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Report focus Customer visibility, repeat engagement, local discovery, and conversion path improvement for a specialty retail
business.

What this report provides How business owners use it

A customized, plain-English review of the business, its customer Use the report to understand where growth may be blocked before

visibility, local market context, competitive position, likely growth gaps, = spending more money on advertising, websites, social media, software,

and next-step priorities. or outside services.

WHY THIS MATTERS The report helps the owner focus on the growth issues most likely to affect customer action

instead of treating every issue equally.
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1. What Business Owners Can Expect

This report is designed to answer practical questions: What is working? Where may growth be leaking? What should be
improved first? Which actions are realistic over the next 30 to 90 days?

Information used
Owner intake answers

Website and public online presence

Local market and competitor context
Customer journey review

Tilbrook growth framework

How it improves the report
Keeps recommendations aligned to the owner's goals, constraints, service area, and concerns.

Identifies positioning clarity, trust signals, calls to action, content gaps, and digital visibility
issues.

Shows where the business may stand out, fall behind, or need clearer differentiation.
Turns scattered marketing activity into a simple view of where prospects may drop off.

Prioritizes findings into practical next steps and a 30-90 day action plan.

WHY THIS MATTERS

Business owners often have access to scattered information but limited time to interpret it. The
value of the report is interpretation: what the information means, which gaps matter most, and
what actions should come first.
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2. Executive Summary

Oak & Ivy Market appears to have a strong in-store concept and a visually appealing product mix, but growth may be
limited by uneven local discovery, weak repeat-customer communication, and a website that does not fully translate the
store experience into reasons to visit or buy. The biggest near-term opportunity is to turn existing customer interest into

repeat visits, gift-driven purchases, and seasonal outreach before increasing paid promotion.

Where to Focus First

Local visibility
Product discovery
Contact/purchase path
Events & partnerships
] T T T T 1
0 20 40 60 80 100
Priority score (0-100)
Finding Why it matters Priority
Repeat customer communication is Past buyers may like the store but receive few reminders to return for Highest
underdeveloped. seasonal needs, gifts, or new arrivals.
Local search and product-category visibility Nearby shoppers may discover larger retailers or marketplace options High
need strengthening. before finding the store.
The website communicates style, but not Customers may not immediately understand why to visit now, who to High
enough buying occasions. buy for, or what makes the assortment special.
Events and local partnerships are underused. Retail traffic can improve when the store becomes tied to local Medium
occasions, workshops, schools, nonprofits, or neighborhood events.
RECOMMENDED FIRST Build a 60-day repeat-customer and seasonal buying calendar before increasing advertising.
MOVE Start with three messages: new arrivals, gift ideas by occasion, and a local event or in-store
reason to visit.
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3. Business Value Snapshot

This snapshot reviews how clearly the business communicates its value to a shopper deciding whether to visit, buy online,
call, or come back later.
Assessment area Score Interpretation

Value proposition clarity 3.6/5 Attractive positioning, but could better state why shoppers should
choose the store over generic online options.

Target customer clarity 34/5 Likely shopper types are visible, but gift buyers, homeowners, and
repeat local customers could be separated more clearly.

Trust/reputation signals 4.0/5 Visual style and product curation create trust; stronger customer
proof and owner story would help.

Contact/purchase path clarity 28/5 The next step is less clear for shoppers who are browsing, buying a
gift, or checking availability.

Repeat engagement readiness 2415 There is a meaningful opportunity to create reminders, seasonal
email, and return-visit reasons.

Area Observation Recommended improvement
Homepage message The store identity is appealing, but the page should Lead with customer occasions: gifts, hosting, home
quickly answer: who shops here, what occasions it refresh, seasonal items, and local finds.

serves, and why visit now.

Product discovery Products appear curated, but shoppers may need clearer Create category sections such as Gifts Under $50,
paths by occasion and price point. Hostess Gifts, Local Favorites, and New This Month.

Proof points The store experience may be stronger than the visible Add customer comments, photos of displays, local
proof shown online. press, and short owner-curation notes.

Call to action The site may invite browsing but not enough action. Use simple actions: Visit This Week, See New

Arrivals, Join Local List, or Ask About a Gift.

USE/VALUE If the store experience is strong but not translated online, more advertising may send shoppers
ANNOTATION to a page that does not fully explain why they should visit, buy, or return.
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4. Local Market Analysis & Customer Context

For a local specialty retailer, the market opportunity depends less on broad retail statistics and more on local shopping
behavior, gift occasions, seasonal timing, and the store's ability to stay visible between visits.

Local market evidence What was reviewed What it means for the owner

Service area Nearby neighborhoods, weekend shoppers, gift Messaging should reinforce local convenience, curated
buyers, and community event traffic. selection, and reasons to visit soon.

Likely buyer types Gift buyers, homeowners, hosts, teachers/parent Separate messaging by occasion instead of treating every
shoppers, and local supporters. shopper the same.

Demand/search signals Gift ideas, home decor, local boutique, seasonal Search and social content should connect products to
items, and last-minute shopping needs. specific buying moments.

Local proof needs Photos of displays, new arrivals, reviews, event Visual proof can reduce uncertainty and make the store
participation, and customer favorites. feel worth the trip.

Seasonal/community factors Holidays, school events, summer hosting, local Seasonal content and reminders should be planned 30-45
markets, and small-business shopping days. days before each buying window.

Data confidence Directional based on typical local retail buying Recommendations should be tested through store traffic,
patterns and visible customer journey signals. email signups, and conversion activity.

Customer Journey Risk Map
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USE/VALUE This section helps the owner decide whether the next move should be more traffic, better
ANNOTATION product storytelling, stronger local relevance, or more consistent repeat-customer outreach.

Tilbrook Consulting Proprietary and Confidential.



Tilbrook Consulting | Business & Marketing Growth Report

5. Competitive Visibility Review & Named Competitor

Snapshot

Customers may compare Oak & Ivy Market not only with nearby boutiques, but also with online marketplaces and larger
retailers. The best opportunity is to make the store easier to discover and more memorable as a local, curated alternative.

100 +
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Visibility score

20~

Business

Oak & vy Market

Maple Lane Gifts

Harbor Home Co.

Online marketplaces

Competitive Visibility Snapshot

I Your business
8 Competitor average

Findability Trust Ease of action Local relevance Repeat pull
Customer-facing strength Potential gap Action idea
Strong local feel and curated Repeat communication and Build seasonal buyer paths and
merchandise. product-category paths could be local list-building.
clearer.
Visible gift categories and easy Less distinctive owner voice. Match gift-path clarity while
seasonal browsing. emphasizing local curation.
Strong home decor photography Limited local personality. Use stronger photos but add
and style cues. neighborhood/event context.
Fast search and wide selection. Little local connection or curated Compete with convenience by
service. emphasizing nearby, thoughtful,

ready-to-gift options.

DECISION VALUE

The store does not need to look like a national retailer. It needs to be easier to find, easier to
understand, and easier to remember when a shopper needs a gift, home item, or local shopping
experience.

Tilbrook Consulting Proprietary and Confidential.



Tilbrook Consulting | Business & Marketing Growth Report

6. Customer Attraction Gap Review

This review identifies where shoppers may lose momentum before visiting, buying, or returning.

Stage What the customer needs Possible leak Recommended fix
Find Show up for local shopping and gift Business may not appear strongly for Create pages and posts around gift
searches. product/occasion searches. occasions, seasonal collections, and
local shopping terms.
Browse Quickly understand what is sold and Product variety may feel attractive but Group merchandise by occasion, price
who it is for. not organized by shopper intent. range, and customer need.
Trust Feel confident the store is worth Visual proof may not show enough Add shopper comments, display
visiting. customer favorites or store experience. = photos, and owner-curation notes.
Buy/Visit Know what to do next. The CTA may not prompt a visit, call, or ~ Add clear CTA buttons and store-visit
list signup. prompts above the fold.
Return Have a reason to come back. No consistent reminder cycle. Build monthly email, seasonal
reminders, and event-driven messages.
USE/VALUE The store may not need more one-time traffic first. It may need to capture more lifetime value
ANNOTATION from customers who already like the store but are not being reminded to return.
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7. Sales & Al Growth Opportunities

The most useful growth opportunities combine retail basics - clearer buying occasions, local proof, return reminders - with
simple Al-supported workflows that reduce owner workload.

Opportunity Business value Revenue driver Effort First step
Seasonal gift path Makes it easier for shoppers to find a Higher conversion and Low Create three shopping paths:
reason to buy now. average ticket Gift, Home Refresh, and New
Arrivals.

Monthly customer email Keeps the store visible between visits. = Repeat purchases Low Build a 90-day calendar with
new arrivals, events, and gift
reminders.

Local event collaboration = Creates non-advertising traffic through = Store visits and list growth Medium Identify 5 local partner events

community relationships. or co-promotions.

Review/photo request Adds visible proof for undecided Trust and visit intent Low Ask recent customers for

process shoppers. short comments and

permission to share photos.

Al product caption Speeds up product storytelling for Product discovery Low Create approved tone
assistant social, email, and website updates. examples and recurring
caption prompts.

RECOMMENDED FIRST Al | Use Al to turn new arrivals into short product captions, email blurbs, and local social posts. This

USE CASE creates consistent visibility without requiring the owner to rewrite product descriptions every
week.
WHY THIS MATTERS The customer is buying growth guidance, not technology advice. Al should be presented as a

practical support tool for clearer communication, better follow-up, stronger content, and more
consistent execution.
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8. Estimated Revenue Opportunity

The following directional estimate illustrates the potential value of improving repeat engagement, local visibility, product
discovery, and conversion prompts. The scenario assumes an average transaction value of roughly $54 and opportunities

from repeat visits, gift purchases,

and seasonal reminders.

Revenue driver Current issue or opportunity Possible business effect

Message clarity Buying occasions are not fully visible. May increase product discovery and in-store
visits.

Target customer focus Gift buyers and repeat local shoppers are May improve relevance and average ticket.

not clearly segmented.

Local visibility Product-specific local search presence May increase qualified local visits.
appears limited.

Contact/purchase path Next step for browsing shoppers is not May reduce lost browsing interest.
strong enough.

Follow-up consistency Limited repeat-customer reminders. May increase repeat visits and seasonal
purchases.
Events/partners Community-driven traffic is not fully May add low-cost list growth and store visits.
structured.

Estimated Monthly Revenue Opportunity
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Conservative Moderate Higher opportunity
Scenario Assumption Estimated monthly Estimated annualized
opportunity opportunity
Conservative Modest email/list activity and clearer gift paths add about $1,600 - $2,400 $19,200 - $28,800

30-45 additional transactions per month.

Moderate Repeat-customer reminders, stronger local visibility, and $3,500 - $5,200 $42,000 - $62,400
seasonal offers add about 65-95 transactions per month.

Higher opportunity  Product discovery, events, local partnerships, and stronger $7,000 - $9,500 $84,000 - $114,000
repeat engagement work together.

REVENUE OPPORTUNITY
NOTE

This is a directional revenue opportunity estimate, not a guaranteed result. Actual results will
depend on execution, market conditions, pricing, capacity, customer demand, follow-up
consistency, and the business owner's ability to implement the recommended actions.
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9. 30-90 Day Action Plan

The action plan converts the findings into a short operating sequence. The goal is to fix the most practical growth
constraints first, then expand visibility once the business is better prepared to convert customer interest.

90-Day Action Plan Focus
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—@- Follow-up
=@ Visibility
0 T T .
Days 1-30 Days 31-60 Days 61-90
Timing Focus Recommended actions Success metric
Days 1-30 Foundation Clarify homepage promise; add gift/occasion shopping paths; create Clearer shopping paths
email signup CTA; photograph 12 high-interest products. and baseline email
signups.
Days 31-60 Repeat engagement = Launch monthly email; create social/new-arrival rhythm; ask customers = Email sends, open rate,
for reviews/photos; test one local partnership. list growth, and return
visits.
Days 61-90 Visibility Publish local gift and seasonal pages; promote a small event; test a Improved local visibility,
targeted local campaign only after CTAs are fixed. store visits, and repeat
transactions.
USE/VALUE The plan prevents the report from becoming shelfware. It sequences recommendations so
ANNOTATION owners can start with realistic, high-leverage steps.
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10. What to Measure

The store should track a small set of practical indicators that show whether visibility, shopping interest, and repeat
engagement are improving.

What to measure Example indicators Review rhythm
Lead/store activity Store visits, phone questions, product inquiries, event attendance. Weekly

Conversion activity Purchases, average ticket, gift-card purchases, online-to-store actions. Weekly/monthly

Trust signals Reviews, tagged photos, customer quotes, display photos. Monthly

Follow-up consistency Email sends, signup count, open rate, click activity. Monthly

Repeat engagement Return visits, repeat purchases, seasonal response. Monthly

USE/VALUE Clear metrics help the owner know whether the next 30 to 90 days are producing better activity,
ANNOTATION stronger trust signals, improved responsiveness, and more customer action.
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11. Conclusions and Recommended Next Step

Oak & Ilvy Market has a practical opportunity to increase growth by making its curated store experience more visible, more
actionable, and more repeatable. The biggest gap is not product appeal; it is the lack of structured reminders, buying
occasions, and local discovery paths that bring customers back.

Business owner question How the report answers it

Where should | focus first? Repeat engagement and shopping occasions should come before broad advertising.

Am | losing customers before they contact me? Some shoppers may browse but not understand the best reason to visit or buy now.

How do | compare with competitors? The store can win through local curation, customer proof, and seasonal relevance.

Can Al help practically? Yes. Al can help with product captions, emails, and review responses without changing the
personal tone.

What should | do next? Build the first 30-day foundation: clearer product paths, email signup, and repeat-customer
communication.

RECOMMENDED NEXT Begin with the first 30-day action list: add shopping paths, clarify the primary CTA, collect
STEP customer proof, and launch the first repeat-customer email.
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12. Sources and Notes

This website version is prepared for a fictional business and does not require live citations. In a completed customer report,
this section would list the specific sources reviewed and provide citations or links for the information used.
Source category How it would be cited in a completed customer report

Client-provided intake information The intake date, responses reviewed, and any documents or notes provided by the customer would
be listed here.

Business website and public online The reviewed website pages, public business profiles, social channels, and relevant screenshots or
presence page references would be cited here.

Local market and competitor information Competitor websites, public review profiles, search observations, local market references, and any
available third-party data would be cited here.

Revenue opportunity assumptions Revenue ranges would list the assumptions used, such as average sale or project value, estimated
inquiry volume, conversion range, and confidence level.

NOTE All revenue opportunity ranges are directional and intended to support prioritization. They are
not forecasts or guarantees.
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