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[bookmark: _Toc227509926]Overview of Green Haven Florists and the Problem
Green Haven Florists is a small independent flower shop, located in Norwich, UK and founded in 2016 by Liam and Priya Patel. It was a well-known company that made the bespoke floral arrangements and was eco-friendly, which made the customers conscious of the environment. Nevertheless, in-store sales of the business have decreased by 30% over the past one year, and the transition to online shopping has been aggravated by a local drop in foot traffic. Green Haven has been under significant financial strain due to rising operational expenses, especially the higher cost of flowers and sustainable products, and increased competition with online, flower delivery services.
[bookmark: _Toc227509927]Propose two Solutions
Solution 1: Enhance Online Presence and Flexible Delivery Options
The initial solution is to increase the presence of Green Haven in the online world and adding flexibility in delivering the services (Doguchaeva, Fedorova and Mityashin, 2022). The site could use all the upgrades in order to offer more convenient user experience such as easy navigation and a chance of making a bulk order or tailor bouquets. Also, it might be necessary to provide flexible delivery options, including same-day or next day delivery, to clients who like convenience as the company will face competition with larger and online retailers. It should have a solid social media marketing approach, where the distinctive eco-friendly spirit and custom services of the shop are emphasized, and the spread of the customer base outside the local area is sought.
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[bookmark: _Toc227507910]Figure 1: Green Haven's Strategies for Growth
Solution 2: Start a Subscription Service among Frequent Customers
The second prescription is to implement a subscription program, in which the customers can subscribe to frequent shipments of seasonal flowers or occasion flowers. This service may be promoted as a means to deliver local sustainable and on-demand flowers in a stable regimen with discounts offered to long-term customers(Janzer, 2020). Serving its daily customers, Green Haven will be able to create a stable stream of income and develop customer loyalty. This would also be an option used to serve the corporate clients and individual customers that like to have flowers brought to their house or office every time as this will ensure they have steady sales and will not have to rely on the one time items sold.
[bookmark: _Toc227509928]Analysis of Proposed Solutions
Solution 1: Enhance optimal online presence and adaptable delivery.
· Pro: Expands market share, boosts revenues, adds convenience to customer.
· Con: This involves huge initial cost of developing the website and delivery logistics (Mandlik, Rautrao and Nille, 2025).
· Interesting:  The trendy site may attract younger and more tech-nary consumers and bring it outside areas.
Solution 2: Subscription Service
· Pro: Low uncertainties in revenues, customer loyalty, possibility to bulk purchase.
· Con: Customer acquisition might happen slowly and subscription service might not be interesting to every customer.
· Interesting: May result in customer enduring relationships and mitigate dependence on evergreen sales.
[bookmark: _Toc227509929]Preferred Solution Explanation
The best solution is Solution 1, which enhances the online presence and provides flexible delivery services. Though both alternatives are advantageous, the online one is closer to the actual issue of lost foot traffic and growing competition in the online environment. It is necessary to increase the digital presence of the shop in the contemporary world where online shopping is turning into the main medium of buying flowers (Escamilla, Fransoo and Tang, 2020). The customers who will not be restricted by the regional element of Norwich will be also attracted by flexible delivery options. This may involve some initial investment but in the long-term the rewards of wider exposure and higher sales justify the challenges.
[bookmark: _Toc227509930]Risk Analysis
[bookmark: _Toc227509931]Risk 1: Large Start-up
This will demand a lot of initial capital to upgrade the site and install delivery services. The ROI may take a long period to be realized in case the customer adoption is not as high as anticipated.
[bookmark: _Toc227509932]Risk 2: Operational Challenges
Reliable delivery, particularly when the demand is changing, may overload existing operation capacity (Rajani, Heggde and Kumar, 2022). There may be logistic delays that may hurt customer satisfaction.
[bookmark: _Toc227509933]Risk 3: Customer Adoption
It might take longer to shift customers to online shopping since they become loyal with the in-store shopping experience and may therefore be opposed to the shift to online shopping.
[bookmark: _Toc227509934]Results of Risk Analysis
Using a plan and a transition timetable will help address the risk involved in the solution selected. This can be done in phases whereby the upgrade of the website should initially start off with a basic upgrade before adding features. Local courier associations and alliances may help decongest the business with local taxi partners who manage the local delivery and handling of their products or stores. Furthermore, a specific marketing effort with first-time customer discounts will incentivize online sales, making the customers use the new service. Although initial total cost would be incurred, the risks would be outweighed by the long-term advantages of gaining expansion of customer base and convenience provision.
[bookmark: _Toc227509935]Implementation Plan
The process of implementation of the selected solution will consist of four steps:
· Step 1: Website Development (4 weeks) -Contract out a web development company to reform the site to incorporate a more comfortable user interface, like convenient checkout and subscription plans (Hristov, 2024).
· Step 2: Multi-delivery Service Partnerships (3 weeks) - Entail agreements with local delivery providers to offer quality same-day or next-day delivery services.
· Step 3: Marketing Campaign (2 weeks) Intensify promotions and advertisements on the target social media to create online traffic and make customers aware of the new services.
· Step 4: Launch (1 week) - Welcome the new website and delivery services officially making sure that both the delivery systems and web site are operating properly.
[bookmark: _Toc227509936]The reasons why the implementation plan was necessary
Before any marketing can be undertaken, the priority of the upgrade is the e-business core of the company, its online facility. The four weeks are sufficient to give time to design, testing and user feedback. There are partnerships in delivery services, which will have to be implemented with a guarantee of logistics prior to marketing the new proposals. The marketing campaign would be set up at the time when the operational systems are ready not to advertise something that is not operational yet. A step-by step method minimizes the chances of failures and enables making amendments throughout the process that guarantees a successful shift to the new business model.
[bookmark: _Toc227509937]KPI and SMART Objectives
KPI: Increase in online sales
SMART Objective:
· Specific: Increase online sales by 20%.
· Measurable: Monitor sales data by looking at site analytics and e-commerce.
· Achievable: The target of 20% growth is pegged on industry rates and competitor rates.
· Relevant: This aim is in line with the objective of enhancing online sales and increasing the Green Haven online presence.
· Time-bound: Achieve a 20% increase in online sales within the next six months after the solution’s implementation.
[bookmark: _Toc227509938]Monitoring and Evaluation
To trace the success of the solution, KPI to test the increase in online sales by 20 percent will be tracked on a monthly basis. Review of the SMART objectives will be carried out to ascertain that progress is being made (Swann, 2022). Website analytics will give real-time data regarding the user engagement, sales and traffic trends. In case the sales growth will be low as compared to the projected growth, then it will be adjusted to the marketing campaign i.e. redesign the ad approach or add further online offers. Constant review will help maintain the relevance of the objectives and also effect the necessary changes as soon as possible to achieve maximum success.
[bookmark: _Toc227509939]Summary of key findings 
· Green Haven Florists have an enormous problem such as reduced sales, competition, and costs.
· Solution 1 (enhancing online presence and providing flexible delivery) was voted over Solution 2 (subscription service).
· High start up cost and operational difficulties are some of these risks which are alleviable with a gradual introduction and local joint ventures.
· The implementation plan covers an upgrade of the website, partnership of delivery, and a coordinated marketing campaign.
· An objective was set in a KPI which required a 20 percent growth in online sales in a period of six months, and there would be constant monitoring to see whether the solution is effective or not.
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