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Overview of the Case Study & Problem
Founded in 2016 by Liam and Priya Patel, Norwich, UK





[bookmark: Slide_3:_Overview_of_the_Case_Study_&_Pr]Known for custom-made floral arrangements, eco-friendly packaging & community focus Problem: 30% decline in in-store sales over the last 12 months
Rising costs of imported flowers & sustainable materials
Outdated website, limited digital marketing

Increased competition: boutique florist with strong Instagram presence + national chain with aggressive pricing
Online orders have increased slightly but not enough to offset lost foot traffic
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Solution 1
· Monthly/weekly curated flower subscription delivered to customers' doors
· Creates recurring revenue, reduces dependency on walk-in traffic
· Appeals to eco-conscious and loyal customers
· Can be marketed via social media & email campaigns

Solution 2
· Redesigning the Website + Launch an E-Commerce & Digital Marketing Strategy
· Rebuild the website with easy navigation, online ordering & same-day delivery
· Run targeted social media ads (Instagram/Facebook) and Google ads
· Introducing discount codes and seasonal promotions online
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· Plus (+)
· Builds customer loyalty;
· Eco-friendly angle
· Low competition
· Reaches wider audience
· Cost-effective ads

· Minus (−)
· Requires logistics setup
· May have high initial cost;
· Limited new customer reach Requires tech investment;
· Time to build SEO
· Ongoing ads spend
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· Based on the PMI evaluation, Solution 2 (Website Redesign + Digital Marketing) is the preferred choice because

· It directly addresses the root cause: the outdated website and lack of digital presence
· Online competitors are already winning customers — Green Haven must compete on the same platform
· Digital marketing has a measurable, scalable ROI (Return on Investment)
· It can attract both new and returning customers across a wider geographic area
· Once built, the website runs 24/7, reducing reliance on foot traffic
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Risk	Likelihood	Impact	Score	Mitigation






managed hostingHigh web development cost
3
4
12
Use affordable platforms (ex Shopify)
Low initial online traffic
4
3
12
Invest in SEO and paid ads from launch
Negative customer reviews online
3
4
8
Monitor reviews; respond promptly
Technical issues with the website
3
3
9
Hire IT support or use
Staff lacking digital skills
3
3
9
Provide training for Liam & Priya
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· The most significant risks relate to cost and low initial traffic, both scoring 12
· These are manageable: using cost-effective platforms and SEO strategies can reduce both
risks significantly
· Risks with lower scores (e.g. technical issues, staff skills) can be addressed through training and reliable hosting
· Overall, no risk is rated as critical (score of 15+), making this solution viable to implement
· A proactive monitoring approach will ensure risks are identified early
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Activity	Timeline	Responsible	Resources


	Research & select website platform
	Week 1–2
	Liam
	Internet, budget

	Hire web developer or use template
	Week 2–4
	Priya
	£500–£1,500

	Build & test website (products, photos, checkout)
	Week 3–6
	Liam
	Time, device

	Set up social media profiles (Instagram, Facebook)
	Week 2–3
	Priya
	Free

	Launch paid ad campaigns (Instagram/Google Ads)
	Week 6–7
	Priya
	£200/month

	Gather customer feedback & optimise
	Week 8
	Both
	Survey tool
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· MART Criteria

· Specific


· Measurable

· Achievable


· Relevant

· Time-bound
· 
Details

· Increase online sales revenue through the new website and digital marketing campaign

· Achieving a 20% increase in online sales within 3 months of launch

· Based on current slight increase in online orders; realistic
with targeted ads

· Directly addresses the revenue decline and shift to online shopping

· To be achieved within 3 months of website launch (by Month
4)
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· Starting with platform research ensures informed decisions and cost control before committing financially
· Hiring a developer ensures a professional result; Shopify/Wix reduces cost and complexity
· Setting up social media early builds an audience before the website launches, generating anticipation
· Paid ads launched at Week 6 ensure the site is ready to receive traffic without wasted spend
· Feedback collection in Week 8 allows quick iteration and improvement based on real customer data
· Responsibilities are split between Liam (technical) and Priya (marketing) to maximize efficiency
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· Green Haven Florists has experienced a 30% in-store sales decline due to rising costs, competition and digital lag
· Two solutions were proposed: Subscription Box Service and Website Redesign + Digital Marketing
· PMI analysis showed Solution 2 is the stronger option — broader reach, scalable and measurable
· Risk analysis confirmed no critical risks with proper mitigation in place
· An 8-week phased implementation plan was developed with clear responsibilities
· A KPI (online revenue +20%) and SMART objectives will track success
· Regular monitoring via Google Analytics and surveys will ensure continuous improvement
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Weekly Track website traffic using Google Analytics (page views, bounce rate, conversions)

Monthly

Review online sales revenue against the 20% growth target

Monthly

Analyze social media engagement (likes, shares, followers, click-through rate)

Quarterly

Conduct customer satisfaction surveys to assess website usability and delivery experience

If KPI is not met by Month 4 Review ad strategy, improve website UX, or offer promotions




