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[bookmark: _Hlk205982484]
Overview of Case-study
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green Haven Florists is a small flower shop in Norwich known for eco-friendly products and personalised service. However, the business has recently faced a 30% decline in in-store sales due to reduced foot traffic and increased online competition.
The main root problem is the failure to adapt to digital changes in the retail market (Chaffey, 2022). Key issues include an outdated website, weak digital marketing, rising operational costs, and strong competition from online retailers (Kotler et al., 2019). These factors reduce customer acquisition and sales volumes. As a result, businesses struggle to remain competitive and profitable in the changing retail environment.

[bookmark: _Hlk205982497]Two Proposed Solutions
Solution A: Website Improvement and Online Services Development

This solution focuses on updating the company's website and introducing services such as delivery options and subscription packages. A user-friendly and mobile-optimized website improves user experience and accessibility (Chaffey, 2022). This solution helps address the underlying problem by increasing online sales and enhancing customer convenience. Research shows that companies with effective digital platforms attract more customers and improve performance (Statista, 2024). More subscriptions can also generate stable revenue, as they can track new products and updates. Overall, this approach helps Green Haven compete with larger online retailers.

[bookmark: _Hlk205980222]Solution B: Solution B: In-Store Promotion Strategy
This solution aims to increase foot traffic to the physical store through local marketing activities. Green Haven can distribute discount cards on the street, offer limited-time promotions, and create attractive in-store offers. Direct interaction with potential customers helps establish personal connections and encourages immediate visits.
This approach is effective because it addresses the underlying problem—low foot traffic. Research shows that promotions and direct marketing can influence customer behaviour and increase in-store purchases (Kotler et al., 2019). As a result, this strategy can quickly attract local shoppers and increase sales.

Evaluation Results and Justifications
Based on the Grid analysis in Appendix 1, Solution B (in-store promotion strategy) is the most suitable option for further development. The evaluation criteria included speed of implementation, cost, and impact on footfall (Kotler et al., 2019). Since Green Haven is currently experiencing a sharp decline in in-store sales, this promotional strategy may be more effective and faster.
Solution B is less expensive than Solution A and can be implemented quickly, making it suitable for achieving immediate results. It directly addresses the underlying problem of declining footfall by attracting local shoppers. In contrast, Solution A requires more time and investment. Therefore, Solution B is more effective for short-term recovery and stabilization of sales (Blythe, 2013).
[bookmark: _Hlk205982530]Risk Analysis Results and Justifications
The next step in the problem solving and decision-making process is to conduct a risk analysis of the chosen solution as shown in Appendix 2. 
The main risks of Option B include low response from passersby and potential customers to promotions and ineffective distribution of discount materials. There is also the risk that competitors may offer more favourable terms, reducing the effectiveness of this strategy (Kotler et al., 2019). The risk analysis criteria were probability, impact, and cost. More weight was given to impact, as low customer engagement could limit the strategy's success. However, the likelihood of these risks is moderate, as localized promotions are generally effective in attracting attention (Blythe, 2013).
These risks can be controlled by choosing the right locations and monitoring customer response through dialogue and questions. Therefore, the solution remains robust and suitable for short-term improvement.

Implementation Plan for Solution B
The implementation plan begins with identifying high-traffic target locations, followed by developing promotional materials such as discount cards. The next step is distributing materials in these locations and launching in-store offers. Staff are responsible for interacting with customers and monitoring results. This approach is justified because planning is essential before action (Armstrong, 2020). Targeting the right audience increases efficiency and saves time that could otherwise be wasted on errors and fixation.
Overall, the plan is practical, easy to implement, and focused on achieving immediate improvements in customer traffic.

Justifications for the KPI and SMART Objectives
[bookmark: _Hlk205981688]The main KPI is the increase in in-store customer visits (foot traffic), as this directly reflects the success of the promotion strategy. Measuring footfall helps evaluate customer engagement and sales opportunities (CIPD, 2023). The SMART objective is to increase in-store visits by 20% within 2 months. This is specific, measurable, achievable, relevant, and time-bound (Kotler et al., 2019).
This objective is realistic because promotional activities can quickly influence customer behaviour. It is also relevant to the business goal of improving sales performance. Monitoring this KPI ensures that the strategy is effective and allows adjustments if needed.


Key Findings
[bookmark: _Hlk208302504]The main problem is declining in-store sales due to reduced foot traffic and digital competition (Chaffey, 2022).
Green Haven has not fully adapted to changes in customer behaviour and online trends.
In-store promotion is the most effective short-term solution to attract local customers.
This strategy is low-cost, quick to implement, and directly targets the core issue (Blythe, 2013).
Clear planning, risk management, and measurable objectives are essential for improving business performance (CIPD, 2023).
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Appendix 1


Grid Analysis Table

	Factors to consider
	Cost
	Speed of 
Implementation
	Impact on Sales
	Customer Reach
	Total

	Weighting      
	3
	4
	5
	4
	

	Solution A 
	2 = 6
	2 = 8
	4 = 20
	3 = 12
	46

	Solution B
	4 = 12
	5 = 20
	5 = 25
	4 = 16
	73



The Grid Analysis evaluates Solution A and Solution B based on four factors: cost, speed of implementation, impact on sales, and customer reach. Weighting reflects the importance of each factor, with higher emphasis on impact and speed because Green Haven requires rapid improvement in foot traffic and revenue (Armstrong, 2020).
Solution B scores higher because it is low-cost, quick to implement, and effectively attracts local customers, addressing the immediate decline in in-store sales. Solution A, while offering long-term growth through digital platforms, requires more time and specialist input (Deloitte, 2023; McKinsey & Company, 2023).


Appendix 2

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
	Low response from local customers to promotions

	3
	4
	12
	Target high-traffic areas and design attractive offers
	Adjust promotions, increase discounts, improve messaging

	2
	Competitors offering better deals

	3
	3
	9
	Monitor competitors and create unique offers
	Introduce loyalty discounts or bundle deals

	3
	Ineffective distribution of discount materials
	2
	3
	6
	Plan distribution areas and assign staff responsibilities
	Re-distribute materials in better locations and review strategy




The risk analysis table evaluates key risks of Solution B using likelihood and impact scores. The main risk is low customer response, as it directly affects sales. Other risks include competition and ineffective handing out of promotional materials. Greater importance was given to impact. However, these risks can be managed through planning and monitoring. Therefore, Solution B remains a reliable option for short-term improvement (Hillson, 2009).
Appendix 3
Implementation Plan
Name the problem: Declining in-store sales due to low foot traffic
Solution implemented: In-Store Promotion Strategy
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Identify target locations

	Select high footfall areas (e.g. shopping streets, near some coffee shops, near wedding venues and event spaces)

	Week 1


	Owners (Liam & Priya)


	List of locations


	2
	Create promotional materials


	Design and print discount cards and offers

	Week 1-2

	Marketing support / staff


	Printed materials ready



	3
	Distribute materials


	Hand out cards to potential customers


	Week 2-4


	Store staff

	Number of cards distributed



	4
	Monitor results

	Track customer visits and sales increase


	Week 3-8


	Owners & staff


	Weekly performance report




The implementation plan aims to increase in-store traffic through simple promotional activities. The first stage focuses on selecting high-traffic locations such as shopping centres, high streets, and event venues to target customers likely to buy flowers (McDonald and Wilson, 2016). The second stage involves creating attractive promotional materials, as clear offers can influence purchasing behaviour (Baines et al., 2017). The third stage includes direct interaction with customers by handing out materials, helping build trust and engagement (Dibb et al., 2019). Finally, monitoring results ensures effectiveness by tracking customer visits and sales performance. Measurement is important for evaluating success and improving marketing strategies (Drummond et al., 2008).

Appendix 4

Key Performance Indicator (KPI and SMART Objectives)

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase foot traffic




	Measure daily visitors




	Achievable with promotions




	Solves low sales problem



	20% in 2 months






Store traffic was chosen as the KPI, as it directly reflects customer interest and sales potential. The goal is specific, aimed at increasing the number of visits, and measurable through daily customer counts. It is achievable through inexpensive promotional discounts and is relevant to the problem of declining sales. A time-bound target of a 20% increase within two months ensures clear monitoring and evaluation (Locke and Latham, 2002).
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