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Overview of Green Haven Florists

Green Haven Florists is an independent, small floral business located in Norwich. Founded in 2016 by Liam and Priya Patel, Green Haven Florist gained popularity in the local community for its custom flower arrangements as well as its sustainable approach to production and packaging.
Currently, Green Haven Florists is facing a significant decline in sales, resulting in a 30% loss of revenue over the past 12 months. There are many internal and external factors contributing to this decline, such as;
· A loss of foot traffic due to less activity in the stores area following recent closures of nearby businesses. 
· A social shift towards online shopping becoming preferable and convenient for customers over shopping in store.
· Customers describing the current ‘Green Haven Florists’ website as out-dated and difficult to navigate, discouraging customers to purchase products through this avenue.
· [bookmark: _Hlk205982497]New businesses offering different services, creating more competition within the industry.











Two Proposed Solutions
Build social media presence for marketing
The first proposed solution is for Green Haven Florists to build an online presence across popular social media platforms such as Instagram and TikTok, as they are currently lacking this, limiting their ability to connect with new customers. Social media is a cost-effective marketing tool, using analytical data to allow businesses to reach a wider audience and target specific customer groups. Research also shows that social media has a direct link to customer engagement, therefore increasing sales (Shang et al. 2022). Through creating engaging content, showcasing their products and following popular trends, Green Haven Florists can use this strategy to build brand awareness and connect with both local and online consumers, resulting in an increase of foot traffic as well as online sales and engagement.

Offering new partnership services
The second proposed solution is for Green Haven Florists to build partnerships with other local businesses such as cafés or event planners. Research shows that collaborations between small businesses allow companies to reach new markets, through promoting each other’s services and sharing customer bases (Business Showers, 2024). New competition in the local market is one of the key issues affecting sales, so by partnering with other businesses from different sectors, Green Haven Florists can build a new, steady customer base as well as marketing to existing customer flows from those venues. For example, partnering venues can display floral arrangements in their own spaces, which would allow Green Haven florists to benefit from their traffic and solidify its presence within the community, ultimately increasing sales.



PMI Analysis Evaluation
[bookmark: _Hlk205982530]PMI analysis supports decision making as it “improves the quality of decisions through examining the pros and cons of proposed ideas” (Rikon, n.d.). The PMI Analysis was used to evaluate both proposed solutions based on key considerations, such as cost effectiveness, customer reach and potential impact on sales as these factors have a considerable impact on the root of the problem for Green Haven Florists. Based on the results from the PMI evaluation provided in Appendix 1, the improvement of social media presence is the preferred solution as it scored significantly higher in the analysis, due to its great potential to reach a new and wider audience and the ability to generate an increase in sales in a timelier manner.

Risk Analysis Results and Justifications
Based on the results from the risk analysis provided in Appendix 2, the risks identified were based on common challenges many businesses face when using social media as a marketing tool, such as low engagement and negative feedback online. The likelihood and impact of these potential issues were graded on a scale of 1-5 in order to prioritise which risks are more significant. This will support Green Haven Florists to manage potential future issues they may face to maximise their success of using social media for marketing.

Justifications for the Implementation Plan
The implementation plan provided in Appendix 3 ensures that Green Haven Florists has full preparation before marketing their business on social media. The plan is structured with logical order, starting with creating business accounts, collecting and developing content, followed by consistent posting and monitoring performance. This schedule sets realistic and achievable goals with assigned responsibilities to ensure consistency and accountability for all staff members involved with the social media marketing. The implementation plan is supported by project management principles, which highlight the importance of planning, organisation and monitoring for successful implementation (Kerzner, 2017)

Justifications for the KPI and SMART Objectives
KPI’s are used to measure business performance and progress (Parmenter, 2015). Based on the KPI and SMART Objective table provided in appendix 4, the chosen key performance indicator directly measures business growth and performance. The SMART Objective follows a realistic, structured and time bound plan, which will ensure progress for Green Haven Florist by combining marketing efforts with a measurable target.



Key Findings
	Green Haven Florists has experienced a 30% loss in sales due to a range of external and internal factors. In my report I have identified these issues and considered two solutions, using evaluation techniques to review which solution would provide the best outcome for the business.  The most important key findings identified in my report are;

· Green Haven Florists having a website described by customers as “difficult to navigate” and their lack of online presence is a crucial factor contributing to their decline in sales.
· Social media as a priority solution due to its cost effectiveness and ability to reach a wider audience quicker.
· A structured implementation plan is crucial to ensure that social media marketing is executed in an organised and consistent way to monitor progress.
· Using KPI’s and SMART objectives ensures targets are measurable and achievable.
[bookmark: _Hlk208302504]
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Appendix 1 – Task 3a – PMI Analysis Table

	Social Media

	Plus
	Minus
	Interesting

	Cost effective marketing   +4
	Requires digital and marketing skills                 -3
	Opportunities for viral content
                                           +3 

	Ability to reach vast audiences                         +4

	Can be time consuming    -3
	Ability to use analytics to track content performance
                                           +4

	Can target specific audiences
                                          +3
	Dependence on platform     stability                              -1
	Opportunity for customers to leave public negative feedback
                                           -3

	Improves brand awareness                          +2

	Potential privacy or security issues                                -2
	Ability to have a direct link between social media and online website.                   +4

	
TOTAL: +13
	
TOTAL: -9
	
TOTAL: +8



Adapted from: Proctor, T (2019) page 260.
[bookmark: _Hlk210816971]Overall Total = 12


	Business Partnership

	Plus
	Minus
	Interesting

	Access to existing customer bases                                 +3
	May not reach a large audience                             -2
	Potential for long term contracts                             +2

	Builds relationships with local area                                   +4

	Time consuming to build strong relationships             -3
	Opportunities for event work
                                           +3

	Can contribute to the development of new products/services               +3
Enhances credibility           +2

	Dependency on other business to showcase the product                                -3
Potential for conflict             -3
	Possibility that other businesses may not credit the product                                -2
Negotiation and agreement complexity                           -1

	
TOTAL: +12
	
TOTAL: -11
	
TOTAL: +2



Adapted from: Proctor, T. (2019) Page 260
Overall Total = 3
Appendix 2 – Task 4a - Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? (1 – 5)
	What is the impact of this risk? (1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Public negative feedback
	2
	5
	10
	Ensure customer service is kept to a high standard and provide a professional response to all feedback.
	Respond to all issues and concerns appropriately, compensating customers where necessary 

	2
	Lack of engagement
	3
	3
	9
	Post consistently with engaging and relevant content
	Use insights to improve content ad change stratergies

	3
	Increased online competition from other florists
	3
	2
	6
	Enhance unique selling point and make the brand stand out
	Run promotions, discounts and engaging competitions/giveaways


Adapted from: Sproull, 2018. Page 108


 

Appendix 3 – Task 5a - Implementation Plan

Name of problem: Loss of sales from lack of online presence and customer reach.
Name of solution: The use of social media to market the business by reaching more customers to increase engagement and sales.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Set up social media accounts on popular platforms 
	Download social media platforms such as Instagram and TikTok and create business accounts for Green Haven Florists
	3 days


	Business owner / staff member in charge of social media marketing
	Completed social media profiles across all platforms



	2
	Develop and gather content
	Begin taking images and videos of products for content use and organise a range of promotional offers and seasonal posts.
	1 to 2 weeks


	Business owners / staff member in charge of social media marketing
	Content is ready, edited and available for posting when scheduled.



	3
	Create regular and scheduled posts and engage with customers
	Post consistently across all platforms, using hashtags and location tags, respond to all messages and comments appropriately and within a timely manner.
	Ongoing weekly


	Marketing and social media assigned staff members


	Social media accounts are active with posts, comments and messages



	4
	Use analytics to monitor performance
	Track engagement and sales conversion through social media business account tools and adjust content strategies based on performance.
	Review weekly


	Business Owner / marketing manager


	Increased engagement and online traffic and sales.




Adapted from: Kerzner (2017).




Appendix 4 – KPI and SMART Objectives

The Key Performance Indicator is: Increased Sales

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase sales by improving marketing and attracting customers through social media





	
Sales to be increased by minimum 10% 




	
A 10% increase is achievable through consistent posting, engaging with customers and utilising existing resources with low cost marketing




	
Increasing sales through social media will support overall growth for the business by expanding its customer base therefore increasing revenue




	
Achieve 10% sales increase within first 3 months of social media campaign.






Adapted from: Drucker (2008)
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