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Introduction 
This report analyses the challenges faced by Green Haven Florists, an independent flower shop in Norwich, and proposes solutions to improve its declining performance. The report focuses on identifying the key issues impacting sales and evaluating potential strategies to address them. In particular, it considers the role of digital transformation in modern retail environments, where businesses must adapt to changing consumer behaviour (Chaffey, 2022). The report applies decision-making tools such as PMI analysis and risk analysis to assess alternative solutions and justify the most appropriate course of action for long-term sustainability and growth.

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists, established in 2016, built a strong reputation for bespoke floral arrangements and eco-friendly practices. However, over the past year, the business has experienced a 30% decline in in-store sales. This decline is largely due to reduced high street footfall and increased competition from online flower retailers offering convenience and lower prices (Kotler et al., 2019).
In addition, rising operational costs, particularly for imported flowers and sustainable materials, have reduced profit margins. Customer feedback also highlights weaknesses in the company’s digital presence, including an outdated website and limited online functionality. This has restricted the business’s ability to compete effectively in the growing e-commerce market (Chaffey, 2022).
Furthermore, the emergence of new competitors, including a boutique florist with strong social media engagement and a national chain with aggressive pricing strategies, has intensified competition. Overall, the problem is driven by external market changes, internal operational challenges, and a lack of digital adaptation. Without strategic intervention, the business risks continued to decline.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A 
· This solution involves redesigning the business’s website to create a fully functional e-commerce platform. The new website would be mobile-friendly, easy to navigate, and feature online ordering, flexible delivery options, and subscription services.
· PMI Analysis:
	           PLUS
	            MINUS
	          INTERESTING

	Expands market reach
	High setup costs
	Potential for data-driven marketing and growth

	increases convenience
	requires digital skills
	

	generates recurring revenue
	
	


This solution directly addresses declining sales by enabling Green Haven to compete in the online market. Subscription services can provide consistent income and improve customer retention.
Solution B 
This solution focuses on improving the in-store experience through workshops, events, and personalised services. Activities such as flower-arranging classes and seasonal promotions would attract customers and increase engagement.
	Plus (+)
	Minus (–)
	Interesting (I)

	Builds loyalty
	Limited scalability
	Creates social media marketing opportunities

	strengthens community relationships
	dependent on foot traffic
	


 PMI Analysis:

This solution leverages experiential retail to differentiate the business and rebuild customer relationships. However, its impact is limited to local customers and does not fully address the shift toward online shopping.


Justification for Selected Solution
The ideal solution is A because it helps solve the problem of change in consumer preference towards online purchasing of items. Although solution B improves the customer experience, it does not do enough to counteract the drop in traffic. In contrast, solution A offers scalability, expanded market access, and recurring revenue from subscriptions. Even though it comes with initial capital expenses, it is still worth the cost in comparison to its expected benefits. More importantly, this solution corresponds with the customers' demand for improved services.


[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Based on the results from your Risk Analysis:
Risks connected to Solution A include high cost of development, a lack of digital skills, and possibly poor customer uptake. The risks have been assessed based on their probabilities and impacts (Hillson, 2009). High costs might affect available finances, while inadequate digital skills may slow down implementation. Moreover, customers' adoption of the new system will take time.
Nevertheless, there is room to reduce risk through careful planning, staff training, and the delegation of technical duties to others. Marketing activities can help increase customer adoption. In conclusion, despite the presence of risks, they are easy to manage and do not exceed the potential benefits of the proposed solution.
Plan to Implement the Selected Solution 

	ACTION
	DESCRIPTION
	TIME
	STAFF RESPONSABILE

	Market research
	Find out what customers want and check competitors
	1–2 weeks
	Liam & Priya

	Website design
	Plan how the website will look and what it includes
	2–3 weeks
	Web designer

	Staff training
	Show staff how to use the website and manage orders
	1 week
	Priya

	Launch & marketing
	Launch website and promote it on social media
	Ongoing
	Liam + staff

	
	
	
	



The plan is in a simple order so it’s easier to follow. First, market research is done because the business needs to understand what customers want and also what competitors are doing. If they don’t do this, the website might not really help.
After that, the website design comes next. This makes sense because the design depends on the research. For example, if customers want delivery or easier ordering, then this should be included. A web designer will probably do this part because Liam and Priya are not very confident with technology.
Then staff training is done before the launch. This is important because staff need to know how to use the website and deal with orders. If they are not trained, it can cause confusion or mistakes. Priya will likely handle this because she is more involved in the daily work.
Finally, the website is launched and promoted. This is last because everything needs to be ready first. Liam will focus more on promotion, especially social media, to bring more customers.
Overall, I think the steps are in a good order because it helps avoid problems and makes the process easier to manage.

Means of Measuring Effectiveness of Implementation of Selected Solution
Data Gathering

Questionnaire

Number of questions: 10-12
Frequency: once a month
Duration: for 6 months

Observations

Activity on the website: clicks, time spent, purchases made

Reviews

Reviewed once a week

Who will be responsible for it?
Staff/marketing assistant

Can it be done?
Yes, since the methods to be used are easy and accessible

Type of Data? Purpose?

Quantitative data (sales statistics, visitors)
Qualitative data (consumer attitudes/views)
Purpose: determining how successful the site is at increasing sales and consumer experience

Time needed for gathering data
3-6 months
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales
	Increase website visitors
	Measurable
	Attainable
	Relevant
	Time-Bound

	
	+20%
	Yes
	Solves low sales problem
	6 months

	
	
	
	
	








	+20%
 
2000 per month
	YES

YES



	Solves low sales problem
Helps attract customers
	Six months

Four months


 Based on the KPI and SMART Objective table you have provided:

 KPIs discussed above are very significant for this study because they will help identify whether implementation of the website solution improved company performance. In particular, the online sales will be considered to be the primary KPI because it is an indicator showing that the proposed change was successful. Other indicators like website visits and conversion rates will also be relevant in measuring customer activity. For instance, if a lot of people come to the site but nobody purchases something it may signal about some problems.

SMART objectives are particularly helpful in terms of setting clear and attainable goals. For instance, to increase online sales by 20% during six months will be considered a specific objective and its results can easily be measured. At the same time, such an objective seems to be reasonable because e-commerce industry continues growing. Also, it is vital to attract as many visitors as possible.
COMCLUSION
To sum up, several problems have been revealed, including the loss of revenue, rising costs, and increasing competition. One of the main issues is the change in behavior when customers tend to buy goods on the Internet rather than visit retail stores.

Among the findings from the report, it was revealed that the most efficient way to tackle the problems is to create an e-commerce website. This way, it would be possible to attract more clients and enhance sales despite the existing risks associated with expenses and digital literacy, among other things.

Also, it is crucial to state that one should have a strategy or a plan in order to be able to achieve success. According to the implementation plan, it is quite easy to do. Moreover, the use of KPIs and SMART objectives is also vital to ensure success.

Therefore, being online is essential for success.
Proposed SMART objectives seem to be relevant because they aim at solving the main issue, decline in sales. Also, these objectives are time-limited. 
[bookmark: _Hlk208302504]
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The Key Performance Indicator is: 
Online sales growth
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