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1. Overview

This report is about assessing the several business problems that Green Haven Florists is currently facing. Sales have recently dropped, and the business needs to improve its approach to stay relevant. 
This report looks at the main issue, outlines two practical options, and recommends an action plan. The decision-making process used includes the PMI (Plus, Minus, Interesting) method, a useful tool for weighing up ideas (Cottrell, 2017).

2. Problem

Over the past year, Green Haven has seen in-store purchases fall by about 30%. This decline is likely due to the shop's lack of online presence and an outdated website. 
According to Startups.co.uk, customers are less likely to trust or buy from a business with a poor website (Chamberlain, 2022). Also, more shoppers now expect to order online quickly and easily. Competitors are using platforms like Instagram to post attractive photos and stories that get shared locally (Smith, 2023). Without a strong digital setup, Green Haven risks falling further behind in the market. 
The UK Office for National Statistics, (2025) says that online shopping now accounts for around 28.1% of all retail sales, showing that buying online is an essential part of consumer behaviour.








3. [bookmark: _Hlk216597950]Solution 1: Changing the Website

A key improvement would be to rebuild the shop’s website. The new site should be easy to navigate, look eye catching, and work well on phones and tablets. It should let customers place orders, choose delivery dates, and even subscribe for regular flower deliveries. GOV.UK (2023) highlights how online selling helps small businesses reach more people and sell more efficiently. A modern website would also build consumer trust and make it easier to be found through search engines like Google. Adding a blog or customer tips could help show the shop's personality and eco-friendly values.

4. Solution 2: Online Marketing

The second idea is to run regular promotions on social media as well as optimise Google ads. This would mean posting more photos of flower arrangements, sharing updates, and using Instagram or Facebook ads to reach wider customer base. Smith (2023) explains that small businesses can use Instagram effectively to increase sales and stay connected with locals. 
This approach could attract customers from different age groups, and it could also be done on a small budget with little costs. Very important to show the website link on their social media bio section where potential customers can easily see and navigate to their official website and start browsing. 
Also, it might be a good idea to request help from a professional marketing agency or an individual that specializes in business promotion through social media. Research from Social Media Marketing Statistics (2025) Social Media Marketing Statistics Businesses Need to Know in 2025, found that businesses investing more in social media marketing report good returns and faster revenue growth, with 71% of marketers saying social media delivers measurable ROI and businesses investing in it are seeing up to 32% faster revenue growth year after year.
5. Comparative Evaluation (PMI)

I used the PMI method to compare the two solutions. A better website fixes the problem with the current customer experience. However, it may cost more and take longer to set up. On the other hand, social media promotion is cheaper and faster but won’t work well if the website still has issues. A customer might see an ad but not place an order if the website isn’t functioning properly and don’t have an ease of access.

6. Preferred Strategy
[bookmark: _Hlk216601540]
After comparing the two, I think the website update should be the priority. A good website makes the whole shopping experience easier and gives customers confidence in the business. They need to focus on making the website professional, easily accessible and easy to navigate. As Chamberlain (2022) explains, it helps build trust and credibility. Once that’s in place, future marketing will be much easier and more effective. It’s a solid starting point, even though it takes some effort upfront but according to research it should bring dividends in the long run. “Businesses that improve their website design and usability often see significant returns on investment, including higher conversion rates and increased revenue, with improved site features linked to measurable growth in leads and sales over time” (Website Redesign ROI Statistics: 2025 Report, 2025).











7. Risk Areas

Things such as the costs, how long it takes, and whether the staff can manage it afterwards. Using tools like Wix or Shopify can help keep things manageable if they choose to make their website through third party no code website makers. 
“In 2025 guidance for small business websites, costs range from low monthly fees using builders like Wix to higher fees for professional designers, but DIY and third‑party builders help keep things manageable for non‑technical staff.” -  Flex Digital (2025) Cost of Creating a Website in the UK: The Complete 2025 Guide.
GOV.UK (2023) Making sure your service works well on mobile also recommends making sure the website is mobile-friendly, which is a basic customer expectation. GOV.UK’s Service Manual explains that services (including websites) should work well on all mobile devices and that responsive design is usually the best way to achieve this, because users expect content to be accessible regardless of device. 
Getting some help from a freelancer or someone with website making experience could save time and avoid mistakes. 











8. Timeline

	Weeks 1–2: Decide on design, features and look at what the competitor florists have on their website to understand what a website should look like.


	Weeks 3–6: Build the site, add easy navigation, product range, prices etc…, set up online payment and delivery methods.


	Weeks 7–8: Test on Android and iOS devices, fix any problems etc…


	Week 9: Launch the site and tell customers through ad posters and social media such as Facebook ads, Google ads and Instagram advertising.         
                          

	Weeks 10–12: Review customer feedback and make necessary improvements.






9. Tracking Progress
· Number of visitors per day, per week etc...
· How many customers place orders through the website
· Customer feedback / online reviews
· Sales before and after the website been launched
· Whether more people are finding the shop through Google search or social media platforms










10. Conclusion

Green Haven Florists needs to adapt to changing customer habits and shopping preferences. Most people expect fast online experiences. This report considered two realistic solutions, but the website redesign is the best first step. It fixes the root issue and prepares the business for better digital marketing later. With a clear plan, willingness to accept change and steady effort, Green Haven Florists can potentially rebuild its sales and stay competitive in the marketplace.
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12. Appendix

Appendix A: PMI for Solution 1 (Changing the Website)

Pros:
· Easier ordering and access
· Makes the business look professional and trustworthy
· Improves SEO and Google visibility
· Provides analytics to track visitor behaviour and sales.
     Cons:
· Initial setup costs: domain, hosting, website builder subscription, and professional design (£225–£2,100+).
· Ongoing costs: maintenance, security, and optional plugins or marketing tools (£5–£200+ per month).
· Might take couple months to complete

     Appendix B: PMI for Solution 2 (Online marketing)
     
     Pros:
· Builds awareness quickly
· Can be low-cost
· Reaches mobile users
· May bring in younger audience or partnerships
     Cons:
· Not effective if website is poor or outdated
· Requires regular posts and ongoing effort to maintain engagement
· Results may take time to convert into sales
