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[bookmark: _Toc213956363]Green Haven Florist Brief Overview 
Green Haven Florists has had a 30% drop in in-store sales because fewer people visit the high street and more customers now shop online. Costs for flowers and eco-friendly materials have also gone up. Customers say the website is old and hard to use, and they want better delivery options. Two new competitors, one strong on social media and the other offering low prices have made the situation harder. Liam and Priya need to understand these problems and make changes to help the business survive and grow.

[bookmark: _Toc213956364]Solution Proposal
· Solution 1: Digital Transformation and Improved Online Presence
This solution aims to modernise the business by upgrading the website, introducing online delivery subscription services, implementing digital marketing strategies, and offering a streamlined, user-friendly online purchasing experience. Key actions include developing a mobile-optimised website, integrating real-time delivery tracking, and increasing engagement through social media.
· Solution 2: Diversification into Event-Based Floral Services and Local Partnerships
This alternative solution focuses on expanding Green Haven’s revenue streams by offering specialised event floral arrangements for weddings, corporate events, and community functions. Additionally, it involves developing partnerships with local businesses for examples cafés, hotels, event planners to provide collaborative promotions and regular supply contracts. This approach reduces reliance on walk-in sales and focuses on stable, contract-based revenue.
[bookmark: _Toc213956365]Solution Justification 
Although both solutions could help, Solution A improving Green Haven’s online presence, is the best choice.
[bookmark: _Int_dSQNt9ys][bookmark: _Int_mMoXgL5U]This option matches what customers want today, as more people shop online because it is quick and easy. Updating the website also solves the main customer complaints about it being old and hard to use. It helps Green Haven compete with the new shops, especially the one that is highly active on social media and the national chain that offers low prices and fast delivery. A better online system would help Green Haven reach more people outside the local area and grow the business. Even though it costs money at first, it can increase online sales, bring back repeat customers, and help the business earn more in the future. For these reasons, Solution A is the best choice and will help Green Haven stay strong in the long run.
See Justification Table using PMI of solution1 in Appendix 1.
[bookmark: _Toc213956366]Basic Risk Analysis
[bookmark: _Int_O0wwuyDV][bookmark: _Int_eSzrPZeL][bookmark: _Int_q0h8LxNB][bookmark: _Int_HEeThzoU][bookmark: _Int_SMwgyVww][bookmark: _Int_fImhq2YU]The digital change plan has some risks, such as high setup costs, not enough digital skills, low website visitors, delivery problems, and online security issues. These were judged using three points: impact, likelihood, and control. Impact was given the most importance because big problems, like high costs, could seriously affect the business. Likelihood and control were rated lower since most risks can be managed with training and good planning. Even with these risks, the plan is reliable because they can be handled. With careful budgeting, learning new skills, and making changes step by step, Green Haven can succeed.
See Results Table of Risk Analysis in Appendix 2 

[bookmark: _Toc213956367]6 months plan to improve Green Haven Florists

To put the digital changes in place, Green Haven Florists can follow a simple six-month plan. In Month 1, Liam and Priya should look at what other florists are doing, ask customers what they want from the new website, decide how much money they can spend, and talk to a digital expert for advice. In Month 2, they can start building the new website by choosing a platform like Shopify or Wix, making pages for products, prices, and delivery, making sure the website works well on phones, and updating photos. In Month 3, they can start digital marketing by posting often on Instagram, Facebook, and TikTok, improving product descriptions, running online ads, and sending emails with offers. In Month 4, they can launch the new website and add subscription services, such as weekly or monthly flower deliveries, and promote them with discounts. In Month 5, they should ask customers for feedback, fix any website problems, and make the site easier to use. In Month 6, they can improve delivery by working with good couriers, adding delivery updates, checking the website’s progress, and changing their marketing plan if needed.
See appendix 3 for the implantation table plan 




[bookmark: _Toc213956368]
Measuring Effectiveness of Implementation of solution
[bookmark: _Int_e1ywm7qf]The main Key Performance Indicator (KPI) for Green Haven Florists is to increase online sales by 25% in six months. This shows if the new website and online marketing are helping the business grow. It is easy to measure by checking sales and website data. The SMART aims support this goal because they are clear and realistic. They focus on improving the website, getting more visitors, and increasing online sales in a set time. These goals are simple, specific, and can be measured, giving Liam and Priya a clear plan and enough time to see if the changes work.
See appendix 4 for KPI and smart Objective table

Key findings 
· Decline in in-store sales: Green Haven Florists has seen a 30% drop in shop sales due to fewer people visiting the high street and a growing shift toward online shopping.
· Outdated online presence: The shop’s website is old, hard to use, and does not meet customer expectations for convenience, delivery options, or subscriptions.
· Increased competition: new competitors, a stylish boutique florist with a strong social media presence and a national chain offering low prices have made it harder for Green Haven to keep customers.
· Rising costs: Prices for flowers and sustainable materials have increased, putting extra pressure on profits.
· Need for digital transformation: Improving the website, online marketing, and delivery options is the best solution to attract more customers, boost online sales, and secure the long-term future of the business.
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Appendixes


Appendix 1: Justification of solution1 Using PMI

Solution A
	Plus
	Minus
	Interesting

	Enhances competitiveness against online retailers
	Requires upfront investment in website redevelopment
	Could open national market beyond local area

	Improves customer experience and accessibility
	[bookmark: _Int_vDVssSFI]Requires digital marketing expertise
	Ability to introduce loyalty schemes and personalised recommendations

	Increases operational efficiency and order management
	Time-consuming to implement
	Social media could build community engagement and brand visibility

	Meets modern consumer expectations
	Risk if online traffic does not convert to revenue
	Potential for expansion into e-commerce product lines





Solution B

	PLUS 
	MINUS 
	INTERESTING 

	New income from weddings, corporate events, and community functions.
	Event work can be seasonal and unpredictable.
	Improves Green Haven’s image in the local community.

	Builds partnerships with cafés, hotels, and event planners.
	May need extra staff and time during busy periods.
	Opens doors for cross-promotions and joint marketing.

	More stable, contract-based income instead of walk-in sales.
	Faces intense competition from other event florists.
	Can help reach new customer groups and build brand awareness.

	Uses creativity for large, high-value projects.
	
	Encourages long-term partnerships and local recognition.







[bookmark: _Toc213956369]Appendix 2: Risk analysis table
	
	
	

	What could cause a risk?
	Likelihood (1–5)
	Impact (1–5)
	Risk Factor (L × I)
	What can you do to reduce this risk?
	If it happens – what can you do to minimise the impact?

	High setup costs for website and marketing tools.
	3
	5
	15
	Set a clear budget, compare developer quotes, and look for grants or low-cost platforms.
	Delay non-urgent features, focus on essential upgrades first, and adjust the marketing plan.

	Lack of digital skills among staff.
	4
	4
	16
	Provide short training, hire a freelancer or part-time digital marketer.
	Get outside help to manage online systems and prevent website downtime.

	Low website traffic and online sales at the start.
	3
	4
	12
	Use SEO, social media ads, and regular updates to increase visibility.
	Offer discounts, improve user experience, and gather customer feedback.

	[bookmark: _Int_nVVMlxbx]Delivery delays or logistics issues.
	3
	3
	9
	Partner with trusted local couriers and use clear delivery tracking.
	Communicate quickly with customers and offer refunds or replacements if needed.

	Online security or payment problems.
	2
	5
	10
	Use secure payment systems (SSL) and keep software updated.
	[bookmark: _Int_JpIa9Mh1]Inform customers immediately and work with IT support to fix issues quickly.




 

[bookmark: _Toc213956370]Appendix 3: Implementation table

	Task No.
	WHAT 
	WHEN 
	WHO 
	Done

	1
	Research competitors, survey customers about website features, set a budget, and get advice from a digital expert.
	Month 1
	Liam and Priya
	Competitor research and customer survey finished; budget approved.

	2
	Start building the new website using Shopify or Wix, add product, price, and delivery pages, ensure it works on phones, and update photos.
	Month 2
	Web developer / Liam
	Website structure built and product photos updated.

	3
	Begin digital marketing: post on Instagram, Facebook, and TikTok, improve product descriptions, run online ads, and send promotional emails.
	Month 3
	Priya / Marketing assistant
	Social media pages active; first digital ad campaign launched.

	4
	Launch the new website and add subscription services (weekly or monthly flower deliveries). Promote with discounts and email offers.
	Month 4
	Liam and Priya
	Website live; subscription service and promotional emails launched.

	5
	Collect customer feedback, fix website problems, and make the site easier to use and navigate.
	Month 5
	Web developer / Liam
	Feedback collected; website speed and navigation improved.

	6
	Improve delivery by working with reliable couriers, add delivery tracking, review website performance, and adjust the marketing plan.
	Month 6
	Priya
	New courier partnership set up; delivery tracking added, performance reviewed.






[bookmark: _Toc213956371]Appendix 4: Key Performance indicator table 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Liam and Priya will improve Green Haven’s online presence by creating a new website, updating social media pages, and adding delivery and subscription options.
	Increase online sales by 25% and website visitors by 15% through better digital marketing.
	The goals are realistic because Liam and Priya already have loyal customers and can use new online tools to reach more people.
	This goal helps solve the main problem of falling in-store sales and keeps Green Haven competitive.
	Liam and Priya aim to achieve these results within six months of launching the new digital plan.
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