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Introduction
Successful business management requires effective problem solving, decision making especially in small businesses which have to endure competition pressures and operational problems. Green Haven Florists is a small independent flower shop that is facing deteriorating sales, heightened competition with online sales firms, and diminishing customer interaction. The sustainability of the business is under threat due to these challenges, and it is important to note that strategic decision-making should be carried out to stabilise performance and re-engage customers. In this report, a critical analysis of the issues confronting Green Haven Florists is done with two potential solutions to the problem, and a formal decision-making tool is used to evaluate the solutions as stipulated in the assessment. The report then explains why the best option has been chosen, evaluates the possible risks and gives a clear action plan with time scales and success signs.
This report aims at using problem-solving models and decision-making frameworks to a business case scenario. It is shown in the analysis that systematic methods like root-cause analysis, grid analysis, and risk evaluation can help managers come to evidence-based and reasonable decisions. Finally, this report will help Green Haven Florists to enhance their competitiveness, customer relationships, and growth in a sustainable manner.
Problem Identification and Analysis
Green Haven Florists is experiencing a drop in clients and low turnover. This problem is caused by some factors both internal and external. On the outside, the trends are toward online shopping and online flower vendors are changing the habits of customers with the comfort and affordability provided. Big brands like Bloom and Wild have taken over the online market offering customers fast delivery, subscription plans and more up to date branding which younger customers prefer. This has impacted adversely on the local traditional flower shops.
On the digital front, Green Haven Florists is not very widespread, mostly it depends on people passing by and social-media posts. The store does not have an online ordering system, so customers have not been able to shop online, order and even schedule delivery of products. Moreover, marketing approach of the shop is conservative, and there is not much interaction based on modern tools like Instagram or Tik Tok where visual business has been seen to succeed.
The other internal problem is that the business has limited variety of products. Although it offers regular bouquets and event floristry, its rivals are also able to offer other services including workshops, corporate contracts, regular bouquets, wedding arrangements, and themed arrangements. This is not a diversified market and does not provide opportunities in revenue.
The external competition coupled with internal constraints has diminished the capacity of the shop to acquire and maintain the customers. Green Haven Florists will be susceptible to further financial decline without strategic intervention.
Proposed Solutions
Resting on the formulated problems, two possible solutions are offered:
Solution A: Develop a Comprehensive Digital Strategy
In this solution, the business will be increased online with a new web site, online ordering platform, social-media advertising, and online customer interactions. Among them are search-engine optimisation (SEO) and frequent posting of high-quality pictures, online promotions, customer reviews, and the implementation of online delivery scheduling. Online revolution would bring the business closer to people, expand its following, and drive sales.
Solution B: Diversify Services Through Workshops and Community Engagement
This is a solution that emphasizes on the product and service offering. Green Haven Florists would launch floral-cutting classes, collaborate with other companies, give corporate floral deals, and suggest subscription flowers arrangements. The new customer groups could be captivated by workshops, whereas with the corporate contracts, there is a steady recurrent income. Customers are also loyal to subscription flowers.
The two solutions are similar in terms of solving fundamental problems but differ regarding cost, complexity, and the long-term impact. A formal decision-making tool is needed in order to pick the most suitable alternative.
Evaluation of Proposed Solutions (Grid Analysis)
As per the assignment requirement, the two solutions are evaluated using a Grid Analysis (also referred to as a decision matrix). The criteria are based on cost, sales, the difficulty of implementation, the sustainability in the long term, and customer trends. All criteria will be rated out of 1-5.
Table 1: Grid Analysis
	Criteria
	Weight
	Solution A: Digital Strategy
	Score
	Total
	Solution B: Diversification
	Score
	Total

	Cost
	3
	Medium
	3
	9
	Medium-High
	2
	6

	Sales Growth Potential
	5
	High
	5
	25
	Medium-High
	4
	20

	Implementation Difficulty
	3
	Medium
	3
	9
	High
	2
	6

	Long-Term Sustainability
	4
	High
	5
	20
	Medium
	3
	12

	Customer Demand Trend
	5
	Very High
	5
	25
	Medium
	3
	15



Total Scores:
· Solution A: 88
· Solution B: 59
As the grid analysis demonstrates, the better choice is Solution A, the development of a comprehensive digital strategy. It creates the greatest score in nearly all parameters and is a very good match with the current trends in consumer behaviour that prefer online shopping.
Justification of the Chosen Option
The best strategy that Green Haven Florists should use is solution A as it directly counters the main problem that is influencing the performance of business inaccessibility and visibility in the online market. The contemporary customers often rely on internet sources to compare the prices, shop around, and shop; thus, a powerful digital presence is a decisive factor of competitiveness. Improving the online product increases the coverage of the shop not only to potential local clients but also to regional or even national customers.
Digital marketing is also inexpensive as compared to the traditional way. The social-media interaction enables the business to create the community, advertise new products within a short period, and address the customer-feedback. In the long term, the sales can be increased due to better brand recognition and better relations with customers.
Workshop-based diversification is an advantage, but it comes after the creation of the foundation of digital capabilities. The use of both in the long run is probably the best solution, although, considering the resources at hand and urgency at the moment, the digital strategy is the best option to achieve the highest effect.
Risk Assessment of the Chosen Option
Despite its advantages, Solution A carries several risks.
1. Financial Risk
It takes a start-up to create a web site, Internet store, and online marketing plan. Budgeting or overspending can be a challenge to the finances.
Mitigation: Use affordable website platforms, phased implementation, and low-cost marketing.
2. Technical Challenges
The company might be lacking digital competencies. The postings or poor management of the websites can push it down.
Mitigation: Outsource initial setup; provide staff training; use automated posting tools.
3. Low Customer Engagement
Online campaigns will not work unless the content is attractive to the audience.
Mitigation: Post visually appealing content (bouquets, arrangements), run promotions, encourage user-generated content.
4. Cybersecurity Risks
These risks can be managed and identified in advance, which will help the business implement the digital strategy successfully.
Mitigation: Use secure payment platforms; maintain GDPR compliance.
These risks can be managed and identified in advance, which will help the business implement the digital strategy successfully.
Action Plan and Timescales
An organized course of action will mean easy execution.
1. Website and Online Store Development (Weeks 1–4)
Prepare an attractive site containing products, prices, order taking, delivery arrangements and feedbacks.
2. Social-Media Branding and Posting Schedule (Weeks 2–6)
Make professional accounts in Instagram, Facebook, and Tik Tok. Post good quality photographs of flowers 3-5 times a week and apply specific hashtags.
3. SEO and Google Business Profile Optimisation (Weeks 3–7)
Enhance ranking using the keyword research, customer reviews, and correct business information.
4. Launch Online Campaigns (Weeks 6–10)
Do online promotions (e.g. 10% discount on initial order) and entice the customers to share purchases online.
5. Monitor Engagement and Sales (Weeks 10–12)
Monitor web traffic, online purchases and social media engagement to streamline strategy.
Measuring Effectiveness (KPIs)
To evaluate the success of the digital strategy, the following KPIs will be used:
· Increase in website traffic (target: +40% in three months)
· Growth in online orders (target: 20% of total sales by month three)
· Social-media engagement (likes, shares, comments, follower growth)
· Customer satisfaction ratings (minimum 4/5)
· Repeat customer rate
· Revenue growth (target: +15% in three months)
Regular monitoring will allow adjustment of strategies and ensure continuous improvement.
Conclusion
Green Haven Florists is experiencing a downturn in sales because of poor digitalisation, competitive pressure, and consumer behaviour. Having considered two options between the digital transformation and the diversification of the services, the grid analysis shows that digital strategy is the most significant and sustainable variant. The use of a robust online presence will assist the business to access a larger audience, enhance customer interactions, and sales. The risks involved in the process of digital adoption can be addressed successfully by focusing on planning, training, and monitoring. Having a clear course of action and measurable KPIs, Green Haven Florists will be able to become stronger in the market and attain the long-term sustainability of the business. 
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