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Introduction……………………………………………………………3
Green Haven Florists is currently facing significant challenges that threaten its long-term sustainability. Over the past 12 month, the business has experienced a 30% decline in in-store sales, mainly due to reduced foot traffic and a growing shift toward online shopping. Rising cost of fresh flowers and the shop’s commitment to using 
sustainable materials have further increased financial pressure. Customer also expresses
Concern about the outdate website and limited delivery option. Meanwhile, new competitors with the stronger digital marketing and wider delivery coverage are attracting more customers. As a result, Green Haven must identify the root causes of its declining.











Brief Explanation of the specific Business problem………………3

Green Haven Florists is a small local flower shop that has experienced a 30% decline in in-store sales over past year. Although online orders have increased slightly, they are not enough to balance the overall loss of revenue. The decline is linked to reduced high street activity, as nearby business have closed and more consumers now shop online. The shop is well-known for creative arrangements and sustainable practices, but it struggles to adapt to modern digital demands. At the same time, two new competitors with strong online marketing and wider delivery options have entered the local market, intensifying competition.
Several factors have contributed to Green Haven’s current difficulties. Rising costs of imported flowers and sustainable packaging have placed financial strain on the business. Customers feedback shows dissatisfaction with the outdate
Website, limited delivery options, and lack of flexible service
Like subscription. The owners also struggle with the digital marketing, relying mostly on word-of-mouth instead of consistent online promotion. Additionally, reduced foot traffic
On the high street has led to fewer walk-in customers. Competition has increased as a trendy and boutique florist with a strong Instagram presence and a national chain offering
 lower price has entered the market, drawing customers away





Two Alternative solution….3
Solution A: A promotion, develop a modern E-commerce website with subscription and flexibility delivery option.
A key solution is to redesign Green Haven’s website to offer online subscription, easy ordering and flexible delivery option. 
This would make this business more competitive again large flower reputation that’s attract customer through connivence
 And digital access.
        

 PMI Analysis for solution A
	Plus
	Minus
	Interesting.

	Increase online
Visibility and sales
	Initial investment in 
Website development
	Opportunity
to introduce
new revenue
streams


	Improves ordering 
Simple and scalable
	Requires digital marketing
Knowledge
	Can persona-
Lise customers
Preferences
via data

	Promotion and offer 
The low prices
	
	



This solution directly addresses customer complaints about 
The outdate website and lack of flexible service. A subscription
 Model provides predictable income, counterbalancing seasonal or declining foot traffic. It also differentiates Green Haven from competitors, appealing to modern digital consumers.
 Solution B: Digital Marketing Strategy and Local Partnership.
Green Haven can implement a structured digital marketing- 
Strategy focusing on social media advertising, influencer collaborations, and regular Instagram and Facebook promotion, alongside this, forming partnership with local hotel, restaurants, wedding planners, and event organisers 
Will expand market reach and created repeat corporate orders.
             PMI Analysis for solution B.
	Plus
	Minus
	Interesting

	Builds brand 
awareness quickly
	Requires time
To manage con-
Tent
	Influencer partnership
May grow rapidly

	Low cost compared
To other marketing
Option
	Results may 
Vary if content
Lacks engagement
	Can generate viral 
Campaigns



This solution leverages modern consumer behaviour, which
Heavily relies on online engagement. Strong digital presence
 Will help Green Haven compete with Instagram-focused rivals. Partnership generate bulk, repeat purchases, reducing dependency on walk-ins and stabilising revenue.




 Risk Analysis of the Selected Solution……………………………………….4
Upgrading Green Haven Florists’ website and expanding online
Services carry several strategic risks. The project requires high initial investment, and unexpected technical cost may lead to budget overruns. During development, the business could face operational disruption if customer have trouble placing orders or if the system temporarily fails. There is also a risk expectation for speed, usability or delivery options, potentially damaging the brand’s reputation. In addition, without strong online marketing, customer may not adopt the services, limiting returns on investment. These risks must be managed through careful planning, testing and effective promotion. Plan to Implement the selected solution A. This Solution a will be implement and action solution.









Plan to implement the selected solution……………………………4
	Action
	Description
	Time frame
	Staff

	Project kick of
	Hold a meeting to discuss the sales
Decline, agree on goals, assign the 
Roles, and confirm the plan to
Improve the website, delivery option,
And Marketing.

	Week 1
	Lian and Priya
 


	Customer &Market Research
	Collect customer feedback through
Surveys, review comments, and check 
Competitor’s website and social 
Media to understand what customer
Expect.

	Week 1-2
	
Marketing
Assistant,
Supervised
By Lian.

	Select web Designer
	Research potential web designers,
Compare prices, check portfolios,
And choose a suitable agency to 
Redesign the online shop.

	Week 2-3


	Lian

	
Website Redesign
	Create a new, mobile-friendly website
With easier navigation, online ordering
, secure payment, and clear product 
Displays.
	Week 3-5

	Web Agency
+Lian

	Develop Delivery& Subscription Service
And Social Media Marketing plan.
	Set delivery zones, fees, same day 
Rules, and create flexible subscription
Packages (weekly/monthly bouquets).

Create a posting schedule, promotion
Content, and launch Instagram
Campaigns to attract new customers.

	Week 4-7
	Priya+
Operation
Staff and
Marketing 
Lead.


             
Monitoring and evaluation………………………………………4
Monitoring and evaluation will help Green Haven Florists track the progress and understand whether the new digital strategy is working. The business will review social media activity each week, checking the number of posts, likes, comments and new followers. Google Business profile data, such as calls and direction requests, will also be monitored to measure customer interest. At the end 30 days, the owner will compare result with the SMART objectives to see what improved and what still needs attention. Customer feedback, both in person and through online review, will be used to identify any adjustments needed for future actions.



Means of Measuring Effectiveness of Implementation of Selected Solution…………………………………………………….5

The KPIs i have chosen will help show whether the solution is working for Green Haven Florists. For example, tracking online sales, website visits and number of repeat customers will make it clear if more people buying from the shop after the changes are made. These KPIs are useful because they give real numbers that can be compared before and after the solution is implemented. If the numbers go up, it shows the business is improving. If they do not, the shop can adjust its approach.

The SMART objectives support this by giving clear and realistic goals. Each objective is specific and Measurable; such is increasing online sales by a set percentage. They are also Achievable, meaning the shop has the resources to reach them. They are relevant because they focus on the main problems Green Haven is facing, like weak online presence and lower in-store sales. Finally, they are time- bound, which helps the owners check progress within a set period, such as three or six months.

 Conclusion………………………………………………………………5
A review of the report highlights several critical issues effecting Green Haven Florists and the factors contributing to its declining performance. Firstly, the business has experienced a significant reduction in the food traffic and in-store sales, largely due to changing consumer behaviour and a quieter high street environment. This decline has weakened the shop’s traditional customer base and reduced daily turnover.

Secondly, the arrival of two strong competitor boutique florist and a national chain-has intensified market pressure. These competitors offer modern digital services, wider product ranges, and more attractive pricing, making it difficult for Green Haven to stand out.

Thirdly, the analysis show that Green Haven’s digital presence is outdate and ineffective. The current website lacks essential features such as easy navigation and flexible delivery options, while inconsistent social media use limits the shop’s visibility and customer engagement.

Fourthly, rising supply and operational cost have reduced profit margins, leaving the owners unable to invest in growth-focused initiatives.

Lastly, the investigation confirms that a lack of strategic marketing and modernisation is preventing the business from adapting to evolving customer expectations. Together, these finding highlight the urgent need for digital transformation to restore competitiveness and ensure long-term sustainability.
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