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Overview
Green Haven Florists is a small, independent flower shop in Norwich. After 9 years the business has been experiencing a sharp downturn in the past year. Despite a slight growth in their online orders from customers, Green Haven is struggling due to stronger competition, finding it hard to keep up with digital marketing trends, rising costs and falling in-store sales. In such a rapidly changing environment within the retail industry, Liam and Priya need to adapt and make several changes to their business starting with understanding the causes of their decline.
In this report, I will be focusing on their challenges to adapt to digital marketing trends.

Solution A Proposal
Some customers have noted that the shop’s website is outdated and difficult to navigate. If Liam and Priya were to redesign their website and make it easier to navigate, they wouldn't be obligated to rely on word-of-mouth. Relying on word-of-mouth as a marketing strategy is no longer effective in such a competitive retail environment. They could redesign their website by adding features like better delivery scheduling and weekly or monthly subscription options. Having a strong website with easy navigating will improve their marketing and keep up with local competitors.

Solution B Proposal
[bookmark: _Int_TaLWjCso]Liam and Priya post occasionally on social media. Social media is a great way to promote your small business as it is one of the biggest marketing tools in the entire world and not using this marketing can be crucial to your business. It is the most cost-efficient advertising and has the ability to target the right audience. If Green Haven were to consistently post high quality photos/videos of their products on social medias such as Instagram, Facebook, TikTok and etc, they would attract many more customers. Keeping up with digital trends also will attract people to their page and their business (Gopikrishna, 2024).

Solution B PMI analysis: expand social media marketing skills
	Plus
	Minus
	Interesting

	Can reach desired target audience/ customers.
	Negative views/ comments can give the business a bad reputation.
	Their business could potentially go viral.

	Social media is cost-effective to promote your business.
	Posting consistently and keeping up with social media trends can be time consuming.
	Can create an opportunity for content creators to collaborate with them.

	Social media can reach a much greater audience and give your business popularity.
	
	[bookmark: _Int_su4vHLqA]Viewers may like the business and a supportive community can be built.



Justification for Solution B
The PMI Analysis that I have created highlights that Solution B is the most suitable option for Liam and Priya. Social media is a wide reaching and economical method of advertising and is crucial in today's digital marketplace (Khanom,2023). Although potential negative views and comments could give the business an unfavourable reputation and keeping up with digital trends on social media can be extremely time consuming, digital marketing can be very beneficial and has many advantages. For example, targeting a desired audience, attracting new customers and gaining popularity online affordably. Collectively, solution B can help Liam and Priya compete with competitors more successfully.

Risk Analysis for Solution B
My PMI conveys the variety of risks that solution B may carry. The possibility of negative reviews from customers, negative comments and consistent posting being time consuming all includes in the minus section in my analysis. To assess these potential risks, I used specifications such as targeting the wrong audience and time commitment because they have the most effect on growth within a business. Social media enables customisable advertising so despite the time required being a major disadvantage, the gain from social media can outweigh the minuses. Green Haven's business will grow successfully if managed correctly by Liam and Priya as social media is a great opportunity for small businesses to expand their client base.



Implementation Plan
The problem: Green Haven are struggling to maintain profit as Liam and Priya are struggling to keep up with digital marketing trends and only post on social media occasionally. They rely on the word-of-mouth strategy as promotion for their business.
The solution I am implementing: Liam and Priya improving their social media marketing skills.

	
	Task
	What
	When
	Who
	Done

	1
	Create a social media schedule.
	Plan a schedule each week of what content will be made for set days to post on social media.
	Every end of the week the schedule should be made. Should take an hour to create.
	Liam and Priya, the owners.
	Routine for posting content. (Content days).

	2
	Consistent posting.
	Post content on different social media platforms.
(TikTok, Instagram etc.)
	3-4 times a week.
	Liam and Priya, the owners.
	Their social media pages will have a variety of posts and a growth in followers.

	3
	Engagement on social media page.
	Engaging with customers by messaging back to enquires and replying to positive comments.
	Whenever there is a positive comment or important enquiry about your product/ business. (Daily).
	Liam and Priya, the owners.
	The engagement will create a friendly environment with viewers and keep them engaging with posts.

	4
	Target audience.
	Target local consumers by optimizing your page for local searches and engaging with the Norwich community more online.
	3-4 times a week.
	Liam and Priya (join Norwich   community group.)
	Join a Norwich community group on Facebook. More customers from the local community.






Plan to Implement Solution B 
The first task I have set to implement solution B is to create a schedule weekly to post on their social media pages. This provides a structured routine that promotes consistent posting. This then leads to consistent posting, using social media platforms like Instagram, TikTok, Facebook etc. Posting consistently can build a supportive viewer base and new followers. Thirdly, engaging with customers daily gives Liam and Priya an opportunity to build a relationship with their followers and encourages them to continue engaging with their posts. Lastly, targeting local consumers by optimizing their page for locals and engaging with local community pages (Kaur et al., 2022). Overall, this implementation plan can build a strong customer base, a positive social media appearance and ensures organisation effectively.
KPI and SMART table:
	Specific
	Measurable
	Attainable
	Relevant
	Time-bound

	Engaging with customers by messaging back and replying to comments to continue engagement
	Daily, monitor engagement rate and how many people comment, message and like.
	Can be time consuming but will encourage customers to engage with your posts.
	More engagement from customers creates an opportunity to build a relationship with them and build trust.
	A month of consistent engagement and posting.



Key Performance Indicator is:
The Key Performance Indicator I selected for my SMART table is engaging with customers. Customers engaging with posts is extremely important as it displays genuine interest in your business by consumers (Dolan et al., 2017). Liam and Priya interacting with customers reflects that they are a trustworthy business and eventually creates a strong relationship with them (Islam et al., 2021). The SMART table supports this Key Performance Indicator by setting achievable targets such as staying active on social media and consistently posting/ communicating with their audience for 4 weeks. The implementation of solution B will be successful if Liam and Priya improve their social media presence by using the SMART table provided.





Key Findings
· The Green Haven Florists rely on word-of-mouth as a marketing strategy that is no longer effective as many customers like businesses online / social media.
· Liam and Priya struggled to keep up with digital marketing trends which limited them reaching their targeted audience.
· Liam and Priya occasionally posted on social media which is crucial to a small business as many competitors have a strong social media presence.
· Posting consistently on social media and engaging with customers online can build a strong client base for Green Haven Florists.
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