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1. Introduction
This report examines the operational challenges currently affecting Green Haven Florists and proposes practical solutions to support business recovery. The company has experienced a decline in customer activity and must adapt to a rapidly changing retail environment. Two alternative solutions are presented and evaluated using a PMI analysis. One option is then selected as the most suitable, followed by a risk assessment, an implementation plan, and a set of performance indicators to measure success.

2. Business Problem
Over the past year, Green Haven Florists has faced a noticeable reduction in customer visits and overall sales. The decline is linked to several factors: reduced footfall on the high street, rising supply costs, and increased competition from online flower retailers. Many customers now prefer digital ordering and fast delivery, areas where Green Haven currently lacks capability. The shop’s website is outdated, offering limited functionality, and the business relies heavily on informal marketing methods. These issues combined have weakened the shop’s competitive position and threaten long‑term sustainability.

3. Alternative Solutions
Solution A: Digital Upgrade – New Website and Online Ordering
This solution involves developing a modern website with online ordering, delivery scheduling, and customer accounts.
PMI (Appendix A):
· Plus: Improves customer convenience, increases online visibility, supports long‑term growth.
· Minus: Requires investment and technical support.
· Interesting: Could introduce personalised recommendations and seasonal promotions.
· Solution B: Community Partnerships and Local Marketing
This option focuses on collaborating with nearby businesses, such as cafés, gift shops, and eco‑friendly brands, to run joint promotions and shared events.
PMI (Appendix B):
· Plus: Strengthens local presence, low cost, builds brand loyalty.
· Minus: Limited impact outside the local area.
· Interesting: Could create unique product bundles exclusive to partner stores.



4. Selected Solution and Justification
Solution A is the preferred option because it directly addresses the core weaknesses identified in the business problem. The main challenges—poor digital presence, limited ordering options, and changing customer behaviour—require a technology‑focused response. While partnerships can support brand awareness, they do not resolve the lack of online accessibility. A redesigned website with online ordering provides long‑term benefits, supports customer expectations, and positions the business competitively against online retailers.
5. Risk Analysis
Key risks associated with Solution A include:
· Financial Risk: Development costs may exceed the initial budget.
· Technical Risk: Website errors or downtime could affect customer trust.
· Operational Risk: Staff may struggle to manage online orders at first.
· Customer Risk: Some customers may prefer traditional in‑store purchasing.
Mitigation strategies include careful budgeting, staff training, testing the website before launch, and maintaining in‑store services for customers who prefer face‑to‑face interaction. (Appendix C)
6. Implementation Plan
· Month 1: Select a web developer, define website features, allocate budget.
· Month 2: Begin website design; staff receive basic digital training.
· Month 3: Add online ordering, delivery scheduling, and secure payment options.
· Month 4: Launch website; promote through social media and email newsletters.
· Months 5–6: Collect customer feedback, monitor online activity, and make improvements.
Responsibilities:
· Owners: Budgeting, decision‑making, supplier coordination.
· Developer: Website creation and maintenance.
· Staff: Managing online orders and customer queries.



7. Measuring Effectiveness
To evaluate the success of the new website, the following KPIs will be used:
· Increase in online orders by at least 25% within six months.
· Website traffic reaching 600 visits per month by Month 4.
· Customer satisfaction score of 85% or higher.
· Repeat customers increasing through online accounts and saved preferences.
· Reduction in in‑store waiting times due to online pre‑orders.
SMART objectives are included in Appendix D.
8. Conclusion
Green Haven Florists is facing significant challenges due to rising costs, reduced footfall, and strong online competition. Two solutions were explored: a digital upgrade and local partnerships. The PMI analysis demonstrated that the digital upgrade offers the most direct and sustainable impact. Although risks exist, they can be managed through training, budgeting, and phased implementation. With a clear action plan and measurable KPIs, the business can strengthen its market position and improve long‑term performance.
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10. Appendices
Appendix A: PMI – Solution A
	Plus
	Minus
	Interesting

	Improves customer convenience
	Requires investment
	Allows personalised offers


	Expands online reach
	Staff need training

	Enables seasonal promotions

	Supports long‑term growth
	Technical support needed
	Potential for mobile app



Appendix B: PMI – Solution B
		Plus
	Minus
	Interesting

	Builds community presence
	Limited reach
	Unique product bundles

	Low‑cost marketing
	Depends on partner reliability
	Local event opportunities

	Strengthens eco‑brand
	Does not fix digital gap
	Potential media coverage



	
	

	
	
	

	
	
	

	
	
	


Appendix C: Risk Analysis – Solution A
		Risk
	Likelihood
	Impact
	Factor
	Mitigation
	Contingency

	Budget overrun
	3
	4
	12
	Set spending limits
	Delay non‑essential features

	Technical issues
	2
	4
	8
	Test website thoroughly
	Provide

	Staff skill gap
	3
	3
	9
	Provide
	Offer phone ordering




	

	

	



