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Introduction 
This report examines the main business problems affecting Green Haven Florists, a small flower shop in Norwich, UK. The aim is to identify the key causes of the shop’s decline in sales and to present two alternative solutions that could improve performance. One of these solutions will be selected and justified using an evaluation tool. The report also includes a basic risk analysis, an implementation plan, and methods for measuring effectiveness through KPIs and SMART objectives. As consumer behaviour continues to shift strongly toward online purchasing (McKinsey & Company, 2023), the report provides recommendations to help Green Haven adapt and regain competitiveness. 

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists has recently experienced a 30% decline in in-store sales Several factors contribute to this problem. One major issue is the change in customer behavior, as many consumers now prefer to shop online, where prices are lower and delivery is fast. New competition has also increased pressure on the business. A boutique florist with a strong Instagram presence and a national chain with low prices have entered the local market, making it harder for Green Haven to stand out.
The shop is also facing rising operational costs, including higher prices for fresh flowers and sustainable packaging. These costs make it more difficult to maintain profitability. In addition, customer feedback shows that the website is outdated and difficult to use. Many customers want more flexible delivery options, including subscriptions and same-day delivery.
Digital marketing is another weakness as business relies mostly on word-of-mouth, instead of structured online strategies that small businesses increasingly use to grow (HubSpot, 2024).Together, these issues show that Green Haven needs to modernise, improve its online services, and strengthen its digital marketing strategy to remain competitive.  

[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A : Improve digital Presence
Solution A focuses on improving Green Haven’s digital presence. This includes creating a modern, user-friendly website, adding online ordering, and offering flexible delivery options. The shop could also introduce subscription services and promote products through social media campaigns. A stronger online presence would attract younger customers and improve convenience for all clients.
PMI Summary A:
	PMI
	Solution A: Modernise the shop & online experience

	PLUS (P)
	*Improves visibility
*Modernises the business
*Meets customer expectations for online shopping.

	MINUS (M)
	*Initial investment cost
*Need for technical training

	INTERESTING(I)
	*Potential partnership with local influencers



This solution addresses the main causes of the business problem by modernising the shop, increasing visibility, and meeting customer expectations for online shopping.

Solution B: Expand in-store Experience
Solution B recommends expanding the in-store experience to attract more customers. This could include offering floral workshops, creating seasonal displays, and introducing exclusive premium bouquets. This aligns with market trends where florists differentiate themselves through unique experiences (IBISWorld, 2023).

PMI Summary :
	PMI
	Solution B: Expand in-store experience

	PLUS (P)
	*Differentiates the shop from competitors
*Increases local community engagement.


	MINUS (M)
	*Requires staff time
*Limited impact it foot traffic continues to decline

	INTERESTING(I)
	*Potential media coverage from local events.



This solution addresses the problem by making the store a unique destination and increasing customer loyalty.

Justification for Selected Solution
Solution A is the most appropriate option because it directly addresses the main causes of the business problem: rising online competition and changing customer expectations for digital convenience (Statista, 2023). While Solution B improves the in-store experience, it does not fully solve the issue of declining foot traffic. Solution A offers higher long-term benefits, including increased visibility, improved customer satisfaction, and growth in online sales. The PMI analysis also shows that Solution A has more advantages and greater strategic value.
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The main risks of Solution A include the initial cost of website development, technical problems, and the need for staff training. These risks are common when small retailers adopt new digital systems (Shopify, 2024). The analysis used criteria such as cost, likelihood, and impact to evaluate each risk. Although these risks exist, they are manageable through careful planning, professional support, and ongoing monitoring. Overall, the risk level is acceptable compared to the potential benefits.
Plan to Implement the Selected Solution
The implementation of Solution A will follow a structured plan.
Step 1: Hire a professional web developer to redesign the website (Weeks 1–2). This ensures the platform is modern and easy to use.
Step 2: Add online ordering, delivery scheduling, and subscription options (Weeks 3–4). These features respond directly to customer needs.
Step 3: Train staff to manage online orders and use the digital system (Week 5). This is essential for smooth operations.
Step 4: Launch a social media campaign on Instagram and Facebook (Weeks 6–7). This will increase awareness and attract new customers.
Step 5: Monitor customer feedback and fix any website issues (Ongoing).
Step 6: Evaluate performance after two months based on KPIs.
This order is logical because it ensures the technology is ready before marketing begins. The plan requires collaboration between owners, staff, and a web developer. The cost includes website development, software tools, and marketing materials. Overall, this plan is realistic and supports long-term business growth.

Means of Measuring Effectiveness of Implementation of Selected Solution

Effectiveness will be measured using clear KPIs and SMART objectives.
KPIs:
	•	Increase online sales by 20% within three months.
	•	Improve website traffic by 30% after the launch.
	•	Achieve at least 4.5/5 in customer satisfaction ratings.
	•	Increase social media engagement by 50%.

SMART Objectives:
	•	Specific: Launch a modern website with online ordering.
	•	Measurable: Track sales, website visits, and customer reviews.
	•	Achievable: Based on current demand and competition.
	•	Relevant: Addresses the main business problems.
	•	Time-bound: Achieve targets within three months.

These KPIs will allow the owners to understand whether the solution is effective. Regular monitoring will help identify areas that need improvement and ensure continuous development.





The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

-Questionnaire: Customer satisfaction survey after launch.
-Observation: Website traffic, user behaviour, checkout flow. Reviews: Customer reviews and feedback on online ordering.
	

How many Qs? Which days? How long?
-Questionnaire: Around 8–10 questions focusing on satisfaction and ease of use.
-Observation: Daily monitoring throughout the 3-month period.
-Reviews: Collect and analyse all reviews submitted during the monitoring period.
	

 Who is going to do it? Is it attainable?
Conducted by the marketing team or website manager. It is attainable because the new website and improved system make increased sales and engagement realistic.

	

What type of data
Website visits, sales, conversions On what? What’s the point?
Collect data on website visits, conversion rates, satisfaction scores, and online reviews. Focus on the new online ordering system. The point is to evaluate whether the website improvements lead to increased online sales by 20%.

	


How long will it take to collect the data?
Data will be collected continuously over the three-month evaluation period, matching the KPI deadline.



Conclusion:
This report examined the main challenges faced by Green Haven Florists and identified the causes of declining sales. Two solutions were proposed: improving the digital presence and expanding the in-store experience. After evaluating both options, Solution A was selected as the most effective because it directly responds to customer expectations and market trends. The risk analysis showed that the risks are manageable, and the implementation plan outlines clear steps for successful execution. The KPIs and SMART objectives will help the business measure progress and make improvements. The key findings highlight the importance of modernisation, digital marketing, customer convenience, and continuous evaluation. By following these recommendations, Green Haven can strengthen its competitive position and achieve long-term sustainability.
Key Findings
This report investigated the main challenges faced by Green Haven Florists and analysed two possible solutions to address the decline in sales. The first key finding is that the business problem is strongly connected to changes in customer behaviour, especially the shift toward online shopping. This means the shop must modernise to remain competitive. The second key finding is that competition has increased significantly, both from a boutique florist with strong social media presence and from a national chain offering low prices. This highlights the need for a stronger online strategy.
A third key finding is that customers expect convenience, including flexible delivery options and a user-friendly website. Improving the digital experience is essential to meeting customer expectations. The fourth key finding is that the business has weaknesses in digital marketing and currently relies too much on word-of-mouth. Strengthening online communication is necessary for attracting new customers. Finally, the analysis showed that Solution A improving the digital presence provides greater long-term value and directly addresses the root causes of the problem. The overall conclusion is that digital modernisation is essential for future growth and sustainability.
[bookmark: _Hlk208302504]
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