Green Haven Florists – Business Report   
Retaj Al-Sharifi, 2514918
1. Green Haven Florists, a small independent flower shop located in Norwich, has seen a significant 30% drop in in-store sales, attributed to decreased customer traffic, rising operational costs, and heightened competition from online retailers. Although there has been a slight uptick in online sales, it has not compensated for the overall decline in revenue. The business is further challenged by an outdated website, limited digital marketing efforts, and escalating supply costs. Competitors with robust social media engagement and efficient delivery services have increased the competitive pressure. The fundamental issue lies in Green Haven's struggle to adapt to the digital retail landscape while ensuring profitability, leading to diminishing sales and a weakened position in a fast-changing market.
2. Solution 1: Website Redesign & E-commerce Expansion 
Green Haven should prioritize the development of a contemporary, user-friendly website that incorporates e-commerce functionality. This redesign should focus on mobile optimization, intuitive navigation, and secure payment methods. Additionally, implementing features such as same-day delivery, subscription services, and customizable bouquet options would significantly enhance customer convenience. Research by Chaffey (2022) indicates that robust digital platforms can greatly improve customer engagement and boost sales performance.
Solution 2: Social media & Digital Marketing Strategy 
To enhance its online presence, the business should adopt a comprehensive digital marketing strategy that prioritizes platforms such as Instagram and TikTok. This approach should encompass consistent content creation, including showcasing bouquet designs and sharing behind-the-scenes footage, alongside collaborations with influencers and targeted advertising campaigns. Engaging on social media not only boosts brand visibility but also fosters customer interaction (Tuten & Solomon, 2020). Furthermore, integrating email marketing and promotional offers can incentivize repeat purchases. 
Collectively, these strategies are designed to attract new customers and mitigate the impact of declining foot traffic.

3A. Evaluation using PMI Analysis
Solution 1: Website Upgrade
Plus (+):
-Increases online sales potential
-Improves user experience 
-Enables subscription services 
Minus (-):
-High initial cost
-Requires technical expertise
-Maintenance costs
Interesting (I):
-opportunity to collect customer data for marketing 
-Potential for long-term scalability
Solution 2: Social media marketing
Plus (+):
-low cost compared to website development
-increases brand awareness
-engages younger audience
Minus (-):
-Time-consuming
-Results may take time
-Requires consistent content
Interesting (I): 
-viral potential
-influencer partnerships 

3B. The optimal approach involves redesigning the website and expanding e-commerce capabilities, as this strategy directly tackles the fundamental problem of declining sales. While enhancing social media presence can boost visibility, it does not ensure conversions without a robust online purchasing system. A contemporary website facilitates seamless product browsing and purchasing, thereby driving revenue growth. Moreover, incorporating features like delivery options and subscription services can establish recurring revenue streams. Although the initial investment may be substantial, the long-term advantages significantly surpass the costs. Research indicates that businesses with well-developed e-commerce platforms tend to achieve greater growth and improved customer retention (Laudon & Traver, 2021).


4A. Risk analysis
	Risk
	Likelihood
	Impact
	Mitigation

	High development cost
	Medium
	High
	Budget planning, phased rollout

	Technical issues
	Medium
	Medium
	Hire professionals, testing

	Low customer adoption
	Low
	High
	Marketing campaigns

	Competitor response
	Medium
	Medium
	Continuous innovation



[bookmark: _Int_J7zwOKfh]4B. The primary risks linked to the website upgrade involve substantial development expenses and the possibility of technical complications. These challenges can be alleviated through meticulous financial planning and the engagement of skilled developers. Additionally, there is a concern that customers may be slow to embrace the new platform; however, this can be countered with strategic marketing and promotional efforts. While competitor's responses may intensify market pressures, ongoing innovation can sustain a competitive advantage. In summary, although risks are present, they are manageable and do not overshadow the long-term advantages of enhanced online sales and a better customer experience.

5A. Implementation plan 
Step 1: conduct market research (weeks 1-2)
Step 2: hire web developer (weeks 3-4)
Step 3: design and develop website (weeks 5-10)
Step 4: test website (weeks 11-12)
Step 5: launch website (week 13)
Step 6: promote via social media and email (ongoing)

5B.  The implementation plan is structured logically, starting with research to identify customer needs, which ensures the final product is both relevant and effective. Engaging professionals guarantee high technical standards, while thorough testing minimizes the risk of errors prior to launch. A phased timeline facilitates manageable progress and effective cost management. Post-launch promotion is crucial for raising customer awareness and directing traffic to the website. Clearly defined responsibilities, such as management overseeing development and marketing promotion, foster accountability. This organized approach adheres to project management principles, thereby enhancing the chances of successful implementation.

6A.   KPI & SMART Objectives

KPI: Monthly online sales revenue
Smart objectives:
-Increase online sales by 25% within 6 months 
-Achieve 1,000 monthly website visitors within 3 months
-Convert 10% of website visitors into customers 
-Gain 500 new online customers within 6 months 

6B. Key performance indicators (KPIs) will be assessed through website analytics tools like Google Analytics, which will track metrics such as visitor counts, conversion rates, and sales revenue to evaluate overall performance. Monthly reviews will help identify trends and highlight areas needing improvement. Should targets fall short, strategies such as enhanced marketing efforts or website optimization can be employed. Ongoing monitoring is crucial to ensure that the strategy remains effective and aligned with the organization's objectives. As noted by Kotler et al. (2020), measuring performance is vital for achieving strategic success and fostering long-term growth.

7.  Key findings 
- Green Haven is experiencing a downturn in sales due to decreased foot traffic and increased competition. 
- Embracing digital transformation is crucial for the company's survival. 
- Upgrading the website can significantly enhance revenue generation. 
- Engaging in social media marketing fosters customer interaction and loyalty. 
- Risks associated with transformation can be mitigated through careful planning. 
- Implementation should follow a structured approach with defined roles and responsibilities. 
- KPIs are essential for monitoring progress and facilitating improvements. 
- Long-term viability hinges on the ability to adapt to evolving online consumer behaviors. 
- Continuous assessment and adaptation are necessary for sustained success in a competitive landscape.
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