Business Consultancy Report: Green Haven Florists
Task 1: Overview of Case Study
Green Haven Florists is a small independent flower shop based in Norwich. Over the past year, the business has faced a 30% drop in in-store sales. The main problem is that the business has not adapted to the rise of online shopping. Many customers now prefer ordering flowers online because it is quicker and often cheaper. Other issues include an outdated website, limited delivery options, and rising costs. Competition has also increased. Overall, the main issue is lack of digital development and changing customer behaviour.
Task 2: Solution A
Solution A is to improve the company’s website and introduce digital marketing. This includes creating an easy-to-use website with online ordering and delivery options. Social media and email marketing can also attract more customers. This will increase online sales and match current trends.
Task 2: Solution B
Solution B focuses on improving the in-store experience through workshops, loyalty schemes, and partnerships. This helps customer relationships but may not fully solve the problem of reduced foot traffic.
Task 3a: Grid Analysis
A Grid Analysis was used to evaluate both solutions (see Appendix 1). It compares options using criteria such as cost, impact, and sustainability. This method helps decision-making and reduces bias (Mind Tools, 2023).
Task 3b: Evaluation
Solution A is the better option because it has a bigger impact and supports long-term growth. It scored higher based on key criteria like impact and sustainability.
Task 4a: Risk Analysis
[bookmark: _Int_RtTrB4DP][bookmark: _Int_6DbokFhw]A Risk Analysis was carried out to identify risks (see Appendix 2). This included cost, technical issues, and skills gaps. Risk analysis helps reduce uncertainty (Hopkin, 2018).
Task 4b: Risk Justification
[bookmark: _Int_kJAbUUqX]The risks can be managed through training and outsourcing. The benefits of digital growth outweigh the risks, making the solution possible.
Task 5b: Implementation Justification
[bookmark: _Int_mYIZbnR0]The plan starts with website development, then testing, then launch. Marketing follows after launch. This order ensures everything works properly before promotion.
Task 6b: KPI and SMART
The KPI is online sales revenue. A SMART objective is to increase online sales by 25% in 6 months. This helps track success clearly.
Task 7: Key Findings
- Lack of digital presence is the main issue
- Online competition is rising
- Solution A is best
- Risks are manageable
- Planning is important
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Appendices
Appendix 1: Grid Analysis Table
	Criteria
	Weight
	Solution A Score
	Solution B Score
	Notes

	Cost
	20%
	3
	4
	Solution B cheaper

	Impact
	40%
	5
	3
	A higher impact

	Feasibility
	20%
	4
	3
	 A Manageable

	Sustainability
	20%
	5
	3
	A long-term


Source: Mind Tools (2023) Decision Matrix Analysis
Appendix 2: Risk Analysis Table
	Risk
	Likelihood
	Impact
	Mitigation

	High costs
	Medium
	High
	Budget planning

	Technical issues
	Medium
	High
	Hire experts

	Lack of skills
	High
	Medium
	Staff training


Source: Hopkin (2018) Fundamentals of Risk Management




