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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven florist is founded 2016 by Liam and Priya is a small independent located in Norwich, UK. known for the custom floral arrangement and eco floral friendly packing and the strong reputation they built. Attending everyone from the costumer's corporate events and weddings, the flower shop thrived by offering unique experience and high-quality products making a difference in the local market. In the last year Green Haven has experienced 30% of losses in store. Rising operating costs and growing online competition have put the business to the test. 
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A :Improve Digital Presence and Online Ordering System.
Green Haven could put some money into brand new - mobile - friendly website mixed with a better digital marketing plan. This new website shopping platform would let the customers look at products easily, personalize bouquets, put in orders, and choose delivery methods. It might also have subscription services, like weekly or monthly flower arrangements, which create steady repeat income and increase customers loyalty. Beside this , putting into action search engine optimization ,social media promotion ,and targeted online advertainment would raise the shop visibility and draw in new costumers .By enhancing it’s digital presence and online capabilities, Green Haven could tap into a larger audience, boost online sales , and compete more effectively against big national flower delivery service .
 Solution B :Intreduce a Flower Subscription Service.
The subscription services fight falling foot traffic by making revenue predictable. Customers get curated flower bouquets every week or every two weeks either delivered or picked up, with chances for seasonal themes and personal preferences. This model builds on the quality reputation of Green Haven ‘s while giving the costumers the convenience that draws them to online competitors. Members could enjoy exclusive benefits like priority access to rare flowers, special arrangements, for occasion and perks for collection. A commitment period of three to six months would bring in financial stability and strengthen costumer loyalty. An upgraded website for digital ordering would capture tech- savvy clients while still keeping the personal service that sets Green Haven apart from bigger online retailers.  


Task 3b) Evaluation Results and Justifications
A grid analysis conducted for solution A and solution B on the basis of the criteria of cost, increase in sales, convenience for customers, difficulty to implement, and long-term growth. These were chosen because they directly relate to Green Haven’s current problems of decreasing in store sales and increasing competition from online retailers. More weight was placed on increasing sales long term growth since these crucial factors for business sustainability. Analysis indicated that solution A has a higher score total (88) than solution B (80). This suggests that enhancing digital presence and online ordering system would offer better prospects for new customers acquisition and increased sales, making solution A the most suitable choice.
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The Risk analysis indicated that the one omnichannel subscription service is at risk from financial, operational, customer retention and digital marketing issues. Criteria were chosen in order to represent those areas to that have the highest potential for impacting revenue operations. Weightings were used together with likelihood and impact (1-5) to prioritize risk; this resulted higher scores for more critical areas such as digital marketing. Mitigation strategies include phased investment using existing expertise, introductory discount, personalize subscription and marketing partnership which reduce both likelihood and impact of this risk. together with strong feasibility across technical, operational, financial and market dimension make sure that the solution is a reliable one that can be adaptable a suitable growth. 
Task 5a) Justifications for the Implementation Plan
The sequence and timing of activities in implementation Plan aim to balance quality, efficiency, and risk. Foundation tasks are prioritized to ensure that subscription packages, platform selection and payment systems are properly configured before any technical development begins. Digital development come next because a fully functional website essential for costumer's experience and conversion rates. Operational occur after this tackle logistics, inventory management, and staff training in order to avoid operational bottleneck. Finally marketing and soft launches phases take place at times aligned with a peak flower demand so feedback can be integrated into refinements. Responsibilities in each phase are assigned according to expertise to ensure that phases are managed as efficiently as possible.


Task 6b) Justifications for the KPI and SMART Objectives
The smart objective is to achieve 40 active subscription costumers within six months of the full launch of the launch new website and subscription service. This objective is specific, identifying a clear target of subscribers. It is measurable, as subscription numbers can be tracked through the costumers management and e-commerce system. The objective is attainable because Green Haven has approximately 250 regular costumers  who could convert to subscriptions service. It is relevant service since increasing the number of subscription costumers creates recurring revenue and helps with declining sales. Finally, this objective is time bound by having a clear a six-month timeframe to achieve this target. 

Task 7) Key Findings:
· Declining in store Sales: Green Haven Florists is facing a 30% decline in physical store sales due to online shopping trends and competition from national chain.  
· Subscription service opportunity: An omnichannel subscription model can create recurring revenue while strengthening the digital presence and keeping personalised service. 
· Feasible implantation: A phased rollout over 12 weeks requires an initial investment of 2,500 with a minimal disruption and a projected return on investment within 6 months.
· Measurable success: Monthly recurring revenue and smart objective provide a clear metrics for costumer, acquisition revenue growth and marketing efficiency. 
· Sustainable advantage: The model leverages quality, convenience, and community connection to set Green Haven apart from competitors .  


[bookmark: _Hlk208302504]
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Appendices


[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table
	Criteria
	Weight
	A Score 
	A Total
	B Score
	B score

	Cost
	3
	3
	9
	4
	12

	Increase sales 
	5
	5
	25
	4
	20

	Customer convenience 
	4
	5
	20
	4
	16

	Implantation difficulty
	3
	3
	9
	4
	12

	Long – term growth
	5
	3
	25
	4 
	20

	Total
	
	
	88
	
	80



Adair ,J(2007) Solving Problems and Making Decisions. 5th edn. Amsterdam: Pergamon Flexible Learning,  Section D : Implementing and Evaluating. Available at : https://r3-vlebooks-com.uwtsd.idm.oclc.org/EpubReader?ean=1781136365874# (Accessed:18 March 2026)













Risk Analysis Table
	
	Risk
	Likelihood (1-5)
	Impact (1-5)
	Risk Factor
	Risk
Level
	Mitigation (Preventive actions)
	Contingency (Impact Minimisation)

	1
	Digital marketing execution failure
	4
	4
	16
	Critical
	Collaborate with nearby adverting firms step by step learning method split testing.
	Consider long-term investment modify the marketing budget if returns are not satisfactory.

	2
	Low costumer acquisition or high churn
	3
	4
	12
	High
	Use existing supplier relationship and staff expertise to schedule deliveries.
	Short term outsourcing or changing subscription quantity.

	3
	Delivery and inventory management challenges
	3
	3
	9
	Medium
	Offer a 50% discount as an introduction, personalize and arrangement flexible subscriptions plans  
	Campaigns to get people involved, especial just for members, rewards to promote things

	4
	High upfront investment in website and marketing 
	2
	4
	8
	Medium
	Collaborate with regional marketing firms and adopt a gradual marketing learning method
	Shift marketing budget use A/B testing for a campaign improvement.




Risk colour Level:
· Low :1-6 
· Medium:7-10
· High:11-14
· Critical:15-25
Floral Marketing Fund (2025) 2025 Floral Consumer Trends. Available at: https://floralmarketingfund.org accessed :(19 March 2026)



Appendix 3 – Task 5a
Implementation Plan
Name the problem you are solving: Declining sales from limited online presence. 
Name the solution you are implementing: Subscription based e-commerce flower service 
	task
	WHAT

	WHEN

	WHO

	Done


	1
	Finalize designs for subscriptions package. Choose e- commerce platform. Setup payment processing systems. create terms and conditions .design the initial marketing materials. 


	Weeks 1-2



	Package design by Liam; platform selection by Priya; technical setup by web developer

	



	2
	Revamp the website to add subscription functionally integrate a payment getaway, create a costumer portal, develop email marketing templates and implement a SEO optimization.


	

Weeks 3-6


	Develupment `by the web developer; content creator by Priya; review and approval by Liam.
	



	3
	Set up delivery logistics install an inventory management system, draft processes for bouquets preparation and collection; train in staff in subscription management and costumers service protocol.


	
Weeks 7-8


	Logistics by Liam; inventory management by Priya training and predecessors for both owners 

	



	4
	Start-up social media campaign tells the current costumers about the subscription service, launch promotional offers with influencers and do a soft launch improved service based on feedback.


	
Weeks 9-12


	Priya in charge of social media marketing; Liam handles communication with costumers; External marketing support help with influencers and partnership.

	





Floral Marketing Fund (2025) 2025 Floral Consumer Trends. Available at: https://floralmarketingfund.org accessed :(20 March 2026)
Fortune Business Insights (2025) Cut Flowers Market Size and Share. Available at: https://www.fortunebusinessinsights.com (Accessed: 20 March 2026)


· Appendix 4 – Task 6a

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
To acquire 40 active costumers who will subscribe to the flower delivery service.





	
Subscription shall be tracked through by the costumers a management and e- commerce system. 




	
Green Haven has about 250 regular customers who are likely to convert into subscription.




	
Subscription costumers will provide recurring revenues and enhance long term financial stability.




	
This target shall be achieved within 6 months of launching the website and subscription services.







Floral Marketing Fund (2025) 2025 Floral Consumer Trends. Available at: https://floralmarketingfund.org accessed :(22 March 2026)
Fortune Business Insights (2025) Cut Flowers Market Size and Share. Available at: https://www.fortunebusinessinsights.com (Accessed: 22 March 2026)
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