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Introduction 
This report looks at the challenges facing Green Haven Florists and outlines solutions to help the business recover. It focuses on the drop in foot traffic, stronger online competition and the limitations of the current website. Two possible solutions are assessed, and the most effective option is selected based on impact and practicality. Key terms such as “digital presence” refer to how the business appears online, while “KPIs” are measures used to track progress. The aim is to provide a clear plan that supports long-term improvement.
[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists is experiencing a noticeable drop in sales and customer engagement, which has become a major concern for the business. The shop is well regarded for its high-quality arrangements and commitment to sustainable materials, but it has struggled to keep pace with changing customer expectations. Foot traffic has decreased, leaving the store overly reliant on walk-in customers while competitors offer faster online services and more flexible delivery options. Rising supply costs have also affected the shop’s ability to maintain its usual standards without raising prices, which risks pushing customers toward cheaper alternatives.
A key factor behind the problem is the outdated website. It is difficult to navigate, lacks clear product images and descriptions, and does not support simple online ordering or payment. As a result, customers who prefer to shop digitally often turn to other florists with better online platforms. The business also has limited digital marketing, meaning it rarely reaches new customers or re-engages existing ones. While the shop still has a strong reputation for quality, it is missing opportunities to connect with people who value convenience. The core issue is not the product itself but the shop’s slow shift toward modern customer needs, allowing competitors to gain an advantage.

[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A : Upgrade the website, make ordering simple and post more consistently on social media.
PMI analysis for solution A.
	What’s good
	What’s bad
	What’s interesting

	· Better customer experience.
· higher online sales.
· stronger brand visibility.
· easier promotion of seasonal offers.
	· Upfront costs.
· Time needed to maintain content.
· Possible learning curve for owners.
	· A clearer. 
· modern digital presence helps Green Haven compete with online retailers and meet customer expectations for easy ordering and flexible delivery.


A smoother online journey helps Green Haven compete with bigger retailers and reach customers who prefer shopping online.

Solution B :Offer weekly or monthly flower subscriptions and build partnerships with nearby companies.
PMI analysis for solution B
	What’s good
	What’s bad
	What’s interesting

	· Steady income. 
· stronger loyalty
· predictable ordering
· better use of stock.
	· Requires dependable delivery schedules.
· more planning and consistent supply.
	· Can lead to long-term partnerships and repeat event work.


Regular orders reduce reliance on walk-ins and help stabilise revenue, giving the business more financial certainty in a quieter high street.
Justification for Selected Solution
Solution A is the most appropriate because the shop’s main issue is poor online visibility. Upgrading the website and digital presence matches how customers now shop and offers the quickest way to increase orders and stay competitive.
This solution is justified because a stronger online platform makes it easier for customers to order, increases visibility and helps the shop compete with larger retailers. It delivers quicker results and provides long-term value, making it the most practical option. 
Customer reach and revenue mattered most, so they were weighted highest. Cost and difficulty were weighted lower because the long-term benefits of improving the online presence are more important.

[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Based on the results from your Risk Analysis:
Risk Analysis of the Selected Solution is:
The main risks include the upfront cost of redesigning the website, the possibility that online traffic may not grow as quickly as expected and the time needed to maintain digital content. There is also a risk that Liam and Priya may struggle with new digital tools without proper support. The criteria used focused on likelihood, impact on revenue and how easily each risk can be managed. These criteria were chosen because they directly affect the shop’s stability and the success of the solution. By addressing the most likely and highest-impact risks first, the business can reduce disruption and improve results.

Plan to Implement the Selected Solution
	Actions
	Description
	Time frame
	Staff responsible

	Website review
	Assess the current website to identify problems and needed improvements.
		1–2 days



	Liam & Priya

	Website redesign
		Update layout, navigation and overall user experience with professional support.



	



	1–2 weeks
	Web designer

	Content updates
	Refresh product photos, descriptions and sustainability information.
	3–5 days
	Liam & Priya

	Website testing
	Check all pages, forms and payment functions to ensure everything works correctly.
	2–3 days
	Designer + owners

	Website launch
	Publish the new website and make it live for customers.
	1 day
	Liam & Priya

	Social media promotion
	Promote the new site through posts, stories and targeted campaigns.
	Starts after launch, ongoing
	Liam & Priya





[bookmark: _Hlk205981406]Monitoring and evaluation 

Monitoring is shared between both owners to keep the site performing well.
This order creates a smooth rollout, avoids wasted work and ensures each step supports the next. The owners are given tasks that match their strengths, while specialist work is given to a designer to ensure quality. Marketing is left until the end so customers see a polished website rather than an unfinished one. This approach reduces risk, saves time and supports steady growth.


Means of Measuring Effectiveness of Implementation of Selected Solution
 Based on the KPI and SMART Objective table you have provided:
The KPIs focus on website traffic, online sales, conversion rates and social media engagement. These were chosen because they directly show whether the new digital platform is working. Traffic reveals if more people are finding the website after the redesign and marketing push. Conversion rate shows whether customers can easily complete an order, which reflects the quality of the site layout and checkout process. Online sales measure the financial impact, which is the main aim of the solution. Social engagement helps track how well the shop is reaching and interacting with customers. These KPIs are appropriate because they give clear evidence of growth and highlight where adjustments may be needed.
The SMART objectives set clear targets for increases in online sales, website traffic and engagement within a set timeframe. They are realistic for a small business and easy to track. Making them specific and time-based keeps the plan focused and helps Liam and Priya review progress. These objectives are appropriate because they turn the strategy into measurable steps and show whether the new website and marketing efforts are working.
Conclusion:
The report shows that Green Haven’s decline is mainly caused by reduced foot traffic, growing online competition and an outdated website. Customer habits have clearly shifted toward online shopping, and the business has struggled to keep up. Although the shop’s quality and eco-friendly focus remain strong, these strengths are not reaching enough customers because the digital presence is weak.
 Foot traffic has dropped sharply, reducing in-store sales.
The current website is difficult to use and limits online growth.
[bookmark: _Hlk208302504]Online competitors attract more customers through strong digital platforms.
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