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Introduction 
This report examines the business challenges faced by Green Haven Florists, a small independent flower shop in Norwich, UK, and evaluates a suitable solution to improve its performance. The main purpose of the report is to identify and justify one strategy that can increase sales and support long-term sustainability in a highly competitive retail environment.
A business solution refers to a practical strategy or action implemented to solve a specific problem and improve business performance. The report focuses on addressing declining sales, increased competition, and weak digital presence by proposing improvements to the company’s online operations and marketing approach. 



[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists, a small independent flower shop in Norwich, has experienced a significant decline in performance over the past year. The business has seen a 30% drop in in-store sales, and although online orders have increased slightly, they have not been enough to offset the overall loss in revenue. This has created financial pressure and raised concerns about long-term sustainability.
The main problem is a decline in sales caused by several interconnected factors. One key issue is the shift in consumer behaviour towards online shopping. Many customers now prefer the convenience, speed, and lower prices offered by large online flower delivery services. Green Haven’s outdated and difficult-to-use website further limits its ability to compete in this area.
In addition, increased competition has intensified the problem. A new boutique florist with a strong social media presence and a national chain offering competitive pricing and delivery options have attracted customers away from Green Haven.
External factors have also contributed, including reduced high street footfall due to nearby shop closures. Furthermore, rising costs of flowers and eco-friendly materials have reduced profit margins. Together, these issues have significantly impacted the business’s overall performance
[bookmark: _Hlk205979492]
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A 
Website Redesign and Digital Marketing Strategy
Solution A involves redesigning Green Haven Florists’ website and implementing a stronger digital marketing strategy. This would include creating a modern, mobile-friendly website with easy navigation, secure checkout, and clear product displays. In addition, the business would increase its use of social media platforms, particularly Instagram and Facebook, to showcase products, engage customers, and promote offers.
	Plus
	Minus
	Interesting

	
	
	

	Improves user experience.
	Requires initial investment in web development.
	 Opportunity to build a strong brand identity.

	Increases online sales.
	Ongoing time commitment for managing online content.

	Reach a wider audience beyond the local area.


	Helps attract new customers through digital channels.


	
	

	
	
	


This solution would help resolve the business problem by improving Green Haven’s online presence, making it easier for customers to purchase products and engage with the brand. As more consumers shift to online shopping, a strong digital platform will allow the business to compete more effectively and recover lost sales.






Solution B 
Introduce In-Store Experiences and Workshops
Solution B involves offering in-store experiences such as floral arrangement workshops, seasonal events, and private group sessions. These could include wedding bouquet classes, holiday wreath-making, or beginner floristry courses. The aim is to turn the shop into a destination, encouraging customers to visit and engage with the brand beyond simple purchases.
	Plus
	Minus
	Interesting

	
	
	

	Increases foot traffic
	Requires time, staff effort, and space, which may limit capacity during busy periods.

	Builds a community-focused brand and generates social media content through customer participation.

	Strengthens customer relationships
	

	

	Creates additional revenue streams.

	
	

	
	
	


This solution helps address the decline in in-store sales by giving customers a reason to visit the shop rather than shop online. It also differentiates Green Haven from competitors by offering unique, experience-based value that large online retailers cannot easily replicate, helping to rebuild customer loyalty and boost overall sales.





Justification for Selected Solution
Solution A (website redesign and digital marketing) is the most appropriate option because it directly addresses the primary cause of the problem: the shift towards online shopping. While Solution B may increase foot traffic, it has limited reach and depends on customer availability. In contrast, Solution A can attract both local and wider audiences, improving accessibility and sales potential.
Greater weighting is given to Solution A (e.g. 70%) compared to Solution B (30%) because online presence now plays a critical role in retail success. This solution offers long-term scalability, increased competitiveness, and the ability to recover lost sales more effectively.





[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The main risks of Solution A (website redesign and digital marketing) include high initial costs, limited technical expertise, and uncertain return on investment. There is also a risk that the business may struggle to maintain consistent online content or fail to attract sufficient traffic despite improvements.
The criteria used to assess these risks include financial impact, likelihood, and potential effect on sales performance. Financial impact is important due to the business’s limited resources, while likelihood considers how probable each risk is. Impact on sales is prioritised because increasing revenue is the main objective. These criteria are appropriate as they focus on both short-term feasibility and long-term business sustainability.



Plan to Implement the Selected Solution
[bookmark: _Hlk205981406]The implementation of Solution A (website redesign and digital marketing strategy) follows a structured and logical sequence to minimise disruption and ensure effectiveness.
The first stage involves planning and design (Weeks 1–2). During this phase, Liam and Priya should define website requirements, including layout, features, and branding. A freelance web developer should be hired at this stage. This step is prioritised first because a clear plan reduces the risk of costly revisions later.
The second stage is website development and testing (Weeks 3–6). The developer will build a mobile-friendly, easy-to-navigate website with integrated payment systems. Testing is essential before launch to ensure functionality and a smooth user experience. Assigning this responsibility to a professional ensures technical quality and reliability.
The third stage is the launch phase (Week 7), where the new website goes live alongside a coordinated digital marketing campaign. Liam and Priya should manage social media accounts, posting regularly and engaging with customers. This timing is important to create immediate awareness and drive traffic to the new site.
Finally, the ongoing phase (Week 8 onwards) focuses on monitoring performance and making improvements. Tasks include updating content, responding to customer feedback, and analysing website traffic. This responsibility remains with the owners to maintain consistency and authenticity.
This order is justified as it builds from planning to execution and continuous improvement, ensuring the solution is both effective and sustainable.


Means of Measuring Effectiveness of Implementation of Selected Solution
 The effectiveness of Solution A (website redesign and digital marketing strategy) will be measured using specific Key Performance Indicators (KPIs) linked to clear SMART objectives.
One key KPI is online sales revenue, which directly measures whether the new website is generating increased purchases. This is important because the main aim of the solution is to recover lost revenue through improved digital performance. Another KPI is website traffic (number of visitors), as this shows whether digital marketing efforts are successfully attracting potential customers. A third KPI is conversion rate, which measures the percentage of website visitors who make a purchase, indicating how effective the new website design is at encouraging sales.
The SMART objective proposed is: to increase online sales by 25% within six months of the website launch. This objective is specific (online sales), measurable (25% increase), achievable (based on improved functionality and marketing), relevant (addresses declining revenue), and time-bound (six months). It is realistic because it allows time for customer adoption and marketing impact.
These KPIs and SMART objective are appropriate because they focus on measurable financial outcomes and customer engagement, which directly reflect whether the solution is successfully addressing Green Haven Florists’ core business problem.


Conclusion:
In conclusion, this report has identified that Green Haven Florists is facing a significant decline in sales due to changing consumer behaviour, increased competition, rising costs, and weak digital presence. The analysis shows that the business model must adapt in order to remain competitive and financially sustainable.
One key finding is that in-store sales have fallen by 30%, mainly due to reduced high street footfall and customers shifting towards online shopping. A second finding is that competition from online retailers and local boutique florists has increased, making it harder for Green Haven to attract and retain customers.
A third key finding is that the business has a weak and outdated digital presence, which limits its ability to compete effectively in the online market. This is reinforced by customer feedback highlighting difficulties in using the current website. A fourth finding is that rising operational and supply chain costs are reducing profit margins, placing further pressure on the business.
Finally, the report concludes that Solution A (website redesign and digital marketing strategy) is the most effective option, as it directly addresses online competitiveness and revenue decline. Overall, implementing this solution offers the best opportunity for Green Haven Florists to improve sales, strengthen its brand, and ensure long-term sustainability.

[bookmark: _Hlk208302504]
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The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Collect feedback from corporate clients using questionnaires’ observation of service delivery, and online reviews.



	
10–15 questionnaire responses per month   - Monitor delivery performance weekly   - Track at least 5 reviews per month.

	
Liam will manage feedback collection and client communication; Priya will monitor service quality and delivery performance. This is realistic within current staffing levels.




	
Collect qualitative and quantitative data on customer satisfaction, delivery reliability, and product quality to improve service and retain clients.




	
Data collected over 3 months, with monthly reviews and adjustments.
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