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[bookmark: _Toc212341867]Introduction 
Green Haven Florists, a small independent florist in Norwich, UK, has a number of issues.  Over the last year, the store has seen a 30% decrease in sales in the shop due mainly to customers choosing to shop online instead of in the shop. The shop is also facing increased competition from big online flower delivery sites, such as Bloom & Wild and Interflora, which have fast delivery and lower prices. Rising import and energy costs are also hurting the shop's profits. The old website and old system of delivery of the shop make it difficult for customers to purchase from them, which detracts from the shop's reputation. In order to survive and remain competitive, Green Haven Florists must adapt to the new shopping habits.

[bookmark: _Toc212341868]Problem Analysis and Information Gathering
Green Haven Florists is experiencing several related performance problems that have resulted in a sharp decrease in sales. The most severe issue is a 30% decrease in in-store sales in the last year due to internal and external factors. Increased operational costs, with increased prices of imported flowers, packaging materials, and utilities, have placed financial strain on the business (Nauril Arzania and Nurhayati 2025). The location of the shop on a high street has also become less favourable as many other stores on the street have closed and therefore we will have fewer walk-in customers. At the same time, more consumers are now choosing the convenience and lower prices of online flower retailers that offer same-day delivery, which leaves Green Haven unable to compete. From the result of the survey and product reviews, it was found that the consumers are dissatisfied with the outdated website, delivery options, and slow order placement online (Jinal Momaya and Muley, 2022). In addition, market trends indicate growing desire for cheap and sustainable shopping. Competitor analysis shows that new local florists with strong social media presence and national chains with aggressive prices are increasing competition and threatening the long-term sustainability of the store.

[bookmark: _Toc212341869]Alternative Solutions
[bookmark: _Toc212341870]Solution 1: Enhance Online Presence
The best strategy for Green Haven Florists is to improve its online presence. Website re-engineering, introducing subscription and flexible delivery services, enhanced online payments and social media ordering will increase customer convenience, satisfaction and overall sales performance.
	Evaluation Criteria
	Plus
	Minus
	Implications

	Solution 1: Enhance Online Presence
	- Increased accessibility to a wider customer base beyond local foot traffic. - Potential for increased sales through subscription services and easier online transactions. - Improved customer engagement via social media and digital marketing.
	- High upfront costs for website redevelopment and digital marketing. - Time-consuming integration of subscription models and new delivery options.
	- Stronger market positioning by reaching eco-conscious and convenience-driven consumers. - Increased brand loyalty due to better customer experience which can counter competition from online flower retailers.


[bookmark: _Toc212341871]Solution 2: Revamping In-Store Experience
By offering floral workshops, seasonal events, loyalty programmes with discounts and special promotions, Green Haven Florists can enhance its in-store experience. Staff training for personalised service according to customer preferences can further increase customer satisfaction and retention (Bariha, 2021).
	Evaluation Criteria
	Plus
	Minus
	Implications

	Solution 2: Revamping In-Store Experience
	- Personal communication with the local community, building brand loyalty. - Opportunities to differentiate from competitors through unique in-store experiences. - Potential to increase foot traffic and local sales.
	- Limited scalability compared to online expansion, as the customer base is still geographically restricted. - High operational costs for hosting events, maintaining staff training, and managing loyalty programs.
	- Reinforces the eco-friendly, bespoke brand image of the shop. - Likely to improve customer retention and attract loyal, repeat customers, especially those who value in-person interactions and sustainability.


[bookmark: _Toc212341872]Evaluation of Solutions
Comparison of Solutions:
The two solutions have their own benefits and drawbacks for Green Haven Florists. The improved online presence will enable the business to communicate with more customers, offer greater convenience to the customers, and exploit the trend of increased online shopping (Aggarwal, Sharma, and Saxena, 2024). Nevertheless, it involves a large initial investment in the redevelopment and marketing of the websites, and introducing subscription models and delivery services is time-consuming. Conversely, redesign of the in-store experience creates a high level of local participation and brand loyalty with personalised customer service and events. Although it is a good option to build up relations with local customers, it is geographically constrained and costs a lot in terms of providing events and loyalty programs to run.


Recommended Solution: Improving Online Presence:
The most suitable solution according to the analysis is to improve the presence online. Although initial expenses are high, the long-term advantages of wider reach, higher sales, and scalability under cost make it a more viable option long-term. The convenience-oriented consumers can be targeted in digital marketing with the help of the eco-conscious brand which the business has, which is correlated to the modern tendencies of the market, where online purchases and subscription plans are becoming more popular (Rathi and Nayyar, 2025). Besides, the enhanced presence on the Internet places the business in the position of competing with bigger, web-based only stores.
[bookmark: _Toc212341873]Risk Analysis of the Chosen Solution
Identify Risks:
There are a number of risks associated with the implementation of the online presence enhancement. Initial large expenditure on rebuilding websites and digital marketing might put pressure on the resources, particularly when it comes to a small business (Sharabati et al., 2024). Also, the danger of not attracting new customers is possible, especially when the business does not cope with online marketing or is poor at marketing. Such overdependence on online orders can also subject the business to an unstable demand environment, which makes it susceptible to market changes.
Risk Mitigation:
To cope with these risks, it is advisable to roll out the redevelopment of the website, as well as the services of subscription services, to distribute the costs and make a change. The targeted marketing campaigns will serve to inform potential clients about the new features and services by educating them about them through customer education (Walter et al., 2023). Moreover, the use of social media tactics and use of SEO can make it more visible and bring on board more customers and less reliance on local traffic.
[bookmark: _Toc212341874]Action Plan
Implementation Plan:
	Phase
	Description
	Timeline
	Milestones

	Planning
	Define objectives, select the website development team, and outline features (subscription services, flexible delivery, SEO). Ensure the design aligns with the eco-conscious brand.
	2 weeks
	- Finalise objectives and team selection. - Complete website feature outline. - Define branding guidelines.

	Development
	Design and develop the website, integrate subscription services, implement SEO optimisation, and improve the checkout process (Khaled, 2025).
	6 weeks
	- Website wireframes designed. - Subscription system and payment gateways integrated. - SEO implementation completed.

	Testing
	Conduct usability testing with a small group of customers, ensuring all functionalities (subscriptions, checkout, delivery options) work smoothly (Jongmans et al., 2022).
	2 weeks
	- Complete initial testing and collect feedback. - Resolve any technical or usability issues identified.

	Launch
	Officially launch the updated website with a marketing campaign to promote new features, including subscriptions and delivery options.
	1 week
	- Launch website publicly. - Run promotional campaigns on social media and email newsletters.


Monitoring and Review:
The monitoring of implementation will be based on the web analytics, i.e., traffic, conversion rates, and subscriptions. Surveys and reviews will be used as the means of getting customer feedback. When needed, changes will be made according to the data, like optimisation of elements of the Website or refining marketing plans to address target groups more effectively.
[bookmark: _Toc212341875]Measurement of Effectiveness
[bookmark: _Toc212341876]Key Performance Indicators (KPIs)
	KPI
	Description

	Website Traffic
	Measure the number of visitors to the website using Google Analytics to assess the reach and visibility of the site.

	Online Sales Growth
	Track the increase in revenue generated through online orders, including subscription services, monitored via sales tracking systems (Hamza Kweyu Omullah, 2023).

	Conversion Rate
	Measure the percentage of website visitors who make a purchase or sign up for subscriptions, tracked through Google Analytics and the website's backend.

	Customer Satisfaction
	Assess customer satisfaction levels using Net Promoter Scores (NPS) and customer surveys to gather insights into their experience with the website and services.

	Subscription Sign-Ups
	Track the number of new customers signing up for subscription services, using customer relationship management (CRM) systems.


[bookmark: _Toc212341877]Data Collection Plan
	Data Source
	Collection Method
	Frequency

	Website Traffic
	Use Google Analytics to track visitors, page views, and user behaviour.
	Weekly

	Online Sales
	Monitor sales data through the website’s e-commerce system.
	Daily/Weekly

	Conversion Rate
	Track conversion data from Google Analytics and the backend system.
	Weekly

	Customer Satisfaction
	Collect data through surveys (via email or website pop-ups) and NPS.
	Monthly

	Subscription Sign-Ups
	Record subscription data from CRM and website forms.
	Daily


Effectiveness Evaluation:
Implementation of the solution will be measured by the success based on the ROI in terms of financial returns on sales and how it compares to the costs of development and marketing. Satisfaction will be gauged by the customer feedback and the areas to improve, and the conversion rates will point out the efficiency with which the site is converting its visitors to paying customers (Nawir and Hendrawan, 2024).
[bookmark: _Toc212341878]Conclusion
This report points out that Green Haven Florists is facing several problems, such as the loss of sales by 30 per cent in the store, the increase in the cost of operation, and the rising competition from online flower retailers. The suggested measures to improve the online presence are redesigning the site, incorporating of subscription service, and enhancing online transactions with the view of maximising the customer base and boosting sales. The action plan comprises certain steps in the development, testing, and launch, and there is an efficient monitoring system. This is a long-term solution that will render Green Haven Florists sustainable in a competitive environment due to the shift to online shopping and focusing on the convenience of customers.
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Appendix A: Grid Analysis/PMI for Solutions
Solution 1: Enhance Online Presence
	Evaluation Criteria
	Plus
	Minus
	Implications

	Solution 1: Enhance Online Presence
	- Increased accessibility to a wider customer base beyond local foot traffic. 
- Potential for increased sales through subscription services and easier online transactions. 
- Improved customer engagement via social media and digital marketing.
	- High upfront costs for website redevelopment and digital marketing. 
- Time-consuming integration of subscription models and new delivery options.
	Better market positioning through access to the eco-conscious and convenience consumers. 
The improved customer experience has the potential to lead to increased brand loyalty that will help counter the threat of online flower retailers.





Solution 2: Revamping In-Store Experience
	Evaluation Criteria
	Plus
	Minus
	Implications

	Solution 2: Revamping In-Store Experience
	- Direct engagement with the local community, strengthening brand loyalty. 
- Opportunities to differentiate from competitors through unique in-store experiences. 
- Potential to increase foot traffic and local sales.
	- Limited scalability compared to online expansion, as the customer base is still geographically restricted (Coviello et al., 2024). 
- High operational costs for hosting events, maintaining staff training, and managing loyalty programs.
	


Appendix B: Timeline for Implementation
	Phase
	Description
	Timeline
	Milestones

	Planning
	Establish goals, choose the team that will be involved in the development of the site, and describe the characteristics of the websites (subscription services, better payment system, flexible delivery options). Make sure that the branding is environmentally friendly.
	2 weeks
	- Finalise objectives and team selection. 
- Complete website feature outline. 
- Define branding guidelines.

	Development
	Redesign the website, integrate subscription services, implement SEO, and improve the checkout process for a user-friendly experience.
	6 weeks
	- Website wireframes designed. 
- Subscription system and payment gateways integrated. 
- SEO implementation completed.

	Testing
	Conduct usability tests with a small group of loyal customers. Assess functionality (subscriptions, checkout, delivery). Resolve issues.
	2 weeks
	- Complete initial testing and collect feedback. 
- Resolve any technical or usability issues identified.

	Launch
	Official launch of the updated website with a marketing campaign to promote new features like subscriptions and delivery options.
	1 week
	- Launch website publicly. 
- Run promotional campaigns on social media and email newsletters.


Appendix C: KPIs and Data Collection Plan
Key Performance Indicators (KPIs)
	KPI
	Description

	Website Traffic
	Measure the number of visitors to the website using Google Analytics to assess the reach and visibility of the site.

	Online Sales Growth
	Track the increase in revenue generated through online orders, including subscription services, monitored via sales tracking systems.

	Conversion Rate
	Measure the percentage of website visitors who make a purchase or sign up for subscriptions, tracked through Google Analytics and the website's backend.

	Customer Satisfaction
	Assess customer satisfaction levels using Net Promoter Scores (NPS) and customer surveys to gather insights into their experience with the website and services.

	Subscription Sign-Ups
	Track the number of new customers signing up for subscription services, using customer relationship management (CRM) systems.


Data Collection Plan
	Data Source
	Collection Method
	Frequency

	Website Traffic
	Use Google Analytics to track visitors, page views, and user behaviour.
	Weekly

	Online Sales
	Monitor sales data through the website’s e-commerce system.
	Daily/Weekly

	Conversion Rate
	Track conversion data from Google Analytics and the backend system.
	Weekly

	Customer Satisfaction
	Collect data through surveys (via email or website pop-ups) and NPS.
	Monthly

	Subscription Sign-Ups
	Record subscription data from CRM and website forms.
	Daily
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