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Overview of Green Haven Florists

[bookmark: _Hlk205979492]     The case study focuses on Green Haven Florists, a small independent flower shop located in Norwich, UK. The business has recently experienced a decline in sales and reduced customer foot traffic. One of the main problems is the increasing competition from online flower delivery companies that offer convenient ordering and fast delivery. In addition, Green Haven’s website is outdated and difficult for customers to use, which limits the growth of online sales. These combined issues are affecting the company’s profitability and ability to remain competitive. If the business does not adapt to market changes and improve its online presence, it may continue to lose customers and struggle to grow (Kotler and Keller, 2016)




[bookmark: _Hlk205982497]Two Proposed Solutions

Solution A Proposal
One possible solution for Green Haven Florists is to improve its website and develop a more online ordering system. Currently, the company’s website is outdated and difficult for customers to use, which limits online sales. By creating a modern and user-friendly website, customers would be able to browse products, place orders easily, and choose delivery options. Improving the website would help Green Haven reach more customers and compete with larger online flower retailers. As a result, this solution could increase online sales and improve the company’s overall competitiveness in the market (Chaffey and Ellis-Chadwick, 2019).

Solution B Proposal

       Another possible solution for Green Haven Florists is to develop a stronger digital marketing strategy and improve its social media presence. The company could use platforms such as Instagram and Facebook to promote its floral arrangements, special offers, and seasonal products. Regular posts, promotions, and customer engagement could help attract new customers and increase brand awareness. This approach would help the business reach a wider audience and compete with online flower retailers (Tuten and Solomon, 2018). As a result, the company could increase both online and in-store sales while strengthening customer relationship.



Evaluation Results and Justifications

      Based on the results from the PMI analysis, Solution A is the most appropriate option for Green Haven Florists. The main problem of the company is declining sales and increasing competition from online flower retailers. Solution A directly addresses this issue by improving the company’s website and online ordering system. The criteria used to evaluate the solutions included impact on the problem, cost, ease of implementation, and long-term benefits (Simon, 1997). Although Solution B helps improve marketing and brand awareness, Solution A provides a stronger long-term solution for increasing online sales. Therefore, Solution A is the preferred solution.
















[bookmark: _Hlk205982530]Risk Analysis Results and Justifications

         Based on the risk analysis, several risks may occur when implementing Solution A. One possible risk is technical difficulties when developing the new website and online ordering system. Another risk is the cost of creating and maintaining the website, which may be challenging for a small business. There may also be delays during the development and implementation process. The criteria used in the risk analysis were likelihood and impact (Hopkin, 2018). However, these risks can be reduced through careful planning, selecting reliable developers, and providing basic training for staff. Overall, the risks are manageable and do not outweigh the benefits. Therefore, Solution A remains a reliable and suitable option for Green Haven.




Justifications for the Implementation Plan

      The implementation plan was designed to introduce Solution A in a clear and structured way. The first step focuses on selecting a reliable web developer to design the new website and online ordering system. This is important to ensure the website is professional, secure and easy for customers to use. The next step involves developing and testing the website before launching it to customers. Staff will receive basic training on how to manage online orders and update products. Responsibilities are mainly assigned to management, while staff support daily operations. This structured approach ensures the solution is implemented effectively and helps increase online sales (Chaffey and Ellis-Chadwick, 2019).






Justifications for the KPI and SMART Objectives


      The proposed KPI focuses on increasing online sales and improving the performance of the company’s website. This is appropriate because one of the main problems at Green Haven is declining sales and limited online presence. By measuring online orders and website traffic, management can evaluate whether the new website and online ordering system are effective. The SMART objectives were designed to be specific and measurable, such as increasing online sales by a certain percentage within six months.  Setting clear targets allows management to monitor progress and ensure that the solution produces measurable improvements (Doran,
 1981).






Key Findings

· Green Haven Florists has experienced declining sales due to increased competition from online flower retailers.
· The evaluation of possible solutions showed that improving the company’s website and online ordering system is the most effective option for addressing this issue.
· A modern and user-friendly website can help attract new customers, improve online visibility and increase online sales.
· The risk analysis indicated that potential risks, such as technical difficulties or development delays, are manageable through planning and staff training.
· The implementation plan, supported by KPI and SMART objectives, provides a structured approach to improving online sales and monitoring business performance.
· 
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Grid Analysis Table
	Factors to consider
	Impact the main problem (declining sales)
	Cost of implementation
	Ease of implementation
	Long-term benefits
	Total

	Weighting      
	5
	3
	3
	5
	

	Solution A (Website improvement)

	5
	3
	3
	5
	68

	Solution B (Social media marketing)

	3
	4
	4
	3
	54







Appendix 2 

Risk Analysis Table
	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Technical problems with the new website or online ordering system.

	3
	4
	12
	Test the website before launching and hire a professional developer.
	Fix the problem quickly and inform customers through social media.

	2
	Customers may not use the new online services.

	3
	3
	9
	Promote the website through social media and offer online discounts.
	Ask for customers feedback and improve the online service.

	3
	High costs of developing the website and digital marketing.

	2
	4
	8
	Plan a clear budget and use cost-effective marketing tools.
	Focus on the most effective marketing strategies.


Appendix 3 
Implementation Plan

Name the problem you are solving: Declining sales and limited online presence at Green Haven Florists.
Name the solution you are implementing Development of a new website and online ordering system.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Identify what improvements are needed for the current website

	Analyse the existing website and identify problems with usability, design and online ordering.
	Week 1 (3 days)


	Store Manager / IT Developer


	Problems identified and improvement plan created


	2
	Organise the resources needed to develop the new website


	Hire a web developer and prepare the website design, product pages and online order system.
	Week 2–3 (10 days)


	Web Developer / Management
	Website design completed


	3
	Communicate the changes and train staff

	Staff receive training on how to manage online orders and update products on the website.

	Week 4 (2 days)

	Store Manager

	Staff trained and ready to manage orders


	4
	Launch and promote the website

	Launch the new website and promote it through social media and online marketing.
	Week 5 (3 days)


	Marketing Team


	Website launched and customers informed





Appendix 4  
The Key Performance Indicator: is the increase in online sales through the company's website and online ordering system.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales by improving the company website and online ordering system




	Measure the number of online orders and website traffic


	Achievable by developing a user-friendly website and improving digital marketing





	Relevant because Green Haven is experiencing declining sales and limited online presence



	Increase online sales by 20% within six months
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