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                                             Task 1: Case study overview

Green Haven Florists, an independent Norwich shop, faces falling revenue due to declining footfall, increased competition from online retailers, and higher operational costs. The root problem is its inability to adapt to digital trends and changing consumer preferences. Contributing issues include an outdated website, limited delivery options, rising supply costs, and weak digital marketing. New competitors with strong online presence and aggressive pricing further threaten its market position, making modernisation and customer engagement crucial for survival.
                                      Task 2: Proposed Solution A
 Upgrade Website & Enhance Digital Marketing
Revamping Green Haven Florists’ website to make it modern, user-friendly, and optimised for mobile devices would address customer complaints about its outdated digital presence. Improved functionality—such as clear product listings, easy navigation, and integrated ordering—can attract new customers and encourage repeat business. Investing in targeted digital marketing, including regular social media posts, search engine optimisation, and online advertising, would increase brand visibility and reach those who now shop online. This solution directly tackles the root problem of declining footfall and limited online engagement by making it easier for customers to discover, browse, and purchase Green Haven’s offerings. Enhanced digital marketing would also help differentiate the shop from new competitors, reinforcing its sustainable ethos and bespoke service

                                       Task 2: Proposed Solution B
Introduce Flexible Delivery & Subscription Services
Launching flexible delivery options, including same-day and next-day services, as well as monthly flower subscriptions, would meet the evolving needs of customers who value convenience and regular access to fresh flowers. This approach counters the appeal of large online retailers by offering comparable delivery flexibility while maintaining Green Haven’s personal touch and sustainable practices. Subscription services foster customer loyalty and provide predictable revenue streams. By addressing feedback for improved delivery and subscription choices, Green Haven can re-engage former customers and attract new ones, ultimately stabilising and growing its market position despite increased competition and rising costs. 
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Task 3b) Evaluation Results and Justifications

Based on my grid analysis, (see task 3a) I selected four criteria: cost, customer impact, feasibility and competitive advantage. These were chosen because they directly reflect Green Haven Florists core challenges-limited budget, the need to re-engage with customers, practical ability to implement change, and pressure from strong online competitors. Cost and customer impact were weighted highest (5) because affordability and customer engagement are essential for the business’s survival. Feasibility and competitive advantage were weighted slightly lower (4) but remained crucial for ensuring realistic implementation and long-term market strength. The preferred solution-introducing flexible delivery and subscription services-scored highest overall, demonstrating stronger competitive advantage and customer appeal. This justifies selecting it as the most effective and sustainable option.

 Task 4b) Risk Analysis Results and Justifications

The criteria used—cost, customer impact, feasibility and competitive advantage—were selected because they directly influence the success and sustainability of flexible delivery and subscription services. Cost and customer impact were weighted highest as they strongly affect profitability and customer uptake, while feasibility and competitive advantage received slightly lower but still important weightings due to their role in practical implementation and market differentiation. The preferred solution is reliable because it scored highest overall and addresses customer needs for convenience and regular service. However, risks such as incorrect pricing, limited billing flexibility, and delivery reliability issues may occur. These can be managed through pricing trials, improved billing systems, and strong delivery planning, ensuring the solution remains effective.
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Task 5b) Justifications for the Implementation Plan

The order of tasks in the implementation plan is structured to minimise risk and ensure a smooth rollout. Market and pricing analysis is carried out first to prevent incorrect pricing decisions, which your risk table shows as a significant threat. System upgrades and billing improvements follow because subscription services rely on reliable payment processing before customers can sign up. Delivery planning comes next, justified by the high delivery‑reliability risk factor, ensuring operational readiness before launch. Marketing is scheduled later so promotions only begin once the service is stable. Responsibilities are assigned based on expertise, ensuring technical tasks go to IT, operational tasks to delivery staff, and strategic oversight to management.

Task 6b) Justifications for the KPI and SMART Objectives

The chosen KPI and SMART objectives are justified because they directly measure the most critical outcomes required for the success of the flexible delivery and subscription service. Increasing subscription sign‑ups aligns with the goal of reversing the 30% sales decline by generating stable recurring revenue. Improving delivery reliability is essential, as delivery issues represent the highest‑rated risk in the analysis, making this KPI vital for maintaining customer trust. Enhancing billing success supports smooth subscription management and reduces customer frustration. Each objective is SMART—clear, measurable, achievable, relevant, and time‑bound—ensuring progress can be accurately monitored and that the implementation remains focused on business recovery and long‑term sustainability.
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Task 7) Key Findings
 Green Haven Florists’ core problem is a 30% decline in sales, caused by falling footfall, outdated digital presence, limited delivery options, and strong online competition.
 Solution B—Flexible Delivery & Subscription Services—is the preferred option, scoring highest in the grid analysis for customer impact, feasibility, and competitive advantage.
 Major risks include pricing strategy errors, inflexible billing systems, and delivery reliability issues, with delivery reliability identified as the highest‑impact risk.
 A structured implementation plan ensures successful rollout, beginning with market analysis, followed by system upgrades, delivery planning, subscription creation, marketing, pilot testing, and final monitoring.
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  Appendix 1 – Task 3a

	
Factor
	    
    Cost
	
Customer      Impact
	
Feasibility
	
Competitive advantage
	
    Total

	 Weighting
	       5
	       5
	       4
	        4
	

	Upgrade Website & Digital Marketing
	5  
           25
	5
          25
	3
           12
	3
          12
	  
         74

	Introduce Flexible Delivery & Subscription Services
	3
           15   
	5
          25
	4
           16
	5
          20
	       
          76


. Grid Analysis Table





5- Very important 
1- Not so important
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Appendix 2 – Task 4a

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Finding the right pricing strategy

	4
	5
	20
	Measure and Forecast Market Demand
	Adjust pricing based on early sales figure.

	2
	Not having flexible billing options

	3
	4
	12
	Provide Multiple Payment Options
	Offer discount or free delivery

	3
	 Reliable delivery issues

	5
	5
	25
	Send Regular Update to Customers
	Offer compensation: refunds
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Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: 30% Decline in Sales
Name the solution you are implementing: Introduce Flexible Delivery & Subscription Services

	       Task
	       What
	       When
	       Who
	        Done

	Market & Pricing Analysis
	Analyse Demand
	Week 1-2
	Owner 
	Strategy Tested

	Upgrade Billing & Ordering System
	Test all functions before launch
	Week 3-4
	IT Developer
	System Supports Subscriptions

	Build Delivery Infrastructure
	Set delivery zones and staff
	Week 5-6
	Delivery Team
	Staff Allocated and Trained

	Create Subscription Packages
	Offer different options (weekly, fortnightly, monthly)
	Week 5-6
	Owner
	Created and set up on Website

	Marketing 
	Promote services via Website
	Week 5-6
	Marketing Director
	Website is Updated and social media posts ready

	Pilot Launch
	Adjust Quickly Based on Feedback
	Week 7
	Marketing Director
	Major Issues Fixed

	Monitoring
	Use KPI’s and Customer Feedback
	Week 8
	Marketing Director
	Monitoring Tools in Place
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Appendix 4 – Task 6a

The Key Performance Indicator is: Increase Subscription Sign-ups
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	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Introduce flexible delivery & subscription services to boost customer retention.






	
Achieve 50 new subscription sign‑ups.





	
Based on customer demand and improved delivery options.




	
Supports recovery from the 30% sales decline by driving recurring revenue.





	
Target reached within 8 weeks of launch.








