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1. Introduction
Green Haven Florists is a small independent flower shop in Norwich that is known for its high-quality flower arrangements, friendly customer service and environmentally friendly packaging. However, over the past year the business has seen a 30% drop in its in-store sales. This has happened because fewer people are shopping on the high street, more customers are buying flowers online and the business is facing higher costs due to inflation. Customers have also said that the company's website is outdated and they would like better online ordering and delivery options. According to Burns (2022), small businesses need to adapt to changes in the market if they want to stay competitive. This report will discuss two possible solutions, compare them using Grid Analysis and recommend the best option for Green Haven Florists.

2. Proposed Solutions
Solution 1 – Improve the Digital Presence
The first solution is to improve Green Haven Florists' online presence. This could include creating a modern website that is easy to use on computers and mobile phones. Customers should be able to order flowers online, pay securely and choose delivery options. The business should also become more active on social media by regularly posting on Instagram, Facebook and TikTok.
Kotler, Keller and Chernev (2022) explain that customers expect businesses to provide easy online shopping experiences. Chaffey and Ellis-Chadwick (2022) also state that digital marketing helps businesses reach more customers and improve customer engagement. By improving its online services, Green Haven Florists could attract new customers while keeping existing ones.
Solution 2 – Introduce a Loyalty and Subscription Scheme
The second solution is to introduce a customer loyalty scheme and a monthly flower subscription service. Customers could earn reward points every time they buy flowers and receive discounts or free delivery after spending a certain amount.
Kotler et al. (2022) explain that loyalty programmes encourage repeat purchases and help businesses build stronger relationships with customers. A monthly subscription service would also give the business a more reliable source of income throughout the year.
Although this option would improve customer loyalty, it would not solve the problems with the company's website or online presence.

3. Evaluation of the Solutions
A Grid Analysis was used to compare the two solutions. The comparison looked at cost, customer impact, long-term growth, competitive advantage and how easy each solution would be to introduce.
The results show that improving the digital presence is the better option. Although it costs more to set up, it solves more of the problems identified in the case study. It would improve the customer experience, make the business more competitive and help increase both online and in-store sales.
The loyalty programme is cheaper and easier to introduce, but it would not improve the company's technology or help it compete with online flower retailers.

4. Preferred Solution
The preferred solution is to improve Green Haven Florists' digital presence.
This option deals with the main problems identified in the case study, including changing customer shopping habits, increased competition and the outdated website. Chaffey and Ellis-Chadwick (2022) explain that businesses with strong digital marketing strategies are better able to attract and keep customers. A new website combined with regular social media marketing would make it easier for customers to buy products and learn about the business. Although this option requires more investment, it is likely to provide greater long-term benefits.

5. Risk Analysis
Every business decision involves some risks. One of the biggest risks is the cost of creating a new website and running online marketing campaigns. Another risk is that staff may need training to use the new system. There is also a chance that customers may continue using competitors if they are unaware of the improvements.
Slack and Brandon-Jones (2023) explain that identifying risks early allows businesses to plan ways to reduce them. Green Haven Florists can reduce these risks by planning a realistic budget, providing staff training and promoting the new website through social media.

6. Implementation Plan
The new digital strategy should be introduced over a period of three months.
The first month should focus on designing the new website and planning the online marketing campaign. During the second month, staff should receive training while the website is tested. In the third month, the website can be launched together with social media advertising and online ordering.
Liam and Priya should monitor progress every week to make sure everything is completed on time and within budget.

7. KPI and SMART Objectives
The Key Performance Indicator (KPI) for this project will be monthly online sales.
The business should aim to:
· Increase online sales by 25% within six months.
· Increase website visitors by 40% within six months.
· Gain 1,000 new Instagram followers within six months.
· Increase repeat customer purchases by 20% within one year.
· Achieve a customer satisfaction score of at least 90%.
These objectives are SMART because they are specific, measurable, achievable, relevant and time-bound.


8. Monitoring and Evaluation
The business should check its progress every month by reviewing online sales, website traffic, customer feedback and social media activity.
Kotler et al. (2022) explain that businesses should regularly measure their performance to see whether their marketing strategies are working. If the targets are not being met, Green Haven Florists should review its marketing activities and make changes where necessary. Monitoring performance will help the business continue improving over time.

9. Key Findings
This report found that Green Haven Florists is facing several challenges, including declining sales, increasing competition and changing customer behaviour. Two possible solutions were considered, but improving the business's digital presence was identified as the strongest option because it addresses the main problems facing the company. Although there are some risks, these can be managed through careful planning and staff training. If the recommendations in this report are followed, Green Haven Florists should be able to improve customer satisfaction, increase sales and become more competitive in the future.
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Appendix 1 – Grid Analysis
	Criteria
	Improve Digital Presence
	Loyalty Programme

	Cost
	3
	5

	Customer Impact
	5
	4

	Long-term Growth
	5
	3

	Competitive Advantage
	5
	3

	Ease of Implementation
	3
	5

	Total
	21
	20



Appendix 2 – Risk Analysis
	Risk
	Likelihood
	Impact
	Mitigation

	High implementation cost
	Medium
	High
	Set a clear budget and monitor spending

	Staff need digital training
	Medium
	Medium
	Provide training before launch

	Website launch delays
	Low
	Medium
	Use a project timeline and regular reviews

	Customers do not use the website
	Medium
	High
	Promote the website through social media and email








Appendix 3 – Implementation Plan
	Activity
	Person Responsible
	Timeline

	Design new website
	Web developer
	Weeks 1–4

	Staff training
	Liam and Priya
	Weeks 2–5

	Social media campaign
	Marketing support
	Weeks 4–8

	Launch website
	Liam and Priya
	Week 8

	Review progress
	Management
	Every month



Appendix 4 – KPI and SMART Objectives
KPI: Monthly online sales revenue
	SMART Objective
	Target

	Increase online sales
	25% within 6 months

	Increase website visitors
	40% within 6 months

	Increase repeat customers
	20% within 12 months

	Customer satisfaction
	90% or above

	Instagram followers
	Increase by 1,000



