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Introduction 
This report is about Green Haven Florists, a flower shop in Norwich run by Liam and Priya Patel. The shop is facing a major business challenge: a "Drop in Sales." According to Calculator Ultra (2025), a drop in sales is defined as a "decrease in the amount sold or revenue generated between two periods." Over the last 12 months, the shop’s in-store sales have fallen by 30%. This report will analyse why this is happening by looking at external factors, such as rising costs and online competition, to understand the true nature of the problem.
[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists is an independent shop in Norwich, UK, owned by Liam and Priya Patel since 2016. The business is known for its eco-friendly flower arrangements and strong community ties. However, the shop is currently facing a serious crisis: a 30% drop in in-store sales over the past 12 months. According to Spradlin (2012), "the secret to better problem solving is to find a better problem to solve." It is vital for a business to understand the true nature of a problem before trying to fix it.
There are several causes for this decline. First, the shop’s location on the high street has become very quiet because many nearby businesses have closed. This means there is much less foot traffic. Second, competition has increased significantly. Large national chains offer lower prices and faster delivery, while new boutique florists use social media very well to attract younger customers. As Porter (1985, p. 3) argues, "competitive advantage grows fundamentally out of value a firm is able to create for its buyers."
Economic factors are also a major cause. High inflation has caused the price of fresh flowers and sustainable materials to rise. Internally, business is struggling with technology. Their website is old and difficult to navigate, and they rely mostly on word-of-mouth instead of digital marketing. Together, these internal and external issues have created a situation where costs are rising while customer numbers are falling.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A: Digital Transformation (See appendix 1)
This solution focuses on fixing the shop's outdated digital presence. Green Haven Florists will hire a professional to redesign their website to make it easy to use on mobile phones. They will also start a digital marketing plan on Instagram and TikTok. By posting high-quality photos and videos of their unique, eco-friendly arrangements, the shop can attract younger, environmentally conscious customers who prefer to shop online. According to Chaffey (2019, p. 12), "digital marketing provides a powerful way for small businesses to reach new audiences." 
This solution directly addresses the fact that customers find the current website "difficult to navigate". Since foot traffic on the high street has declined by 30%, Liam and Priya must bring their shop to the customers' screens. As Levitt (1960, p. 45) famously stated, "the organization must learn to think of itself not as producing goods or services but as buying customers." Modernizing their website helps them compete with national chains and "trendy" local boutiques.
Solution B: Local Floral Subscription Service (See appendix 1)
This solution involves launching a subscription model for homes and offices in Norwich. Customers will pay a monthly fee to have fresh, seasonal flowers delivered to their door every week or month. The service will highlight Green Haven's "sustainable ethos" by using locally sourced blooms and biodegradable packaging. This moves the business away from relying on walk-in customers and creates a steady, predictable income. A subscription service solves the problem of "reduced activity" on the high street because the shop no longer waits for people to walk through the door. According to Kotter (2012, p. 23), "successful change is usually a process, not an event." It also answers the customer demand for "flexible delivery options". By having guaranteed orders, the shop can manage the increasing price of flowers more effectively by buying only what is needed for subscribers.
Justification for Selected Solution

Solution A as the most appropriate way forward. This is because customers specifically mentioned that the current website is difficult to use. Solution A fixes this problem directly. By using social media and a new website, the shop can reach people who do not walk on the high street anymore.
The "Plus" points high weightings (+4 and +5) because finding new ways to sell is the top priority for survival. And the costs lower scores because the long-term benefit of a modern brand is more important than the starting price. According to Drucker (2007, p. 28), "innovation is the specific instrument of entrepreneurship, the act that endows resources with a new capacity to create wealth." This is the most effective choice.
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The risk analysis shows that while Solution A has a high positive score (+13), there are clear risks to manage. The main risks are the high cost of setup and the time needed to see results. (See appendix 2)
This is considered these criteria because Green Haven is a small business with a low budget. Because the "Plus" points are much higher than the "Minus" points, the analysis proves the risk is worth taking. To lower the risk, the owners should start with a simple website first to keep costs low while they build their online audience. As Tushman and O'Reilly (1996, p. 11) suggest, "the ability of a firm to both exploit and explore is critical for long-term success."
Plan to Implement the Selected Solution
The implementation plan is designed to help Green Haven Florists move online safely. Every step is organized to fix the 30% drop in sales. (See appendix 3)
Order and Scheduling 
The order of the tasks is logical. Planning is the first step in Month 1. This is because the business must look at what successful competitors are doing before spending any money. As Spradlin (2012, p. 88) explains, "rigorous analysis of the problem at the start of a project prevents the team from wasting resources on the wrong solution." 
Two months are allowed for Building the website. This ensures the photos look professional and the website works perfectly on mobile phones. The Launch happens in Month 4 so the shop is fully ready to attract new online customers with special discounts. 
Responsibilities
Using External Experts, like a web designer, is the best choice. This is because the owners do not have the technical skills to build a website quickly. Priya Patel is responsible for the flower photos because she understands the shop’s "eco-friendly" style. Liam Patel is responsible for checking the sales data to make sure the business is making money.
Justification 
This plan is the most effective way to help the business. It stops the shop from relying only on the quiet high street. By building a professional digital store, the shop solves the problem of low foot traffic and reaches more customers online.
Means of Measuring Effectiveness of Implementation of Selected Solution
Key Performance Indicator (KPI) (See appendix 4)
The chosen KPI is Monthly Online Sales Revenue. This metric is defended because it directly measures the success of the new digital platform. Since the business has suffered a 30% drop in physical store sales, tracking online money is the most logical way to see if the business is recovering. If online revenue increases, it proves that the digital transformation is working.
SMART Objectives
The SMART objectives are defended because they provide a clear roadmap for the business to follow.
Specific and Measurable: By focusing on a clear 20% increase, the owners can easily see if they have hit their target. This removes any confusion about whether the plan is working.
Attainable and Relevant: While a 20% increase is challenging, it is reasonable with professional help. This objective is highly relevant because the high street is no longer providing enough customers. The business must find a new "tangible outcome" online to survive.
Time-Bound: Setting a 6-month deadline provides motivation. Without a deadline, the project could take too long, and the shop might run out of money. According to Chaffey (2019, p. 512), "the use of specific, time-bound objectives is critical for evaluating the return on investment for any digital marketing campaign."
Justification
Overall, these objectives are appropriate because they focus on the "nature and scope" of the sales problem. They provide a clear measurement of success that helps Liam and Priya Patel manage their business with confidence.
Conclusion:

The digital transformation of Green Haven Florists is the most effective way to address the 30% decline in foot traffic. By moving the business online, the shop can reach a wider audience and solve the problem of its outdated website.
The implementation plan ensures that changes are made carefully, using experts to handle technical tasks. Through clear KPI and SMART objectives, the business can monitor its success and ensure it stays on track to hit a 20% sales increase. This strategy protects the shop’s future, ensuring it remains a sustainable and profitable part of the community for years to come.
Key Findings
[bookmark: _Hlk208302504]Summary of Key Findings
Sales Decline: The business has lost 30% of its total sales because fewer people are visiting the high street.
Outdated Technology: The current website is difficult to use, which stops many new customers from buying flowers.
Need for Change: To survive, the shop must move from traditional selling to a modern digital model.
Professional Help: Using experts to build the website and manage social media is the fastest way to fix the problem.
Clear Goals: Setting a target of a 20% increase in online sales within 6 months gives the owners a clear way to measure success.
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Appendix 1 (PMI Analysis Table for Solution A & B)

PMI Analysis Table for Solution A
	Plus (+)
	Minus (-)
	Interesting (?)

	Reach customers outside of the local high street (+5)
	High cost to hire a web designer and photographer (-4)
	Can use "eco-friendly" videos to attract new followers (+3)

	Makes buying flowers easier for younger people (+4)
	Requires a lot of time every day to manage posts (-3)
	Opportunity to sell flowers through Instagram Shop (+4)

	Matches the digital speed of large competitors (+4)
	Requires new technical skills for the owners (-2)
	Can share customer reviews to build better trust (+2)

	Total = +13
	Total = -9
	Total = +9


Scores total: +13
PMI Analysis Table for Solution B
	Plus (+)
	Minus (-)	
	Interesting (?)

	Creates a steady, guaranteed monthly income (+5)
	Higher costs for delivery vans and petrol (-6)
	Can offer "eco-subscriptions" for offices (+4)

	Reduces flower waste by knowing order amounts (+4)
	More complex scheduling and delivery planning (-5)
	Partner with local coffee shops for pickups (+3)

	Builds strong, long-term customer loyalty (+4)
	Risk of flowers being damaged during delivery (-2)
	Seasonal "mystery boxes" to surprise customers (+2)

	Total = +13
	Total = -13
	Total = +9


Scores total: +9








Appendix 2 (Implementation Plan for Solution A Digital Transformation)

Implementation Plan for Solution A (Digital Transformation)
	Actions
	Description
	Time Frame
	Staff Responsible

	Market Research & Planning
	Research competitors' social media.

Meet a web designer to plan the new site.
	Month 1
	Liam & Priya Patel

	Website & Content Creation
	Build the mobile-friendly website.

Take high-quality photos of eco-friendly flowers.
	Months 2 - 3
	Web Designer & Priya Patel

	Digital Launch & Promotion
	Launch the website and start social media posts.

Offer a "First Order Discount" to new followers.
	Month 4
	Liam Patel & Social Media Freelancer

	Performance Review
	Check sales data to see if revenue is rising.

Fix any technical bugs based on customer feedback.
	Month 5 onwards
	Liam & Priya Patel















Appendix 3 (SAMPLE MONITORING AND EVALUATION PLAN for Solution A)

SAMPLE MONITORING AND EVALUATION PLAN
	MONITORING


	Actions
	Description
	Time Frame
	Staff Responsible

	Customer Feedback
	Online reviews and social media comments are read and answered to ensure satisfaction.
	Every Day
	Priya Patel

	Website Analytics
	Website data is checked to see how many people visit and if they find it easy to use.
	Every Week
	Web Designer

	Sales Tracking
	Bank records are reviewed to see if online money is increasing toward the target.
	Every Month
	Liam Patel

	EVALUATION


	Success Indicator(s)
	Data Source / Method
	Time Frame
	Staff Responsible

	20% Increase in Online Revenue
	Final sales reports and profit/loss statements.
	After 6 Months
	Liam Patel




Appendix 4 (KPI and SMART Objective table)

The Key Performance Indicator is: 
Monthly Online Sales Revenue
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase the total revenue coming from the new website and social media shop.

	Aim for a 20% increase in online sales to help recover the 30% loss in total revenue.
	This is possible by using professional digital marketing and a mobile-friendly website.



	This helps the business survive by moving away from the quiet high street and reaching online shoppers.
	This goal must be reached within 6 months after the new website launches.



Page 2 of 2

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




