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Introduction
This report examines the challenges currently facing Green Haven Florists and proposes two practical solutions to aid their recovery. It begins by providing an overview of the business and its key performance issues, such as reduced foot traffic, rising costs, and increased competition from online florists. The report then presents two alternative solutions, supported by analysis and justification. The preferred solution is selected based on its impact and suitability for the business. Additionally, a risk analysis, implementation plan, and methods for measuring effectiveness are included. The report concludes with key findings and recommendations for moving forward.

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists, a small independent flower shop in Norwich, has recently faced a significant decline in performance. Over the past year, the business has experienced a 30% drop in in-store sales primarily due to reduced foot traffic on the high street. The closure of many nearby shops and the increasing preference for convenience and lower prices offered by large online flower retailers have contributed to this decline. While online orders have slightly increased, they are not enough to offset the fall in walk-in customers. Rising operational costs, including increased imported flower prices due to supply chain issues and inflation, and the cost of maintaining the shop’s commitment to sustainable materials, have further added pressure. Customer feedback has also highlighted issues such as an outdated website, limited delivery options, and inconsistent digital marketing. To make matters worse, two new competitors have entered the local market: a boutique florist with a strong social media presence and a national chain offering aggressive pricing. These factors combined have made it difficult for Green Haven Florists to remain competitive and profitable, creating an urgent need for strategic change.

Solution A: Improve the website
Solution A focuses on redesigning Green Haven’s outdated website and improving their digital marketing. This includes creating a modern, easy‑to‑use website, adding online ordering features, improving product photos, and using social media and targeted ads to reach more customers.
	Plus
	Minus
	Interesting

	Improved website
	Costs money to set up
	Could introduce subscriptions

	Stronger digital marketing
	Takes time to mange
	Can reach younger audiences

	Build an online customer base
	Results may be slow at first
	Allows targeted advertising

	Modernizing the business
	
	Can track customer behavior

	Boosts online visibility
	
	Loyalty rewards

	Strengthens brand sales
	
	



Improving the website and digital marketing strategies will help Green Haven attract more customers at a time when footfall on the high street is declining. A modern, user-friendly website simplifies browsing and ordering, while targeted digital marketing, including social media posts and ads, enhances the shop’s visibility and competes effectively with established online florists. This approach also enables Green Haven to reach younger customers who prefer online shopping. While it requires investment, this solution provides a practical means to boost sales, enhance customer engagement, and support long-term business growth.

Solution B: Introduce subscription & loyalty services
	Plus
	Minus
	Interesting

	Builds repeat customers
	May take time to attract subscribes
	Can be promoted online

	Creates steady monthly income
	Requires promotion and tracking
	Could attract corporate clients

	Makes the company stand out
	Some customers prefer one off purchases
	Encourages long term habits

	Strengthens customer relationships
	
	Allows themed monthly bouquets


Solution B focuses on creating a monthly flower subscription service and a loyalty programme. Customers can sign up for regular deliveries, while repeat shoppers earn points or rewards. This encourages consistent income and builds long‑term customer relationships.


A subscription and loyalty service would help Green Haven Florists keep regular customers and generate consistent income. Subscriptions ensure monthly sales and make it easier to plan stock and deliveries. Loyalty rewards encourage repeat visits and help the shop compete with larger online florists. This approach also builds stronger relationships with customers who value convenience and personal service. Although it requires organisation and marketing, it offers a practical way to stabilise sales, improve customer satisfaction, and support long‑term business growth.
Justification for Selected Solution
Solution A is the most suitable option because it directly addresses the main causes of Green Haven’s decline: reduced foot traffic, strong online competition, and an outdated website. Improving the website and digital marketing will help the business reach more customers, increase online orders, and compete more effectively with larger florists. This solution also supports long‑term growth, as more customers now prefer to shop online. While it requires some investment, the potential increase in visibility and sales makes it the most impactful and realistic option. The weightings favour Solution A because it solves the core problem more effectively than Solution B.
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The main risks of Solution A include the cost of redesigning the website, the time needed to manage digital marketing, and the possibility that online engagement may grow slowly at first. There is also a risk that Liam and Priya may lack the digital skills required. The criteria used in the risk analysis focus on cost, time, skills, and impact on sales, as these are the most relevant factors for a small business with limited resources. Although the risks are real, they can be reduced through training, phased improvements, and using affordable marketing tools, making the solution manageable and worthwhile.

[bookmark: _Hlk205981406]Plan to Implement the Selected Solution
	Action
	Description
	Time
	Staff responsible

	Launch campaign
	Promote the new website and services
	1 week
	Liam & Priya

	Website redesign
	Update layout, improve navigation, add clear product photos and online ordering
	4 weeks
	External web designer + Liam

	Improve social media
	Create regular posts, promote offers, share bouquet photos
	Ongoing (start immediately)
	Priya

	Set up targeted ads
	Use Facebook/Instagram ads to reach local customers
	1 week to set up
	External marketer

	Add delivery options
	Introduce clearer delivery choices and pricing
	1 week
	Liam

	Train staff
	Basic training on updating website and posting online
	3 days
	External trainer




Green Haven Florists’ task order ensures a structured and manageable approach to improving their online presence. The website redesign, the core issue affecting customer experience, is prioritised first. An external web designer, Liam, oversees the process, ensuring the brand identity is maintained. Once the website work begins, Priya can start improving social media activity, which helps build interest and prepares customers for the website launch.  Setting up targeted adverts follows, utilising an external marketer’s expertise to reach the right audience. After the website structure is in place, adding clearer delivery options is scheduled to ensure a smooth ordering experience for customers. Staff training is included to ensure Liam and Priya can manage updates independently in the future, reducing long-term costs. Finally, the launch campaign brings all the work together, promoting the new website and improved services to increase visibility, attract customers, and support long-term growth. This logical, efficient, and achievable sequence is suitable for a small business.
Means of Measuring Effectiveness of Implementation of Selected Solution
The first KPI is an increase in online orders, which reflects whether the improved website and digital marketing are attracting more customers. Another KPI is website traffic, which shows whether the business is reaching a wider audience. Social media engagement is also included, as stronger digital activity should lead to more likes, comments, and interactions. Finally, customer satisfaction will be monitored through feedback and reviews to ensure the improvements meet customer expectations.
The SMART objectives support these KPIs by providing specific and measurable targets. For example, increasing online orders by 20% within three months is realistic and directly linked to the website redesign. Improving social media engagement by posting three times per week is achievable and time-bound. Increasing website traffic by 30% within two months is also measurable and relevant to the overall goal of boosting visibility.
2These objectives are appropriate because they focus on the areas most affected by the business problem and provide a clear way to track progress. Together, the KPIs and SMART objectives ensure the solution can be evaluated effectively.
Conclusion:
8In conclusion, this report reveals that Green Haven Florists is grappling with several critical challenges that have significantly impacted its sales and long-term stability. The primary issues include a steep decline in foot traffic, intense competition from online florists, rising operational costs, and deficiencies in the business’s digital presence. These factors have collectively eroded profitability, making it challenging for the shop to retain customers and attract new ones.
Two solutions were explored, but the analysis indicates that enhancing the website and bolstering digital marketing is the most effective approach. This solution directly addresses the core problems by increasing visibility, attracting online customers, and modernising the business. The risk analysis, implementation plan, and SMART objectives demonstrate that this solution is achievable and can be effectively measured through online orders, website traffic, and customer engagement.
Overall, the findings underscore the urgent need for Green Haven Florists to adapt to evolving customer behaviour and strengthen its online presence to remain competitive and sustainable in the future.
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The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	2

Questionnaire

Observation

Reviews



	

How many Qs?

Which days?
How long? 

	

Who is going to do it?

 Is it attainable?





	

What type of data? On what? What’s the point?


	


How long will it take to collect the data?
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