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Appendix 1: Fishbone Diagram






Introduction
This report develops the earlier work from Component 1, where tools such as PESTEL and a Fishbone Diagram helped identify the reasons behind Green Haven Florists’ recent decline. The previous analysis showed that several factors—especially changing customer behaviour, stronger competition and higher operating costs—are putting pressure on the business. Building on those findings, this report restates the main problem and considers two practical solutions that the owners could implement. Each option is evaluated in terms of feasibility, cost and long-term benefit. The report then justifies the preferred solution, outlines how it could be put into practice and explains how its effectiveness would be monitored over time.













2. Overview of the Business Problem
According to the case study, Green Haven Florists has seen around a 30% drop in in-store sales over the past year. Part of this is linked to reduced footfall in the area, but wider market changes also play a role. The PESTEL analysis carried out in Component 1 suggested that social and technological factors are the most influential at the moment. Many customers now prefer to browse products online, compare designs quickly and use simple delivery options. Competitors have adapted to these expectations by improving their websites and using targeted digital advertising (Mintel, 2023; McKinsey & Company, 2023).
Internal challenges add further pressure. The Fishbone Diagram (see appendix) highlighted issues such as an outdated website, limited digital marketing experience and slow adaptation to new shopping trends (Chaffey and Ellis-Chadwick, 2022). Rising costs—particularly utilities and stock waste—also make it harder for the shop to invest in improvements (Deloitte, 2023).
Problem statement:	
Green Haven Florists is becoming less competitive because its digital presence has not kept up with modern customer expectations. This results in lower engagement and continuing decline in sales.








3. Alternative Solutions
Solution A: Digital Transformation and Website Improvement
This solution focuses on rebuilding the shop’s online presence by developing a modern website that is easy for customers to use. It would include e-commerce features, delivery scheduling and mobile optimisation. Improving social media activity would also help the business reach a wider audience. Recent reports show that customers now expect quick and reliable online ordering (Mintel, 2023).
Solution B: Subscription Services and Corporate Partnerships
This option aims to diversify income by offering weekly or monthly flower subscriptions and forming partnerships with offices, hotels, restaurants and event venues. These agreements would create predictable, recurring revenue and reduce dependence on walk-in customers during quieter periods.

4. Evaluation of the Solutions
To compare the two solutions, a Grid Analysis was used. The options were evaluated against criteria such as cost, speed of implementation, customer impact, long-term benefits and how well each option resolves the underlying issue. The results showed that Solution A performs strongly in terms of long-term value, customer impact and its ability to close the digital gap identified earlier. While Solution B is cheaper and quicker to set up, it does not fully address the core problem of weak online visibility. Overall, Solution A is more suitable because it matches current customer behaviour and aligns with the weaknesses shown in the Fishbone Diagram, which can be seen in the appendix.
5. Selected Solution and Justification
Chosen Solution: Solution A — Digital Transformation
Solution A is the most appropriate choice because it directly responds to the shop’s weakest area: its outdated digital presence. Customers increasingly expect clear product information and a smooth online ordering experience (Mintel, 2023). Strengthening the website would allow the business to meet these expectations and provide a foundation for future opportunities such as promotions or loyalty schemes. A stronger online platform also helps the shop remain competitive against rival florists who already use digital channels effectively.
A further benefit is that a modern website can reduce mistakes in orders and save staff time through automated confirmations and delivery scheduling.
Limitations:
Customer adoption may be gradual, and staff will need training to become confident with new digital tools.




6. Risk Analysis
Introducing a digital system involves several risks. Identifying these early helps the business plan ahead and react if problems arise. Table 1 summarises the key risks, and Table 2 provides colour-coded priority levels.
Table 1. Risk Register
	Risk
	Likelihood
	Impact
	Mitigation Strategy
	Responsibility

	Higher website development cost
	Medium
	High
	Set a strict budget cap; collect several developer quotations; prioritise essential features and delay optional enhancements
	Business owners

	Staff inexperience with digital tools
	Medium
	High
	Offer short training sessions; prepare simple step-by-step guides; assign one staff member to oversee digital tasks
	Shop manager

	Delayed website launch
	Low–Medium
	Medium
	Agree clear milestone dates; hold weekly check-ins with the developer; use a simple project tracker
	Business owners & developer

	Slow customer adoption
	Medium
	Medium
	Promote the new system through social media; explain ordering steps clearly; offer a small discount on the first online order
	Manager & marketing support



Table 2. RAG-Rated Risk Assessment
	Risk

	RAG Rating
	Reason for Rating

	Higher website development cost
	High
	High financial impact and possibility of exceeding the planned budget

	Staff inexperience with digital tools
	High
	High likelihood of slowing daily operations if training is insufficient

	Delayed website launch
	Medium
	Moderate likelihood but manageable with regular monitoring

	Slow customer adoption
	Medium
	Depends on customer behaviour, but can be improved through targeted promotion



Together, the tables indicate that financial and staff-related risks should be prioritised. Ongoing monitoring and communication with the developer will help avoid delays.
7. Implementation Plan
The implementation of Solution A will be carried out in four phases, following a clear weekly structure similar to a simple Gantt timeline. Roles include the business owners (Liam and Priya), a contracted web developer and a part-time digital assistant.
Phase 1 – Planning (Weeks 1–3) | Estimated cost: £0–£200
· Define website features based on customer feedback and common issues highlighted in-store.
· Review competitor websites to identify best practices in layout, delivery booking and payment flow.
· Collect three developer quotations and set a budget limit.
Responsibility: Owners
Phase 2 – Website Development (Weeks 4–9) | Estimated cost: £1,200–£2,000
· The developer builds the new e-commerce site with delivery scheduling and secure payment integration.
· Test navigation, image quality, checkout process and mobile responsiveness.
· Digital assistant uploads product descriptions and reorganises categories.
Responsibility: Web developer (lead), digital assistant, owners
Phase 3 – Digital Marketing Launch (Weeks 10–12) | Estimated cost: £150–£300
· Create Instagram and Facebook campaigns targeting local customers.
· Promote a 10% “first online order” discount to encourage early adoption.
· Update Google Business Profile with new photos, opening hours and direct website link.
Responsibility: Owners, digital assistant
Phase 4 – Monitoring & Adjustment (Weeks 13–16) | Estimated cost: £0–£50
· Track key performance indicators (KPIs): website traffic, bounce rate, conversion rate and total online orders (see Section 8).
· Review analytics weekly and adjust marketing messages if engagement is low.
· Collect short customer feedback on usability and make small website improvements where necessary.
Responsibility: Owners, developer (for adjustments)
How the plan supports monitoring and improvement
Using weekly analytics and KPIs ensures that the business can review progress, identify which pages perform poorly, and make quick adjustments. This continuous monitoring helps ensure the new digital system remains user-friendly and contributes to long-term sales growth.
8. Measuring Effectiveness
To determine whether the digital transformation is achieving its intended outcomes, a set of clear performance indicators will be monitored from Week 13 onwards. These measures focus on customer behaviour, website performance and overall sales impact.
Key Performance Indicators (KPIs)
1. Website Traffic
Increase in weekly website visits will show whether marketing activities are reaching new customers. Data will be taken from Google Analytics.
2. Bounce Rate
A reduction in bounce rate will indicate that customers find the new website easier to navigate. This helps identify pages that may still require improvements.
3. Online Conversion Rate
The percentage of visitors who complete an online order will be a key measure of the website’s usability and checkout reliability.
4. Total Online Orders and Revenue
Growth in online sales over time will demonstrate whether the digital upgrade is improving overall business performance, especially during low footfall periods.
5. Customer Feedback
Short feedback forms collected in-store or through email will help assess ease of use, clarity of product information and satisfaction with delivery scheduling.
How results will be used
The owners will review all KPIs weekly and compare them to initial targets. If website engagement or sales do not improve as expected, the marketing approach, page layouts or product descriptions will be adjusted. Continuous refinement ensures the digital system supports long-term sales growth and customer satisfaction.











Conclusion
This report has examined the challenges facing Green Haven Florists and evaluated two possible solutions to improve performance. The analysis showed that the core issue is the shop’s limited digital presence, which prevents it from meeting modern customer expectations. Solution A—the digital transformation—was selected because it directly addresses this weakness and provides the strongest long-term benefits. A structured implementation plan and clear KPIs were outlined to support effective delivery and ongoing monitoring. By strengthening its online platform, the business is better positioned to attract new customers, increase sales and remain competitive in a changing retail environment.












References
Chaffey, D. and Ellis-Chadwick, F. (2022) Digital Marketing. Harlow: Pearson.
Deloitte (2023) UK retail floristry trends. Available at: https://www2.deloitte.com/ (Accessed: 8 December 2025).
McKinsey & Company (2023) How consumer behaviour has shifted since COVID-19. Available at: https://www.mckinsey.com/ (Accessed: 8 December 2025).
Mintel (2023) UK floristry and flower market report. Available at: https://www.mintel.com/ (Accessed: 8 December 2025).
Office for National Statistics (ONS) (2023) Small business economic trends. Available at: https://www.ons.gov.uk/(Accessed: 8 December 2025).
Statista (2024) Online flower delivery market in the UK. Available at: https://www.statista.com/ (Accessed: 8 December 2025).










Appendix 1 
Fishbone Diagram 
[image: A diagram of a process

Description automatically generated]


10

image1.png
People | |Processes Technology

Limited No standard
digital skills for\ No e-commerce: process

online marketing ""‘Zankdsé’ég' med\\__ for online

and customer orders

engagement ollawcp Root Problem:
Decline in sales
and customer
retention

Rising costs Slow decision;
limit investmen making and
in innovation limited chang
readiness

Market Finance Management





