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Introduction


This report is about suggesting two alternative solutions to green heaven florist using PMI analysis, and Justify how these  alternatives  could solve the decline sales of the store then,  I chose the better alternative  and  I defend it. a a risk analysis, and  a plan to implement to the selected solution. Means of measuaring  effectiveness of implementation of selected solutions, based on the PKI and SMART objective table . 










[bookmark: _Toc2014584349]Brief Explanation of the Specific Business Problem

Green Haven Florists is a small independent flower shop located in Norwich, UK. The business is well known for its personalised floral arrangements, eco-friendly packaging, and strong relationship with the local community. However, during the past 12 months, the shop has faced noticeable difficulties, with in-store sales decreasing by around 30%. While online sales have increased slightly, this has not been enough to make up for the decline in foot traffic.
There are several factors that have contributed to this problem. One key issue is the change in customer behaviour, as many customers now prefer to purchase flowers online due to convenience, lower prices, and faster delivery options. Large online retailers have made competition more challenging for small independent shops. In addition, Green Haven’s location has become less busy following the closure of nearby businesses, which has reduced the number of walk-in customers.
Rising operational costs have also affected profitability. The cost of fresh and imported flowers has increased because of inflation and supply chain issues, while maintaining sustainable materials has become more expensive. Internally, the business has limited digital marketing activity and an outdated website, which reduces its ability to compete effectively in the current market.



[bookmark: _Toc324612288]Two Alternative Solutions: Solution A: Improve Digital Presence and Online Sales

This solution focuses on improving Green Haven Florists’ digital presence by updating the website and increasing online marketing activity. The website would be redesigned to be easier to use, with clear product images, pricing, and simple online ordering. In addition, the business would use social media platforms such as Instagram and Facebook more regularly to promote products and attract new customers.
PMI Analysis

· Plus: Increases visibility, attracts younger customers, and improves online sales.
· Minus: Requires time, basic digital skills, and some financial investment.
· Interesting: Online growth could lead to subscription services or repeat online customers.
· 

This solution helps address declining foot traffic by shifting focus to where customers are now shopping—online. By improving digital access, Green Haven can compete more effectively with online retailers and increase overall sales.


[bookmark: _Toc476861738]Solution B: Introduce Subscription and Flexible Delivery Services

This solution involves introducing flower subscription services and more flexible delivery options. Customers could sign up for weekly or monthly flower deliveries, while delivery times could be adjusted to suit different needs, such as same-day or evening delivery.
PMI Analysis

· Plus: Creates regular income and encourages customer loyalty.
· Minus: Increased delivery and staffing costs.
· Interesting: Subscriptions could strengthen long-term customer relationships.

This solution responds directly to customer feedback and changing buying habits. Subscriptions provide predictable revenue, while flexible delivery helps Green Haven compete with large online retailers offering convenience.






Preferred Solution: Solution A
Solution A is the most appropriate option because it addresses the main causes of the business problem, particularly reduced foot traffic and
weak online presence. Improving the website and digital marketing has a broader impact, as it supports online sales, brand awareness, and future growth opportunities.
Greater weighting is given to digital improvement because consumer behaviour has clearly shifted towards online shopping. While Solution B offers benefits, it relies heavily on a strong online platform to succeed. Therefore, investing in digital presence first provides a stronger foundation for long-term sustainability and allows other solutions to be added later.

[bookmark: _Toc1678376271]Risk Analysis of the Selected Solution (Solution A)
The main risks associated with improving Green Haven Florists’ digital presence relate to cost, skills, and time. Updating the website and increasing online marketing may require financial investment, which could be challenging for a small business with reduced revenue. There is also a risk that Liam and Priya may lack the digital skills needed to manage online platforms effectively, potentially limiting the impact of the solution. In addition, results from digital marketing are not always immediate, which could cause short-term pressure on the business.
The criteria used in this risk analysis include financial impact, operational capability, and likelihood of success. These criteria were chosen because they reflect the most realistic challenges faced by small independent businesses. Overall, while risks exist, they are manageable and outweighed by the long-term benefits of strengthening the business’s online presence.
Plan to Implement the Selected Solution
	Actions
	Description
	Time frame
	Staff responsible

	Identify digital improvement needs
	Review the current website and social media pages to identify issues such as outdated content, poor design, and limited online services. Basic customer feedback may also be considered.
	Weeks 1–5
	Owners (Liam and Priya)

	Select digital support or tools
	Research low-cost website builders or freelance support. Decide whether improvements will be managed internally or with external help.
	Weeks 6–10
	Owners

	Update website and online services
	Improve website layout, update product images and descriptions, and add clearer delivery and contact information. Ensure the site is mobile-friendly.
	Weeks 11–16
	Owners / External support

	Improve social media marketing
	Create a simple posting schedule to promote products, seasonal offers, and sustainability values using Instagram and Facebook.
	Ongoing
	Owners

	Monitor performance and adjust
	Track website visits, online orders, and social media engagement. Make small changes based on performance results.
	Ongoing
	Owners



The order of the tasks in the implementation plan has been carefully chosen to ensure the solution is realistic, manageable, and cost-effective for a small business like Green Haven Florists. The first step focuses on identifying digital improvement needs because it is important to fully understand the current problems before making any changes. Reviewing the website and social media pages early helps the owners avoid wasting time or money on unnecessary updates.
The second task involves selecting suitable digital tools or support. This step comes after identifying the issues so that decisions are based on real business needs rather than assumptions. the owners are responsible for this stage as they understand the business budget and long-term goals best. Using low-cost tools or limited external support helps reduce financial risk.
Updating the website and online services is scheduled next, as this is a core part of improving customer access and online sales. Allowing sufficient time for this task ensures that changes are implemented properly and tested before launch. External support is included at this stage to improve quality while keeping owner involvement high.
Improving social media marketing is listed as an ongoing task because online engagement requires regular updates and consistency. Finally, monitoring performance is also ongoing, as reviewing results allows the owners to adjust their approach based on what works best.
Overall, the schedule is flexible and realistic, with responsibilities assigned mainly to the owners to maintain control and minimise costs while improving business performance.

Means of Measuring Effectiveness of Implementation of Selected Solution
 KPI and SMART Objective table
	SMART Objective
	KPI
	Target
	How it will be measured
	Timeframe

	Increase online sales by improving the website and online ordering system
	Online sales revenue
	25% increase
	Monthly website sales and finance records
	6 months

	Improve website usability to make it easier for customers to place orders
	Website conversion rate
	Increase to 3–4%
	Google Analytics (visits vs purchases)
	4 months

	Increase Green Haven Florists’ social media presence
	Number of social media followers
	30% increase
	Instagram and Facebook insights
	6 months

	Improve customer engagement on social media platforms
	Engagement rate (likes, comments, shares)
	At least 5% per post
	Social media analytics
	3 months

	Increase the number of online orders
	Online orders per month
	20% increase
	Website order records
	6 months

	Encourage repeat online customers
	Returning customer rate
	15% increase
	Customer order history
	9 months





The Key Performance Indicators (KPIs) chosen for this solution focus on measuring the success of Green Haven Florists’ digital improvements in a clear and practical way. Online sales revenue and the number of online orders are important KPIs because they directly show whether the updated website and online ordering system are helping to increase income. Website conversion rate is used to measure how easy the website is to use, as it shows how many visitors complete a purchase. Social media followers and engagement rates are included to assess brand awareness and customer interest, as social media is a key tool for attracting new customers in a competitive online market. The returning customer rate is also important, as repeat customers suggest satisfaction and long-term business sustainability.
The SMART objectives have been designed to be specific, measurable, achievable, relevant, and time-bound. Each objective clearly states what Green Haven Florists aims to achieve, such as increasing online sales or improving website usability. The targets are realistic for a small independent business and directly address the problems identified in the case study, including declining foot traffic and weak digital presence. Setting clear timeframes ensures progress can be monitored and adjustments made if necessary. Overall, these objectives support the business’s goal of adapting to changing consumer behaviour and improving long-term profitability.

















Conclusion 
This report examined the challenges facing Green Haven Florists and explored how improving digital presence and online sales could help address declining performance. One key finding is that the business’s heavy reliance on in-store sales has made it vulnerable to changes in consumer behaviour, particularly the growing preference for online shopping. The 30% decline in foot traffic has had a significant impact on revenue and highlights the need for a stronger online strategy.
Another important finding is that Green Haven Florists’ outdated website is limiting online sales potential. Poor usability and limited ordering options reduce conversion rates and discourage customers from completing purchases. The report also found that weak and inconsistent use of social media has reduced the business’s visibility compared to competitors with strong digital marketing strategies.
Rising operational costs, including higher flower prices and sustainable packaging, were identified as an additional pressure on profitability. This makes increasing online sales and attracting new customers even more important. Finally, the analysis showed that Green Haven Florists has strong brand values, such as quality, creativity, and sustainability, which can be effectively promoted online to differentiate the business from larger competitors.
Overall, improving digital presence is essential for the long-term sustainability of Green Haven Florists.
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