digital marketing adoption and operational efficiency separately, empirical research that integrates both dimensions within the context of family-owned service SMEs in emerging markets remains limited. Moreover, many studies focus on quantitative relationships without providing actionable managerial guidance. Therefore, this study aims to analyze the business strategy of TripleN Florist by integrating digital marketing and operational efficiency perspectives, and to formulate practical, decision-oriented strategies to improve sales performance and long-term sustainability.

2. Literature review 
2.1 Business Model Canvas as an Analytical Framework for SMEs  
The Business Model Canvas (BMC), introduced by Osterwalder and Pigneur (2010), is a widely adopted conceptual framework for describing, analyzing, and innovating business models. The framework decomposes a firm’s business logic into nine interrelated building blocks: value proposition, customer segments, customer relationships, channels, key activities, key resources, key partners, cost structure, and revenue streams. Its strength lies in its ability to provide a holistic yet simple representation of how a firm creates, delivers, and captures value.
In the context of small and medium enterprises (SMEs), the Business Model Canvas (BMC) is particularly relevant, as SMEs often operate with limited formal strategic planning while relying heavily on experiential knowledge and operational flexibility. Recent studies suggest that the BMC enables SMEs to visualize the alignment between internal capabilities and external market opportunities, thereby supporting strategic decision-making, business model innovation, and performance improvement (Wirtz et al., 2020; Zott, Amit, & Massa, 2021; Geissdoerfer, Vladimirova, & Evans, 2020).
For service-oriented SMEs such as florists, the BMC is useful in identifying how intangible elements—such as customer trust, customization capability, and service responsiveness—contribute to value creation. In many traditional SMEs, these strengths exist implicitly but are not systematically translated into scalable strategies. As a result, the BMC serves as a diagnostic tool to clarify existing business logic before conducting deeper strategic analyses.
2.2  Macro-Environmental Analysis Using PESTLE
Macro-environmental factors play a critical role in shaping strategic decisions of small and medium enterprises (SMEs), particularly in dynamic and digitally driven business environments. The PESTLE framework, which encompasses political, economic, social, technological, legal, and environmental dimensions, is widely applied to systematically assess external conditions that influence organizational performance beyond industry-level competition. Recent studies emphasize that PESTLE analysis helps SMEs anticipate environmental uncertainty, identify emerging opportunities and risks, and support more adaptive and resilient strategic planning (Gurl, 2020; Rastogi & Trivedi, 2022).
Recent SME studies emphasize that social and technological factors have become increasingly dominant, especially following accelerated digital adoption and changing consumer behavior, as small firms increasingly migrate to digital platforms and adopt cloud, social media, and other Internet technologies to enhance connectivity and market reach (OECD, 2023). Legal and regulatory considerations, such as business licensing, consumer protection, and digital transaction laws, also affect SME operations and risk exposure. Environmental factors are particularly relevant for businesses dealing with perishable or natural products, such as florists, as sustainability concerns and supply volatility influence cost structures and business continuity.
2.3 Porter’s Five Forces Analysis in SME and Retail Contexts
Porter’s Five Forces framework is widely used to analyze the competitive structure of an industry by examining five key forces: threat of new entrants, bargaining power of buyers, bargaining power of suppliers, threat of substitute products, and competitive rivalry (Porter, 1980).  Although initially developed for large corporations, recent empirical studies confirm the continued relevance of this analytical approach for small and medium-sized enterprises (SMEs), particularly in retail and service-oriented industries. Contemporary research shows that SMEs benefit from structured strategic frameworks to better understand competitive dynamics, allocate limited resources, and formulate adaptive strategies in dynamic market environments (Rothaermel, 2021; Priporas, Stylos, & Fotiadis, 2022).
In the context of small and medium-sized enterprises (SMEs), the Five Forces framework assists business owners in understanding competitive pressures that extend beyond firm-level resources and capabilities. Recent studies indicate that SMEs tend to place greater emphasis on internal constraints, such as capital limitations and human resource availability, while paying less attention to industry structure and competitive dynamics. This inward-oriented perspective may reduce strategic responsiveness, particularly in markets characterized by rapid digitalization, low entry barriers, and increasing competitive intensity (Amankwah-Amoah et al., 2021; Crick & Crick, 2022).
Empirical studies on retail SMEs indicate that the threat of new entrants tends to be high, as relatively low capital requirements and digital technologies reduce traditional entry barriers. Recent research shows that digital platforms, social media, and online marketplaces enable new competitors to reach customers without the need for physical storefronts, thus intensifying competitive pressures in sectors such as retail and service-oriented SMEs. For florist and gift-related businesses, this competitive threat is further amplified by the rapid adoption of e-commerce and home-based sellers operating through social media channels and third-party platforms (Ramadan & Farah, 2021; Bresciani et al., 2022).
The bargaining power of buyers in retail SMEs has increased significantly in the digital era. Consumers now have greater access to price information, alternative suppliers, and online reviews, which enhances their negotiating position (Dwivedi et al., 2021). Studies in personalized service sectors suggest that while customization can reduce buyer power, it must be supported by consistent service quality and reliable delivery performance (Hollebeek et al., 2020).
Regarding the bargaining power of suppliers, SMEs often face vulnerability due to limited purchasing volumes and dependency on a small number of suppliers. In floriculture-related businesses, supplier power is further influenced by product perishability and seasonal availability (Nguyen et al., 2022). These conditions constrain pricing flexibility and operational planning, particularly during peak demand periods.
The threat of substitutes in retail and service sectors has expanded as consumer preferences diversify and alternative offerings gain traction. In the florist industry, substitutes may include artificial flowers, digital gift solutions, experiential gifts, and on-demand gifting platforms that compete for emotional value. Recent research highlights that emotional differentiation and personalized service are critical elements in mitigating substitution threats by strengthening customer attachment and perceived value beyond the product itself (Soluk et al., 2021; Nguyen et al., 2022).
Competitive rivalry among small and medium-sized enterprises (SMEs) is generally intense, particularly in fragmented markets characterized by low entry barriers and limited product differentiation. Recent studies in emerging and developing economies indicate that rivalry becomes more severe when firms compete primarily on price rather than on value-added services or differentiation strategies. Such competitive conditions highlight the importance of strategic positioning through service quality enhancement, digital customer engagement, and improvements in operational efficiency to sustain competitiveness (Bresciani et al., 2022; Crick & Crick, 2022).
2.4  Digital Marketing Adoption in SMEs
Digital marketing has become a critical strategic tool for SMEs seeking to enhance market visibility and customer engagement. Social media platforms, messaging applications, and online marketplaces enable SMEs to reach customers at relatively low cost while facilitating interactive communication (Dwivedi et al., 2021). Recent empirical studies consistently show a positive relationship between digital marketing adoption and sales performance, particularly in service-based SMEs (Nguyen, Newby, & Macaulay, 2022).
Nevertheless, the literature also highlights substantial heterogeneity in digital marketing outcomes. SMEs that adopt digital platforms without clear strategic intent or structured content planning often fail to convert online engagement into actual sales growth (Tiago & Veríssimo, 2023). This phenomenon is especially prevalent among family-owned SMEs, where digital marketing activities are frequently delegated informally and lack performance monitoring mechanisms.
In emerging economies, digital marketing adoption is further constrained by limited managerial capability and operational readiness. Pratono et al. (2023) argue that digital tools alone do not guarantee competitive advantage; rather, value creation depends on how digital initiatives are embedded within broader business processes. This perspective suggests that digital marketing should be analyzed not merely as a promotional activity, but as an organizational capability.
Operational efficiency refers to an organization’s ability to deliver products or services using optimal resources while maintaining quality and responsiveness (Slack et al., 2022). For SMEs, operational efficiency is closely linked to survival and competitiveness, as resource constraints make inefficiencies more costly compared to larger firms.
Recent literature highlights that SMEs often face challenges related to fragmented operational processes, lack of standardized procedures, and limited performance monitoring systems, which can constrain their ability to scale and respond to competitive pressures. In family-owned SMEs, these operational inefficiencies may be further exacerbated by role overlap, informal workflows, and resistance to formalization of procedures, leading to inconsistencies in service delivery and internal coordination (Sutanto, Tjahjadi, & Ellitan, 2022; Soluk, Kammerlander, & De Massis, 2021).
Digital tools have increasingly been identified as enablers of operational efficiency in SMEs. For example, order management systems, digital payment platforms, and customer communication tools can reduce processing time, minimize errors, and improve service reliability (Nguyen et al., 2022). In service-oriented retail businesses, such as florists, operational efficiency is particularly critical due to time sensitivity, product perishability, and customization requirements.
Empirical evidence from Southeast Asian SMEs indicates that integration between digital marketing channels and internal operations enhances responsiveness and reduces coordination costs (Sutanto et al., 2022). However, many SMEs adopt digital tools in isolation, resulting in limited efficiency gains. This underscores the need for strategic alignment between marketing initiatives and operational processes.
2.5  Strategic Analysis Tools for SMEs: SWOT, IFAS, EFAS, and TOWS
Strategic analysis tools such as SWOT (Strengths, Weaknesses, Opportunities, Threats) continue to play an important role in supporting strategic planning by integrating internal and external perspectives. Recent studies highlight that despite ongoing debates about its subjective elements, SWOT remains widely used in SME research due to its simplicity, practical diagnostic value, and ability to facilitate stakeholder engagement in strategy formulation (Hidayat, Nugroho, & Prabowo, 2023; Putra, Hidayat, & Wijaya, 2021).
To enhance analytical rigor, scholars recommend complementing SWOT with quantitative weighting methods such as IFAS (Internal Factor Analysis Summary) and EFAS (External Factor Analysis Summary) matrices (David & David, 2020). These tools allow decision-makers to prioritize strategic factors based on relative importance and performance, thus reducing arbitrariness.
Recent applied studies demonstrate that IFAS–EFAS frameworks are particularly suitable for SMEs seeking structured yet practical strategic evaluation (Putra et al., 2021; Hidayat et al., 2023). When combined with TOWS matrices, these tools facilitate the formulation of actionable strategic alternatives aligned with organizational capabilities and environmental conditions.
In family-owned SMEs, the use of structured strategic tools can facilitate more professional decision-making processes, reduce overreliance on intuition, and help balance entrepreneurial insight with analytical rigor. Recent research indicates that integrating strategic frameworks such as SWOT, IFAS, EFAS, and TOWS supports systematic assessment of internal and external conditions while enhancing strategic clarity and managerial capability in small businesses (Sutanto, Tjahjadi, & Ellitan, 2022; Hidayat, Nugroho, & Prabowo, 2023). This study adopts SWOT, IFAS, EFAS, and TOWS as an integrated analytical framework to assess TripleN Florist’s strategic position and generate feasible managerial recommendations.
2.6  Family-Owned SMEs and Strategic Decision-Making
Family-owned small and medium-sized enterprises (SMEs) constitute a dominant form of business organization in both developed and emerging economies. Beyond their economic contribution, family businesses are characterized by the overlap between family, ownership, and management, which shapes strategic behavior and decision-making processes (Rondi, De Massis, & Kotlar, 2021). Recent studies emphasize that family involvement often fosters long-term orientation, strong relational capital, and deep customer trust, which may serve as strategic advantages in service-based industries.
However, these strengths are frequently accompanied by structural constraints. Centralized decision-making, reliance on founder intuition, and informal management systems may limit strategic adaptability, particularly in rapidly changing digital environments (Kraus et al., 2020). In emerging markets, family-owned SMEs often delay strategic renewal due to risk aversion and resource constraints, increasing vulnerability to competitive pressures and technological disruption (OECD, 2020).
Empirical evidence suggests that performance challenges in family SMEs are rarely driven by market demand decline, but rather by internal strategic misalignment and capability gaps (Rondi et al., 2021). This insight is particularly relevant for service-oriented family businesses, where operational reliability and customer experience directly influence repeat purchases and revenue sustainability.
2.7  Explicit Research Gap and Conceptual Positioning
Despite the growing body of literature on digital marketing adoption and SME performance, several critical gaps remain evident. First, existing studies predominantly examine digital marketing outcomes in isolation, focusing mainly on sales growth, brand awareness, or customer engagement metrics (Dwivedi et al., 2021; Rachmawati et al., 2023). In contrast, empirical findings regarding the relationship between digital marketing and operational efficiency remain inconclusive. While Nguyen et al. (2022) report efficiency gains through digital integration, Prajogo et al. (2020) find that digital adoption does not automatically improve operational outcomes in resource-constrained SMEs. This divergence highlights a gap concerning how and under what conditions digital marketing contributes to operational efficiency.
Second, prior research reveals mixed results regarding digital transformation in family-owned SMEs. Some recent studies suggest that family involvement and informal management practices may inhibit innovation and digital adoption due to risk aversion and limited formalization of processes. Conversely, other research indicates that strong relational capital and a long-term orientation can enhance digital engagement and strategic adaptability when digital initiatives are aligned with business goals and routines. However, existing literature still rarely examines how strategic alignment is operationalized in day-to-day business processes of family-owned SMEs, leaving an important explanatory gap (Soluk, Kammerlander, & De Massis, 2021; Hidayat, Nugroho, & Prabowo, 2023; Sutanto, Tjahjadi, & Ellitan, 2022).
Third, although SWOT-based strategic tools are widely applied in SME research, most studies treat them as descriptive instruments rather than analytically integrated frameworks. Recent applied studies using IFAS–EFAS and TOWS matrices demonstrate practical relevance (Putra et al., 2021; Hidayat et al., 2023), yet they seldom incorporate firm-level operational data or link strategic recommendations directly to digital marketing practices. Consequently, there is limited evidence on how these tools can guide decision-level managerial actions in digitally evolving family SMEs.
In addition, sector-specific evidence remains underdeveloped. The majority of digital SME studies focus on manufacturing, food and beverage, or general retail sectors, while research on floriculture and florist businesses is notably scarce. Given the unique characteristics of this sector—such as product perishability, time-sensitive delivery, and emotional value creation—findings from other industries may not be fully transferable.
Based on these gaps, this study is conceptually positioned to integrate digital marketing adoption and operational efficiency within a family-owned SME using structured strategic analysis tools. By utilizing real operational and managerial data from TripleN Florist, this research seeks to reconcile contradictory findings in prior studies and demonstrate how digital marketing can simultaneously enhance market performance and operational efficiency when strategically aligned. Thus, this study contributes by offering an applied, decision-oriented framework that bridges fragmented empirical findings in the existing literature
3. Research Method
3.1  Design and Approach
This study adopts a qualitative case study approach with an applied strategic analysis orientation. The case study method is widely recognized as an appropriate approach for examining complex managerial and organizational phenomena within their real-life contexts, particularly when the boundaries between the phenomenon and its context are intertwined. Recent methodological literature emphasizes that case studies enable researchers to capture rich contextual insights, decision-making processes, and operational dynamics that are difficult to observe through quantitative approaches alone (Yin, 2023; Ridder, 2020). Given the objective of this research—to analyze how digital marketing and operational efficiency can be strategically aligned in a family-owned SME—the case study approach facilitates an in-depth and holistic understanding of strategic practices and day-to-day operational realities.
TripleN Florist, a family-owned florist SME, was selected as the unit of analysis due to its relevance in representing typical challenges faced by small retail businesses in adopting digital marketing while maintaining operational efficiency. The study emphasizes practical relevance rather than statistical generalization, that focus on managerial insights for family businesses.
3.2  Data Sources and Data Collection
The study utilizes multiple data sources to enhance analytical rigor and credibility. Primary data were obtained from internal business records of TripleN Florist, including sales information, order processing practices, digital marketing activities, and operational workflows. These data reflect the actual managerial and operational conditions faced by the firm.
In addition, qualitative insights were gathered through informal discussions with the business owner and key family members involved in daily operations. These discussions provided contextual understanding regarding decision rationales, perceived challenges, and strategic priorities related to digital marketing adoption and operational management.
Secondary data were derived from recent academic literature, industry reports, and policy documents related to SMEs, digital marketing, and operational efficiency. The triangulation of primary and secondary data strengthens the validity of the findings and supports a more nuanced interpretation of results (Saunders et al., 2023).
3.3  Analytical Framework
The stepwise approach ensures that strategic recommendations are grounded in both internal capabilities and external environmental conditions, rather than managerial intuition alone (David & David, 2020).External Environment
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Figure 1.  Research Framework

This framework illustrates the integration of internal and external analyses through structured strategic tools to formulate growth-oriented strategies for a family-owned SME. External environmental factors are assessed using PESTLE and Porter’s Five Forces (EFAS), while internal capabilities are evaluated through IFAS. These inputs are integrated through BMC, SWOT, IE Matrix, and TOWS analysis to generate strategic outcomes focusing on digital marketing strengthening and operational efficiency improvement to enhance sales performance.
3.3.1 Role of PESTLE Analysis as Supporting Framework
PESTLE analysis was applied to capture broader macro-environmental conditions affecting the business environment of TripleN Florist. Rather than serving as a standalone analytical framework, PESTLE functions as a contextual layer that enriches the interpretation of external factors identified through Five Forces and EFAS analyses.
Key macro-environmental factors identified include increasing digital adoption among consumers (Social–Technological), regulatory support for SMEs (Political–Legal), and environmental considerations related to product sourcing and waste management (Environmental). 
3.3.2 Industry Environment Analysis Using Porter’s Five Forces
Porter’s Five Forces analysis was conducted to evaluate the competitive intensity and structural characteristics of the florist and retail gift industry in which TripleN Florist operates. Each force was qualitatively assessed based on observed market conditions, digital market dynamics, and operational characteristics of the business.
The results of this analysis provide critical input for identifying external threats and opportunities in the EFAS matrix and inform strategic priorities related to differentiation and operational resilience.
3.3.3  Integrated Strategic Analysis Framework
To achieve the research objectives, this study also employs an integrated strategic analysis framework consisting of SWOT analysis, IFAS (Internal Factor Analysis Summary), EFAS (External Factor Analysis Summary), and TOWS matrix. SWOT Analysis is used as an initial diagnostic tool to identify key internal strengths and weaknesses, as well as external opportunities and threats.  IFAS and EFAS Matrices are applied to quantify and prioritize these factors based on their relative importance and performance levels. This framework was chosen due to its suitability for SME contexts, where strategic clarity and managerial practicality are essential. 
3.4  Validity and Analytical Rigor
To ensure analytical rigor, this study applies methodological triangulation, combining internal business data, managerial insights, and established strategic analysis tools. The use of IFAS and EFAS matrices enhances objectivity by assigning weights and ratings to strategic factors, thereby reducing subjectivity commonly associated with qualitative SWOT analysis.
Furthermore, the analytical process follows a transparent and replicable sequence, enabling other SME researchers or practitioners to apply a similar framework in comparable contexts. Although the findings are context-specific, the methodological logic provides analytical transferability rather than statistical generalization.
4. Results and Discussion
4.1  Result
4.1.1  Business Model
The Business Model Canvas analysis reveals that TripleN Florist’s value proposition centers on customized floral arrangements and service reliability. However, digital channels are underutilized, limiting customer acquisition beyond existing networks.
[bookmark: _Hlk221054759]Table 1.  Business Model Canvas Summary of TripleN Florist
	BMC Element
	Description

	Customer Segments
	Individual customers purchasing flowers for personal occasions; corporate clients for events, gifts, and formal arrangements; online customers reached through digital platforms.

	Value Propositions
	Fresh and high-quality flower arrangements; customized designs based on customer preferences; competitive pricing; reliable and timely delivery; personalized service typical of a family-owned business.

	Channels
	Physical flower shop; social media platforms (Instagram, WhatsApp Business); online communication for orders and customer inquiries; word-of-mouth referrals.

	Customer Relationships
	Personalized and relationship-based interactions; direct communication with customers; after-sales service; long-term relationships with repeat and loyal customers.

	Revenue Streams
	Sales of flower arrangements for personal events; corporate and institutional orders; special event packages; customized floral design services.

	Key Resources
	Skilled florists; family management and labor; supplier relationships with flower farmers and distributors; physical shop facilities; digital platforms and communication tools.

	Key Activities
	Flower procurement and inventory management; floral arrangement and design; order processing and delivery; marketing and promotion through digital media; customer service.

	Key Partnerships
	Flower suppliers and wholesalers; logistics and delivery partners; event organizers; digital platform service providers.

	Cost Structure
	Raw material costs (flowers and accessories); labor costs; shop operational expenses; transportation and delivery costs; marketing and digital promotion expenses.


Table 1 summarizes the Business Model Canvas of TripleN Florist, highlighting a customer-oriented business model typical of a family-owned SME. The firm serves both individual and corporate customer segments by offering fresh, high-quality, and customized floral products supported by personalized service. Value delivery relies on a combination of a physical store and basic digital communication channels, while customer relationships are built through direct and trust-based interactions. Revenue is mainly generated from product sales and customized services, supported by key resources such as skilled florists, family labor, and supplier networks. Overall, the business model demonstrates strong customer focus and product differentiation, while indicating limited digital utilization and operational scalability that require strategic improvement.
4.1.2  PESTLE Analysis
The PESTLE framework is used to capture external factors influencing the strategic environment of TripleN Florist. The analysis serves as a supporting tool that complements the industry-level (Porter’s Five Forces) and firm-level (SWOT, IFAS–EFAS) analyses discussed in the main body of the article. 
Table 2.  PESTLE Analysis Summary of TripleN Florist
	Dimension
	Key Factors
	Strategic Implications

	Political
	Government support for MSMEs; digitalization programs
	Opportunity to leverage MSME incentives and digital platforms

	Economic
	Inflation pressure; fluctuating purchasing power
	Demand sensitivity to pricing and value perception

	Social
	Shift toward online ordering; personalization preference
	Strengthens relevance of digital marketing and customization

	Technological
	Widespread use of social media; mobile payment adoption
	Enables low-cost digital engagement but increases competition

	Legal
	Business licensing; online transaction regulations
	Requires compliance but provides legitimacy

	Environmental
	Sustainability awareness; perishability of products
	Encourages efficient inventory and waste reduction


Political Factors
Political factors influencing TripleN Florist primarily relate to government policies supporting micro, small, and medium enterprises (MSMEs), particularly in digital adoption and business formalization. Recent policy initiatives encouraging SME digitalization provide an enabling environment for small businesses to expand online presence and improve operational resilience. However, limited awareness and administrative capacity among family-owned SMEs may restrict the full utilization of such support. For TripleN Florist, political factors represent an opportunity, provided that strategic initiatives align with available institutional support mechanisms.
Economic Factors
Economic conditions affect consumer purchasing power and spending behavior, particularly for non-essential or discretionary products such as floral arrangements. Inflationary pressures and economic uncertainty may lead customers to become more price-sensitive, intensifying competition among florist businesses. For TripleN Florist, these conditions underscore the importance of operational efficiency and value-based pricing strategies to maintain profitability while remaining competitive.
Social Factors
Social factors play a significant role in shaping demand for florist services. Changing consumer lifestyles, increased reliance on online communication, and growing preference for personalized products have transformed purchasing behavior. Floral products are often associated with emotional and symbolic value, making customization and service responsiveness critical success factors. These social trends support the strategic relevance of digital marketing channels that enable direct and personalized customer interaction.
Technological Factors
Technological advancements, particularly the widespread adoption of social media platforms, messaging applications, and digital payment systems, have significantly lowered barriers for SMEs to engage customers digitally. While these technologies enable cost-effective marketing and customer acquisition, they also intensify competition by facilitating market entry for new players. For TripleN Florist, technological factors represent both an opportunity to enhance market reach and a challenge that necessitates improved operational coordination to handle increased digital-driven demand.
Legal Factors
Legal considerations include business licensing requirements, consumer protection regulations, and compliance with digital transaction standards. Although regulatory compliance may impose administrative burdens on small businesses, it also enhances business credibility and customer trust. For TripleN Florist, adherence to relevant legal requirements supports sustainable operations and reduces potential operational risks.
Environmental Factors
Environmental factors are particularly relevant for florist businesses due to the perishability of products and increasing consumer awareness of sustainability. Efficient inventory management and waste reduction practices are essential to minimize losses and maintain cost efficiency. Environmental considerations also influence supplier selection and operational planning, reinforcing the importance of process efficiency and timely order fulfillment.
4.1.3  Results of Porter’s Five Forces Analysis
The Porter’s Five Forces analysis provides an industry-level understanding of the competitive pressures faced by TripleN Florist. The results indicate that the florist and retail gift industry is characterized by high competitive intensity, largely driven by digitalization and low entry barriers.
Threat of New Entrants
The threat of new entrants is assessed as high. The widespread adoption of digital platforms and social media has substantially lowered entry barriers, allowing home-based florists and small-scale sellers to access customers with minimal capital investment. Recent studies emphasize that digitalization intensifies competitive entry in retail and service-based SMEs by reducing dependence on physical infrastructure and traditional distribution channels (Kraus et al., 2021; OECD, 2023). For TripleN Florist, this condition implies that competitive advantage cannot rely solely on market presence, but must be strengthened through service differentiation, customer experience, and operational reliability.
Bargaining Power of Buyers
Buyer bargaining power is also high, as customers can easily compare prices, designs, and delivery options across multiple sellers. This result supports Dwivedi et al. (2021), who find that digital transparency strengthens buyer power in SME-dominated markets. However, TripleN Florist’s emphasis on customization and personalized service partially mitigates this pressure by reducing direct price comparability.
Bargaining Power of Suppliers
Supplier power is evaluated as moderate to high, reflecting dependence on fresh flower suppliers and fluctuating availability due to seasonality. This condition constrains pricing flexibility and operational planning. Similar findings are reported by Nguyen et al. (2022) in perishable-goods SMEs, where supplier dependency heightens operational risk.
Threat of Substitutes
The threat of substitutes is moderate, stemming from alternative gift options such as artificial flowers, gift hampers, or digital vouchers. However, the emotional and symbolic value associated with fresh floral arrangements limits full substitution. This finding is consistent with Soluk et al. (2021), who emphasize emotional differentiation as a key defense against substitution in family-owned service businesses.
Competitive Rivalry
Competitive rivalry is intense, driven by fragmented market structures and price-based competition. This reinforces the strategic need for TripleN Florist to compete on value and service quality rather than price alone.



Table 3. Porter’s Five Forces Summary
	Five Forces
	Assessment
	Explanation

	Threat of New Entrants
	Moderate to High
	The flower retail industry has relatively low entry barriers, particularly for small-scale businesses. New entrants can easily enter the market; however, building customer trust, supplier relationships, and consistent service quality requires time and experience.

	Bargaining Power of Suppliers
	Moderate
	Flower suppliers have moderate bargaining power due to the perishable nature of products and price fluctuations influenced by seasons and availability. Long-term relationships with suppliers help stabilize supply and pricing.

	Bargaining Power of Buyers
	High
	Customers have many alternative flower shops and online sellers, allowing them to easily compare prices and designs. Buyer loyalty depends heavily on service quality, customization, and timely delivery.

	Threat of Substitute Products
	Moderate
	Substitute products such as artificial flowers, gift boxes, and other non-floral gifts are available. However, fresh flowers remain preferred for emotional and ceremonial occasions.

	Industry Rivalry
	High
	Competition among existing flower shops is intense due to similar product offerings and price competition. Differentiation through customization, digital marketing, and personalized service is essential.


Table 3 presents the Porter’s Five Forces analysis of the flower retail industry in which TripleN Florist operates. The results indicate a highly competitive environment, characterized by intense industry rivalry and strong bargaining power of buyers due to the availability of numerous alternative sellers and price-sensitive customers. The threat of new entrants is relatively high as entry barriers remain low, although building customer trust and service consistency requires time. Supplier bargaining power is moderate, influenced by the perishable nature of flowers and seasonal price fluctuations, while the threat of substitute products is also moderate. Overall, the analysis suggests that differentiation through service quality, customization, and effective digital marketing is essential for sustaining competitiveness.
The Five Forces results suggest that TripleN Florist operates in an industry where competitive pressures are unavoidable, particularly from new entrants and powerful buyers. These findings highlight the importance of strengthening internal capabilities to withstand external pressures. Without operational efficiency and strategic clarity, digital marketing expansion may intensify competition rather than generate sustainable advantage.
4.1.4  SWOT Analysis Results and Interpretation
The SWOT analysis integrates insights from Five Forces and PESTLE analyses to identify firm-specific strategic factors.
Strengths and Weaknesses
TripleN Florist’s key strengths include strong customer relationships, service flexibility, and high responsiveness enabled by direct digital communication channels. These strengths are consistent with recent findings on family-owned SMEs, which highlight relational capital, customer intimacy, and close owner–customer interactions as critical sources of competitive advantage in digitally mediated markets (Soluk et al., 2021).
However, weaknesses are evident in the lack of standardized operational procedures, manual order tracking, and high dependence on owner involvement. These weaknesses constrain scalability and increase the risk of operational errors during peak demand periods.
Opportunities and Threats
Opportunities arise from increasing consumer adoption of online ordering and preference for personalized services. Conversely, threats stem from intense competition, supplier dependency, and price sensitivity influenced by economic conditions.
Table 4. SWOT Analysis of TripleN Florist
	Strengths (S)
	Weaknesses (W)

	· High-quality and fresh flower products
· Personalized customer service typical of a family-owned business 
· Flexibility in customized floral arrangements 
· Strong and established relationships with suppliers 
· Loyal repeat customers
	· Limited utilization of digital marketing platforms 
· Dependence on manual operational processes
· Limited human resources and managerial capacity
· Absence of formal strategic planning and performance evaluation

	Opportunities (O)
	Threats (T)

	· Growing demand for online flower ordering and delivery services 
· Increasing use of social media for marketing and customer engagement 
· Potential partnerships with event organizers and corporate clients
	· Intense competition among flower retailers
· High price sensitivity of customers 
· Volatility in flower supply and prices due to seasonal factors 
· Availability of substitute products such as artificial flowers and non-floral gifts


Table 4 presents the SWOT analysis of TripleN Florist, highlighting key internal and external factors influencing its business performance. The analysis shows that the firm’s main strengths lie in product quality, personalized customer service, flexibility in customization, and strong supplier relationships, which support customer loyalty. However, these strengths are constrained by internal weaknesses, particularly limited utilization of digital marketing, reliance on manual operational processes, and limited managerial capacity. From an external perspective, growing online demand and increasing use of digital platforms provide significant opportunities for market expansion, while intense competition, high buyer price sensitivity, and supply volatility pose major threats. Overall, the SWOT analysis indicates the need to leverage internal strengths to capture digital opportunities while addressing operational and managerial limitations.


4.1.5  IFAS and EFAS Matrix 
Internal Factor Analysis Summary (IFAS)
Based on the IFAS matrix (see Table 5), TripleN Florist achieves a total weighted score of 3.80, which is significantly above the benchmark value of 2.50. This result indicates that the firm possesses a very strong internal strategic position, where internal strengths substantially outweigh internal weaknesses. In strategic management literature, an IFAS score above the midpoint suggests that a firm is not merely surviving, but has accumulated sufficient internal resources and capabilities to support growth-oriented initiatives.
Tabel 5.  Internal Factor Analysis Summary of TripleN Florist
	

	Internal Factors
	Weight
	Rating
	Weight Scores
	Comments

	



Strength
	High-Quality Product (S1)
	0.20
	5
	1.00
	Product is an important thing in florist industry

	
	Various Flower Arrangement (S2)
	0.15
	4
	0.60
	Various choices of flower arrangements that can suit customer wishes

	
	Best Quality Service (S3)
	0.15
	5
	0.75
	Serving customers optimally is one of the priorities in business.

	
	Strong Relationship with customer(S4)
	0.20
	5
	1.00
	The owner maintain strong relation with all customer.

	


Weaknesses
	Limited online promotion
	0.20
	1
	0.20
	Less	online presences now on.

	
	Limited Staff
	0.10
	3
	0.30
	Affect Performance

	Total Scores
	1.0
	
	3.80
	



The largest contribution to the IFAS score comes from the firm’s strengths, particularly:
1. Customer trust and a high level of repeat orders, reflecting service quality and long-term customer relationships;
2. Operational flexibility and customization capability, enabling the firm to respond quickly to customer-specific requests;
3. Speed of order processing and fulfillment, which represents a key competitive advantage in the service-oriented florist industry.
In contrast, internal weaknesses such as the lack of formalized operational procedures and dependence on key individuals carry relatively lower weights and ratings, and therefore do not significantly weaken the firm’s overall internal position. This indicates that the existing weaknesses are manageable rather than structural in nature. 
Despite strong relational advantages, the IFAS results highlight that internal weaknesses—particularly in operations—could undermine performance if not addressed. This finding supports Prajogo et al. (2020), who argue that SME competitiveness depends on internal process readiness rather than marketing efforts alone.
An IFAS score of 3.80 indicates that the firm is well prepared for expansion, rather than merely maintaining its current position or focusing on internal consolidation. Overall, the IFAS score suggests that TripleN Florist is internally well-positioned to support strategic initiatives, including digital marketing expansion and operational improvement.
From a managerial perspective, this result suggests that TripleN Florist has moved beyond the early-stage survival phase and has entered a stage of internal readiness for growth, where strategic focus can shift toward leveraging strengths rather than correcting structural deficiencies.
External Factor Analysis Summary (EFAS)
The External Factor Analysis Summary (EFAS) yields a total weighted score of 3.95 (see Table 5), indicating that TripleN Florist operates within a highly favorable external environment. This score, which is well above the benchmark value of 2.50, demonstrates that external opportunities substantially outweigh external threats. Such a high EFAS score suggests that environmental conditions are not only supportive, but actively enable business expansion.

Table 6 External Factors Analysis Summary (EFAS) OF TripleN Florist
	
	External Factors
	Weight
	Rating
	Weight Scores
	Comments

	Opportunities
	Loyal Customer (O1)
	0.30
	5
	1.50
	Loyal	customers do repeat order

	
	Networking (O2)
	0.20
	4
	0.80
	Potential for partner-ship with our florist network

	
	Increasing popularity of giving flower arrangement (O3)
	0.20
	4
	0.60
	The market is quite wide

	Threats
	The Emergence of New Competitors (T1)
	0.15
	3
	0.45
	Affect the sales

	
	Changes in customer preferences (T2)
	0.15
	3
	0.60
	Slowly having an impact that requires businesses to be able to follow all customer requests.

	Total Scores
	1.00
	
	3.95
	



The dominant opportunities identified in the EFAS analysis are closely associated with digital transformation and evolving consumer preferences. The rapid growth of digital and social media channels has expanded access to customers while reducing traditional market entry barriers. For a small service-based enterprise, these channels provide cost-effective platforms for promotion, customer interaction, and transaction execution. The EFAS results indicate that TripleN Florist is well positioned to benefit from this digital expansion due to its existing customer trust and service reputation.
Another significant external opportunity reflected in the EFAS score is the increasing demand for personalized and customized products. This trend aligns strongly with the firm’s internal capabilities, particularly its flexibility and customization expertise. As consumers increasingly seek unique and experience-driven offerings, firms that can translate personalization into operational practice gain a competitive advantage. The expansion of the urban middle-class segment, characterized by relatively stable purchasing power, further reinforces the demand potential for such differentiated services.
Although the EFAS analysis also identifies external threats, including competitive intensity and supplier price volatility, their overall impact remains limited in comparison to the available opportunities. The relatively lower weights and ratings assigned to these threats suggest that, while they require managerial attention, they do not currently pose a significant constraint on growth. Importantly, the presence of strong opportunities indicates that competitive pressure is more likely to manifest as non-price-based competition, where service quality and customer experience become the primary differentiators.
From a strategic standpoint, the EFAS score of 3.95 implies that TripleN Florist operates in an environment that is highly conducive to proactive and expansion-oriented strategies. Rather than adopting a cautious or reactive posture, the firm is encouraged to capitalize on favorable market dynamics, particularly those driven by digitalization and changing consumer behavior.
Internal–External (IE) Matrix Positioning
The Internal–External (IE) Matrix is employed to determine the overall strategic posture of the firm by combining the results of the internal and external analyses. This matrix integrates the Internal Factor Analysis Summary (IFAS) score as a proxy for internal strength and the External Factor Analysis Summary (EFAS) score as a proxy for environmental attractiveness. The IE Matrix classifies firms into nine cells, each of which corresponds to a distinct strategic orientation ranging from retrenchment to aggressive growth.
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                                            Figure 2. Internal External (IE) Matrix
In this study, TripleN Florist records an IFAS score of 3.80 and an EFAS score of 3.95. According to standard IE Matrix conventions, both scores fall within the high range (3.0–4.0) on their respective axes. When plotted on the IE Matrix, these values position the firm in Cell I, which represents an aggressive or growth-oriented strategic position.
This positioning indicates that TripleN Florist possesses strong internal capabilities while simultaneously operating in a highly favorable external environment. Firms in this quadrant are generally characterized by their readiness to pursue expansion strategies, as they have sufficient internal resources to exploit external opportunities effectively. The firm’s strong internal position is supported by relational assets such as customer trust and repeat purchasing behavior, as well as operational strengths including flexibility, customization capability, and service speed. At the same time, the external environment offers substantial growth potential through digital marketing expansion, increasing demand for personalized services, and the growth of the urban middle-class consumer segment.
The IE Matrix positioning further suggests that conservative strategies—such as retrenchment, downsizing, or defensive consolidation—are not appropriate under the current conditions. Instead, the firm is strategically positioned to adopt proactive growth-oriented initiatives. Nevertheless, this position does not imply the absence of risk; rather, it indicates that risk-taking is supported by both internal readiness and external attractiveness.
Overall, the IE Matrix serves as a critical analytical bridge between diagnostic evaluation and strategy formulation. By confirming the firm’s growth-oriented posture, the IE Matrix provides a clear empirical rationale for the subsequent development of strategic alternatives using the TOWS Matrix, which is discussed in the following section.
4.1.6  Results of TOWS Matrix Analysis
Building upon the results of the IFAS and EFAS analyses, the TOWS Matrix was developed to translate the firm’s internal strengths and weaknesses, as well as external opportunities and threats, into coherent strategic alternatives. Given the high IFAS score (3.80) and EFAS score (3.95), the TOWS analysis unsurprisingly reveals a strong dominance of Strength–Opportunity (SO) strategies, reflecting an expansion-oriented strategic posture.
Table 7. TOWS Matrix of TripleN Florist
	
	Strengths (S)
	Weaknesses (W)

	
	• High-quality and fresh flower products 
• Personalized customer service (family-owned business) 
• Flexibility in customized floral arrangements 
• Strong supplier relationships 
• Loyal repeat customers
	• Limited digital marketing utilization 
• Manual and less efficient operational processes 
• Limited managerial and human resources capacity

	Opportunities (O)
	SO Strategies (Growth-Oriented) 
• Expand market reach through digital platforms by leveraging product quality and customization 
• Strengthen online customer engagement to convert loyal customers into digital brand advocates 
• Develop customized offerings for corporate and event markets
	WO Strategies (Capability Enhancement) 
• Improve digital marketing capabilities to capture growing online demand 
• Adopt simple digital tools to enhance operational efficiency 
• Gradually formalize marketing and operational planning

	Threats (T)
	ST Strategies (Competitive Differentiation) 
• Differentiate through service quality and customized designs to reduce price competition 
• Maintain strong supplier relationships to mitigate supply and price volatility
	WT Strategies (Defensive Improvement) 
• Improve internal efficiency to reduce costs and withstand competitive pressure 
• Strengthen managerial processes to ensure business sustainability in a highly competitive market


The SO strategies emphasize leveraging the firm’s internal strengths—such as customer trust, operational flexibility, service speed, and customization capability—to capitalize on favorable external conditions, particularly digital market growth and increasing demand for personalized products. In this context, digital channels are not merely treated as promotional tools, but as strategic platforms that amplify existing strengths. For instance, customer trust accumulated through repeat orders becomes significantly more valuable when combined with social media visibility and digital word-of-mouth, allowing the firm to scale demand without proportional increases in marketing expenditure.
In parallel, the firm’s operational responsiveness and customization capability enable it to address the growing consumer preference for personalized floral arrangements. This alignment between internal capability and market demand reinforces the suitability of proactive growth strategies, such as expanding digital marketing intensity, strengthening brand differentiation through personalization, and positioning service speed as a core value proposition.
The Weakness–Opportunity (WO) strategies play a complementary role. While the firm exhibits a strong internal position overall, certain weaknesses—such as the lack of formalized operating procedures and dependence on key individuals—could potentially constrain growth if left unaddressed. WO strategies therefore focus on utilizing external opportunities, particularly affordable digital tools and simple management systems, to gradually formalize internal processes. This approach ensures that expansion efforts remain sustainable without undermining the firm’s agility, which is one of its core strengths.
Meanwhile, Strength–Threat (ST) strategies function primarily as risk-mitigation mechanisms rather than growth drivers. The firm’s strengths, including service quality and customer loyalty, provide a buffer against competitive rivalry and supplier price volatility. By maintaining strong relationships with customers and emphasizing value-based differentiation rather than price competition, the firm can reduce its vulnerability to external pressures that are common in the florist industry.
Finally, Weakness–Threat (WT) strategies occupy the least strategic priority. Given the firm’s strong internal and external positioning, defensive or retrenchment-oriented strategies are not central to the current strategic agenda. WT strategies are instead treated as contingency measures, relevant only in scenarios where external conditions deteriorate significantly or internal weaknesses become more pronounced.
Overall, the TOWS Matrix results reinforce the findings of the IFAS–EFAS analysis. The strategic configuration that emerges is not one of cautious consolidation, but rather disciplined expansion, where growth initiatives are supported by strong internal capabilities while selectively addressing weaknesses to prevent future bottlenecks.
4.2 Discussion
The findings of this study demonstrate that TripleN Florist is positioned in a strong growth-oriented strategic posture, as evidenced by a high IFAS score of 3.80 and an even higher EFAS score of 3.95. These numerical results indicate that internal capabilities and external opportunities mutually reinforce each other, creating favorable conditions for expansion rather than consolidation or defensive restructuring.
This finding partially aligns with prior studies on small and medium-sized enterprises (SMEs), which emphasize the importance of internal strengths in sustaining competitiveness (Khan et al., 2021; Nguyen & Simkin, 2022). However, while much of the existing literature highlights cost efficiency and process standardization as dominant internal drivers, the present study reveals a different strategic pattern. The strongest contributors to the IFAS score are customer trust, repeat orders, service flexibility, and customization capability—factors that are relational and experiential rather than cost-based. This suggests that in service-intensive industries such as floristry, competitive advantage relies less on operational cost minimization and more on the firm’s ability to deliver personalized value and maintain long-term customer relationships.
From an external perspective, the EFAS score of 3.95 indicates an exceptionally opportunity-rich environment. This result is consistent with recent research highlighting the accelerating role of digital channels in SME growth (Dwivedi et al., 2021; Tiago & Veríssimo, 2023). However, unlike studies that treat digital marketing primarily as a promotional tool, the findings of this research suggest that digitalization functions as a broader strategic enabler. Digital platforms not only expand market reach but also enhance operational responsiveness by shortening order cycles, improving communication accuracy, and enabling rapid customization. This integrated role of digitalization reinforces the argument that digital marketing and operational efficiency should not be treated as separate strategic domains, as is often done in prior literature.
The strategic positioning derived from the IE Matrix further supports this interpretation. With both IFAS and EFAS scores well above the theoretical midpoint of 2.50, TripleN Florist occupies an aggressive (growth-oriented) quadrant. This positioning contrasts with findings from studies conducted in highly saturated or price-competitive SME markets, where firms tend to adopt defensive or efficiency-driven strategies, particularly those emphasizing cost leadership and operational efficiency (Rahman et al., 2020; Hossain et al., 2022). This divergence underscores the importance of contextual factors—especially industry characteristics and customer value expectations—in shaping strategic priorities and determining whether growth-oriented or defensive strategies are more appropriate for SMEs.
The dominance of Strength–Opportunity (SO) strategies in the TOWS Matrix provides additional empirical confirmation of this growth readiness. Prior empirical studies often position WO or ST strategies as dominant for SMEs due to internal constraints and external uncertainty (Hossain et al., 2022). In contrast, this study finds that TripleN Florist’s internal strengths are sufficiently developed to directly capitalize on external opportunities without being constrained by structural weaknesses. This divergence from earlier findings reinforces the study’s contribution to the literature by demonstrating that SMEs operating in experience-driven service sectors may follow a fundamentally different strategic logic than manufacturing- or cost-oriented SMEs.
From a theoretical standpoint, these findings are consistent with contemporary service-dominant logic, which emphasizes that value is co-created through interaction, customization, and customer experience rather than being embedded solely in products or prices (Vargo & Lusch, 2020; Skålén et al., 2021). The empirical evidence from this study extends this perspective by demonstrating how digital tools and operational flexibility jointly facilitate value co-creation in a real-world SME context, particularly within service-intensive industries.

Overall, the discussion highlights that the strategic advantage of TripleN Florist does not stem from a single factor but from the alignment between strong internal relational capabilities and a digitally enabled external environment. This alignment differentiates the present findings from much of the existing SME strategy literature and directly addresses the research gap identified earlier, namely the lack of integrated analysis combining digital marketing, operational efficiency, and strategic positioning within service-based SMEs.
4.3  Managerial Interpretation of Results
The results of the IFAS, EFAS, IE Matrix, and TOWS analyses provide an integrated understanding of the firm’s strategic condition from a managerial perspective. With an IFAS score of 3.80 and an EFAS score of 3.95, the firm demonstrates a strong internal capability and operates within a highly favorable external environment. From a managerial standpoint, this combination reflects a condition of strategic readiness for growth, rather than a phase of survival, consolidation, or defensive restructuring.
The strong IFAS score indicates that managerial effectiveness is primarily driven by intangible and service-related strengths, particularly customer trust, operational flexibility, and responsiveness. These strengths suggest that management has successfully developed relational assets and operational routines that are difficult for competitors to imitate in the short term. Importantly, the presence of internal weaknesses—such as limited formalization of processes and dependence on key individuals—does not undermine the firm’s overall internal position. Instead, these weaknesses remain manageable and do not constrain strategic decision-making at the current stage of development.
From the external perspective, the high EFAS score signals that managers are operating in an environment characterized by opportunity dominance. The expansion of digital platforms, increasing demand for personalized products, and the growing urban middle-class segment collectively create a strategic landscape that rewards proactive and growth-oriented managerial behavior. Although competitive pressure and supplier price volatility exist, their relatively lower strategic weight implies that managerial attention should not be disproportionately allocated to defensive responses. Instead, managers are better positioned to focus on opportunity exploitation rather than threat avoidance.
The positioning of the firm within the aggressive (growth-oriented) quadrant of the IE Matrix further reinforces this interpretation. This position implies that managerial emphasis should be placed on leveraging internal strengths to capture external opportunities, rather than prioritizing cost minimization or risk retrenchment. In this context, strategic conservatism may result in opportunity loss rather than risk reduction.
The dominance of SO strategies in the TOWS Matrix strengthens the managerial interpretation of the findings. The alignment between strong internal capabilities and attractive external conditions indicates that strategic coherence already exists within the firm. Management is not required to fundamentally redesign the business model; instead, the key managerial challenge lies in scaling existing strengths while ensuring that internal limitations do not become binding constraints as the firm grows.
Overall, the findings suggest that managerial decision-making should be guided by a forward-looking and opportunity-driven mindset. The results do not justify a defensive or efficiency-only orientation. Rather, they point to a strategic posture in which growth initiatives are supported by sufficient internal capacity and reinforced by favorable market dynamics. This interpretation serves as a conceptual bridge between empirical results and the more action-oriented discussion of managerial implications presented in the subsequent section.
4.4  Managerial Implications
The findings of this study generate several important managerial implications for firms operating in service-oriented and customization-driven industries, particularly small and medium-sized enterprises (SMEs) such as TripleN Florist. These implications are directly grounded in the firm’s strong internal position (IFAS score = 3.80), highly favorable external environment (EFAS score = 3.95), and its placement in the aggressive growth quadrant of the IE Matrix.
First, the results imply that management should prioritize growth-oriented decision-making rather than defensive or efficiency-focused strategies. The combination of high IFAS and EFAS scores indicates that the firm possesses sufficient internal capabilities to exploit external opportunities effectively. From a managerial perspective, this suggests that delaying expansion or adopting overly conservative strategies may lead to missed market opportunities, particularly in a rapidly digitalizing and personalization-driven market.
Second, the dominance of SO strategies in the TOWS Matrix highlights the importance of leveraging existing strengths as the primary engine of growth. Managerially, this means that strategic initiatives should be built around customer trust, service responsiveness, and product customization rather than cost leadership. Investments in digital marketing platforms, customer relationship management, and rapid order fulfillment systems are therefore not merely operational improvements but strategic actions aligned with the firm’s competitive position.
Third, although internal weaknesses were found to be relatively manageable, the results imply that managers should proactively address these weaknesses to support sustainable growth. As expansion intensifies, informal operational processes and reliance on key individuals may become constraints. Consequently, managerial attention should be directed toward gradual process standardization, basic documentation of workflows, and simple system adoption that enhances consistency without undermining flexibility. Importantly, these initiatives should be framed as enablers of growth, not as bureaucratic controls.
Fourth, the high EFAS score underscores the strategic role of digitalization as more than a promotional tool. Managerially, digital platforms should be viewed as integrated components of the business model that connect marketing, operations, and customer experience. This implies that decisions related to digital investment should focus on scalability, data utilization, and responsiveness rather than short-term visibility alone.
Finally, the findings suggest that risk management should be selective and proportional. While competitive intensity and supplier price volatility remain relevant, the empirical results indicate that these threats do not warrant a dominant defensive posture. Managers are therefore encouraged to adopt a balanced approach in which risk mitigation mechanisms are implemented without sacrificing growth momentum or strategic agility.
Overall, the managerial implications of this study emphasize that firms in a strong internal and opportunity-rich external position should adopt an opportunity-driven, proactive, and scalable growth strategy. The results provide evidence-based guidance for managers to align strategic priorities with empirical conditions rather than intuition or excessive caution.
5. Conclusion
This study examines the strategic positioning of TripleN Florist by integrating internal and external strategic analyses with an emphasis on digital marketing and operational efficiency within a service-oriented SME context. The empirical results provide clear evidence that the firm is operating under favorable strategic conditions that support a growth-oriented posture.
The Internal Factor Analysis Summary (IFAS) yielded a weighted score of 3.80, indicating a strong internal position well above the theoretical average of 2.50. This result reflects the firm’s ability to leverage relational and experiential strengths, particularly customer trust, repeat purchase behavior, service flexibility, and customization capability. These factors collectively form the core sources of competitive advantage, distinguishing the firm from SMEs that rely primarily on cost efficiency or process standardization.
Similarly, the External Factor Analysis Summary (EFAS) produced a weighted score of 3.95, signifying an external environment characterized predominantly by opportunities rather than threats. The expansion of digital channels, increasing demand for personalized products, and the stability of urban middle-class consumption patterns jointly create a conducive environment for business growth. The relatively lower impact of external threats suggests that environmental pressures do not currently constrain strategic expansion.
The combination of high IFAS and EFAS scores places TripleN Florist in an aggressive (growth-oriented) position within the Internal–External (IE) Matrix. This strategic position implies that defensive or retrenchment strategies are not appropriate under current conditions. Instead, the firm is structurally and contextually prepared to pursue expansion-oriented strategies that capitalize on both internal capabilities and external opportunities.
The dominance of Strength–Opportunity (SO) strategies in the TOWS Matrix further reinforces this conclusion. The strategic logic emerging from the analysis emphasizes the alignment between internal relational strengths and a digitally enabled market environment. This alignment supports the view that, in experience-driven service industries, value creation is primarily driven by customer interaction, personalization, and responsiveness rather than by price competition alone.
From a broader theoretical perspective, the findings extend the application of service-dominant logic by demonstrating how digital marketing and operational responsiveness jointly function as strategic enablers within an SME context. Unlike prior studies that treat digital marketing and operational efficiency as separate domains, this research shows that their integration constitutes a coherent strategic mechanism for sustainable growth.
Overall, this study contributes to the strategic management literature by providing empirical evidence that service-based SMEs can achieve a strong growth posture through the synergistic alignment of internal relational capabilities and external digital opportunities. The findings not only address the research gap identified in earlier sections but also establish a solid analytical foundation for the managerial implications discussed in the subsequent section.
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