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1) Overview of the Case
Green Haven Florists is a small independent flower shop based in Norwich, UK. The business has built a strong reputation over the years for offering eco-friendly, high-quality, and customised floral arrangements. However, in the past year, the company has experienced a significant decline in performance, with in-store sales dropping by around 30%.
  In my opinion The main reasons for this decline include reduced foot traffic in the high street, increased competition from online flower delivery companies, and rising operational costs. In addition, the business has not fully adapted to digital trends, and its outdated website has limited its ability to attract online customers. As a result, Green Haven Florists is now facing serious challenges in maintaining profitability and remaining competitive in the market.

2) proposed solutions 

Az i researched on it The first proposed solution is to develop a modern e-commerce platform combined with a subscription service. And this job needs advertising At present, the company’s website is outdated and does not provide a good user experience, which discourages customers from making online purchases. By improving the website design, navigation, and payment system, customers will be able to easily browse products, place orders, and choose delivery options. This will help the business compete more effectively with large online flower retailers. In addition, introducing a subscription model, such as weekly or monthly flower deliveries, will create a more stable and predictable income stream. This approach will also improve customer loyalty and encourage repeat purchases, which is important for long-term sustainability.
The second solution it can be helpful is to improve digital marketing and social media presence. Currently, the business relies mainly on word-of-mouth, which limits its growth potential. By using platforms such as Instagram and Facebook more effectively, Green Haven can showcase its floral designs, promote offers, and engage directly with customers. This will increase brand visibility and attract and the  younger and wider audience. Over time, stronger digital marketing can lead to increased online sales as well as improved foot traffic in the physical store.

3A) Evaluation of Solutions.
 Both solutions can be evaluated using the PMI (Plus, Minus, Interesting) technique to determine their effectiveness.
The first solution, e-commerce development with a subscription service, has several advantages. It increases customer accessibility, allows the business to reach a wider market, and generates recurring income through subscriptions. It also directly addresses the issue of declining in-store sales by shifting focus to online channels. However, there are some disadvantages, including high initial development costs and the need for technical expertise to maintain the system. An interesting point is that subscription services can significantly improve customer retention and long-term loyalty.
The second solution, digital marketing improvement, also offers clear benefits. It is relatively low-cost, improves brand awareness, and helps the business engage directly with customers. It is also flexible and can be adjusted based on customer response. However, it requires consistent effort and time, and the results may not be immediate. An interesting aspect is that strong digital marketing can support both online and offline sales by increasing overall visibility.
Overall, both solutions are valuable, but they address different aspects of the problem.

3B) Preferred Solution
 In my mind the  preferred solution is the development of a modern e-commerce platform with a subscription service. This is because it directly addresses the main issue of declining sales by providing a clear method for increasing online revenue. While digital marketing is useful for increasing visibility, it does not guarantee actual sales. In contrast, an e-commerce system allows customers to make direct purchases at any time, improving convenience and accessibility. Additionally, the subscription model provides a stable and predictable income stream, which supports long-term financial sustainability. Therefore, this solution is considered more effective and practical for the business.

4A) Risk Analysis 
There is  several risks associated with implementing the e-commerce and subscription solution. One of the main risks is the financial cost of developing a new website and maintaining the system. This may create short-term financial pressure on the business. Another risk is technical failure, such as system errors, website downtime, or security issues, which could affect customer trust.
In all  there is a risk related to customer adoption. Some existing customers may prefer traditional in-store shopping and may not immediately switch to online services. Delivery logistics also present challenges, including delays, increased costs, and maintaining product quality during transportation. These risks must be carefully considered before implementation in order to ensure smooth operation and long-term success.

4B) Risk Evaluation 
Although these risks exist, they can be managed effectively through proper planning. Financial risks can be reduced by implementing the system in phases rather than all at once. Technical risks can be minimised by hiring experienced developers and using secure platforms. Customer adoption can be improved through promotions, discounts, and clear communication about the benefits of the new system. Delivery issues can be managed by partnering with reliable logistics providers. Overall, while risks are present, they are not severe enough to outweigh the potential benefits of increased sales and improved business performance.
5A) Implementation Plan 
The my implementation plan should follow a structured and step-by-step approach. In the first stage, market research should be conducted to understand customer needs and expectations. This will help in designing a user-friendly system.
In my  second stage, the e-commerce website should be developed, including features such as product browsing, online ordering, payment systems, and delivery options. At the same time, logistics partners should be identified and agreements established.
In my third stage, the system should be tested to ensure that all functions work correctly and any issues are resolved. After testing, the website can be officially launched with a marketing campaign to attract customers. Finally, the subscription service should be introduced once the system is stable and fully operational.

5B) Justification
The implementation plan follows a logical sequence to reduce risks and improve efficiency. The Market research is completed first to ensure the system meets customer expectations. Website development is prioritised because it forms the core of the solution. Testing is essential to identify and fix problems before launch. The marketing campaign is aligned with the launch to maximise customer awareness and engagement. Finally, the subscription service is introduced later to ensure system stability. This structured approach ensures that each stage is completed properly and reduces the risk of failure.
6A) KPI and SMART Objectives
One of the  key performance indicator (KPI) is monthly online sales revenue, which will measure the success of the e-commerce platform. SMART objectives include increasing online sales by 25% within six months, gaining 100 subscription customers within three months, and increasing website traffic by 30% within four months. These objectives are specific, measurable, achievable, relevant, and time-bound. They provide clear targets for evaluating performance and ensuring that the business is progressing towards its goals.
6B) Monitoring and Evaluation 
The KPI and SMART objectives will be monitored using website analytics and sales reports. This will allow the business to track performance regularly and measure progress against set targets. If objectives are not being met, adjustments can be made to improve results, such as increasing marketing activity or improving user experience. Regular monitoring ensures that the solution remains effective and allows the business to make informed decisions. This process is essential for continuous improvement and long-term success.
7) Key Findings
· Green Haven Florists is experiencing declining in-store sales
· Customer behaviour is shifting towards online shopping
· Competition from online retailers is increasing
· Digital presence is currently weak
· Two solutions were identified and evaluated
· E-commerce with subscription service is the preferred solution
· Risks exist but are manageable with planning
· Implementation requires a structured approach
· KPIs and SMART objectives are essential for monitoring success
· Continuous evaluation is important for business improveming.

References
Chaffey, D. (2022) Digital Marketing: Strategy, Implementation and Practice. 8th ed. Pearson Education.
Kotler, P. and Keller, K.L. (2016) Marketing Management. 15th ed. Pearson Education.
Kotler, P., Armstrong, G. and Opresnik, M.O. (2019) Principles of Marketing. 17th ed. Pearson Education.
Laudon, K.C. and Traver, C.G. (2021) E-commerce 2021: Business, Technology, Society. 16th ed. Pearson.
Ryan, D. (2016) Understanding Digital Marketing: Marketing Strategies for Engaging the Digital Generation. 4th ed. Kogan Page.
Smith, P.R. and Zook, Z. (2019) Marketing Communications: Integrating Offline and Online with Social Media. 7th ed. Kogan Page.
Jobber, D. and Ellis-Chadwick, F. (2020) Principles and Practice of Marketing. 9th ed. McGraw-Hill Education.
Armstrong, G., Kotler, P., Harker, M. and Brennan, R. (2023) Marketing: An Introduction. 16th ed. Pearson.
Porter, M.E. (2008) Competitive Strategy: Techniques for Analyzing Industries andCompetitors. Free Press.
Statista (2024) E-commerce and online retail trends in the United Kingdom. Available at: https://www.statista.com (Accessed: 24 April 2026).
UK Government (2023) Small Business Survey Report. Available at: https://www.gov.uk (Accessed: 24 April 2026).
Office for National Statistics (ONS) (2023) Retail Sales and Consumer Trends in the UK. Available at: https://www.ons.gov.uk (Accessed: 24 April 2026).
McKinsey & Company (2023) The Future of Retail: Digital Transformation and Consumer Behaviour. Available at: https://www.mckinsey.com (Accessed: 24 April 2026).
Harvard Business Review (2022) How small businesses adapt to digital transformation. Available at: https://hbr.org (Accessed: 24 April 2026).
European Commission (2023) Digital Economy and Society Index (DESI) Report. Available at: https://ec.europa.eu (Accessed: 24 April 2026).











