The business symptom

Sales Decline Is Not A Diagnosis

A story about a marketing team that wanted to fix sales before understanding what was
really broken

CHAPTER 1

Sales are down.
But the chart does not explain
VA
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SECTION 1

Meet GoodDay Foods

GoodDay Foods is a mid-sized food company.

Not a global giant with one hundred brands and a marketing
budget large enough to have its own weather system. Not a
tiny start-up where the founder still personally answers
customer emails at midnight.

GoodDay Foods is somewhere in the middle.

Big enough to have a marketing department, sales team,
finance team, agencies, dashboards, brand plans and quarterly

meetings.
Small enough that when sales go down, everyone feels it

quickly.
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SECTION 1

Why This Story Matters

That is why this story matters.
In companies like GoodDay Foods, marketing decisions are not

abstract. They affect the brand, the budget, the sales team, the
finance conversation, the retailers and the next management

meeting.

When something changes, people notice. And when sales start
moving in the wrong direction, people do not usually become

calmer.
They open spreadsheets. Sometimes quite aggressively.
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SECTION 1

Meet GoodDay Bowls

One of GoodDay Foods’ main brands is GoodDay Bowls.
GoodDay Bowils sells chilled ready meals for busy people.
Fresh pasta bowls.

Rice bowls.

Protein bowls.

Vegetable bowls.

Meals that promise a proper lunch or dinner without cooking,
ordering takeaway or eating cereal from a mug at 9 p.m.
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SECTION 1

GoodDay Bowls' Everyday Role

The idea is simple.

Busy people still need to eat. They do not always want another
sad desk lunch that makes them question their life choices.

GoodDay Bowils sits in that everyday space.

It is meant to feel convenient, decent, filling and reliable.
Not luxury food. Not emergency food.

A proper meal without too much effort.
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SECTION 1

Meet the Team Facing the Challenge

Anna
Marketing Director
Keeps the team focused on the decision

Eva

Brand Manager

Looks at relevance, preference and
customer meaning

David

Sales

Looks at retail visibility, retailer pressure
and in-store reality

Tomas

Performance Marketing Lead
Looks at media, conversion and
measurable response

Marek

Finance

Looks at margin, value and commercial
discipline

Lucie

Insights & Analytics

Looks for diagnosis, evidence and
interpretation

‘k STRATEGIC INTELLIGENCE | CHAPTER 1: MEET GOODDAY FOODS | SALES DECLINE IS NOT A DIAGNOSIS

© 2026 Dejan Ducic - Strategic Intelligence. All rights reserved

07

07



/i Strategic o8
-~ I Intelligence

SECTION 1

Let the Challenge Begin

GoodDay Bowls has been one of the company’s reliable brands.
Reliable brands create a particular kind of confidence.
People assume they will keep working.

They make the business feel stable — until they stop behaving
that way.

At first, the change is not dramatic.

No collapse. No disaster.

No one runs through the office holding a dashboard above
their head.

GoodDay Bowils is not a broken brand.
That makes what happens next more
uncomfortable.
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SECTION 1

The Pressure Builds

But sales start to decline. Enough to create nervous energy.

Enough for dashboards to be refreshed more often than
necessary.

This kind of decline makes people ask sharper questions.
Is it media? Is it the brand? Is it price? Is it retailers? Is it
competitors?

[s it the product? Is it just a bad quarter?

Nobody knows yet.

But everyone can feel that the brand has moved from “reliable”
to “needs attention.” And once that happens, the meeting
changes.
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SECTION 1

The Business Symptom

The decline is clear enough to matter.
But not clear enough to explain itself.

That is the dangerous part.

A sales decline tells the team that something has changed, but
it does not tell them why. It does not say whether the issue is
awareness, consideration, preference, value, retail visibility,
promotion pressure, product experience or category demand.

It simply arrives as a business symptom. And business
symptoms have a habit of making people jump to solutions.
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Sales decline tells you something is wrong.
It does not tell you what is wrong.



