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1. Introduction

This report examines the issues faced by Green Haven Florists and provides two realistic solutions. The report evaluates each solution with structured decision making tools. The report also identifies the best option and provides a practical plan to implement and monitor the chosen strategy. The structure follows the requirements of the module and uses credible academic sources.

2. Explanation of the Business Problem

Green Haven Florists has experienced a major decline in performance during the last year. The main problem is the 30 percent drop in in store sales. This drop happened because fewer customers visit the high street. Many nearby shops closed and online shopping became more popular. Large online competitors offer lower prices and fast delivery. This attracts customers who prefer convenience.
The shop’s costs increased. Imported flowers became more expensive due to supply chain issues. Sustainable wrapping materials also cost more. The shop tries to stay eco friendly, but this raises expenses. The website is outdated and difficult to navigate. Customer feedback shows interest in flexible delivery and subscription services. The owners have limited digital marketing skills, which affects visibility. Competitors in the local area include a boutique florist that uses Instagram effectively and a national chain with aggressive pricing.
The core business problem is simple. The shop cannot keep up with digital competitors and changing customer behaviour. The shop must adapt in order to remain profitable.

This aligns with Slack et al. (2022), who state that businesses must adjust their operations when external factors shift. It also reflects the idea of problem diagnosis described by Cottrell (2019), who argues that organisations must identify the root cause before choosing a solution.

3. Information Gathering and Key Findings

Information from the case study shows several important points:

• Foot traffic declined.
• The shop’s online presence is weak.
• Customers want better delivery options.
• Competitors use social media successfully.
• Costs of flowers and materials increased.
• The local market changed due to new competitors.
• Customer expectations shifted due to online convenience.

Kotler et al. (2021) state that customer behaviour changes quickly in digital markets. This means small businesses must remain flexible. Green Haven did not invest enough in digital tools. The business now needs a clear decision based on updated market evidence.

4. Alternative Solution 1: Website Upgrade and Digital Marketing

The first solution improves the online presence of the shop. This includes a full website redesign, better images, an easier ordering system and mobile optimisation. The solution also includes digital marketing. This means using social media, simple paid advertising and consistent posting.
This option aims to increase online orders, strengthen the brand and compete with online retailers. A modern website increases trust and reduces customer frustration. Research from Chaffey and Smith (2022) shows that a clear online journey increases online purchases. Digital visibility also increases awareness. Small campaigns with clear messages help customers find the business on social media.
This approach solves key weaknesses. The current website is outdated. The shop rarely uses digital marketing. Customers want convenience. A modern system meets these expectations.

5. Alternative Solution 2: Subscription Service and Delivery Expansion

The second solution introduces a subscription model. Customers pay a monthly fee for regular flower deliveries. The shop also expands its delivery service. This includes same day delivery within a limited radius.
Subscription models create predictable income. Research from Osterwalder and Pigneur (2020) shows that recurring revenue helps small businesses stabilise cash flow. Regular deliveries help build long term relationships. The shop becomes part of a routine rather than an occasional purchase.
Delivery expansion helps the shop reach customers who no longer visit the high street. Many customers prefer home delivery. This response fits modern buying habits. It also helps the shop compete with national online chains.




6. Evaluation of Both Solutions Using PMI and Grid Analysis

This section compares both solutions with structured tools. The PMI analysis (Plus, Minus, Interesting) identifies strengths and weaknesses. The Grid Analysis scores each option against key criteria.
PMI Analysis Overview (Appendix includes full tables)
Solution 1: Website Upgrade and Digital Marketing
• Plus: Increases visibility, improves user experience, attracts younger customers, supports long term growth.
• Minus: Requires upfront cost, requires new skills, needs continuous updates.
• Interesting: Potential for partnerships and seasonal campaigns.
Solution 2: Subscription Service and Delivery Expansion
• Plus: Provides stable income, attracts loyal customers, increases delivery revenue.
• Minus: Requires logistics planning, delivery costs may increase, risk of low adoption at the start.
• Interesting: Opportunity to target corporate clients


Grid Analysis Overview

Criteria used: Cost, speed of implementation, long term impact, customer demand, competitive advantage.


Scores from 1 to 5.

	Criteria
	Weight
	Solution 1 Score
	Weighted
	Solution 2 Score
	Weighted

	Cost
	0.20
	3
	0.60
	2
	0.40

	Implementation Speed
	0.20
	4
	0.80
	3
	0.60

	Customer Demand
	0.25
	5
	1.25
	4
	1.00

	Long Term Impact
	0.20
	4
	0.80
	4
	0.80

	Competitive Advantage
	0.15
	4
	0.60
	3
	0.45

	Total
	4.05
	3.25
	
	
	


Solution 1 scores higher. This indicates it is the most strategic choice.



7. Choice of the Best Solution and Justification

Solution 1 is the best option. The website upgrade and digital marketing strategy address the main causes of the decline. The business lost customers because its online presence is weak. This is the core issue. This solution responds directly to customer feedback. It also provides long term benefits.
Academic sources support this direction. Chaffey and Smith (2022) highlight the importance of integrated digital marketing. Kotler et al. (2021) also state that visibility and ease of access increase customer engagement. Better digital tools help the shop compete with online retailers.
Solution 2 is valuable but depends on having a strong digital foundation. Subscriptions require a simple online system. Delivery management needs a platform that handles orders smoothly. This means Solution 2 cannot work well before the shop upgrades its website.
For these reasons, Solution 1 is the correct choice.

8. Risk Analysis of the Chosen Solution

Solution 1 has several risks that need careful management.
1. Financial Risk
The upgrade costs money. Marketing campaigns require funds. This risk is medium. It can be reduced by using phased investments.
2. Technical Risk
The owners lack digital skills. Mistakes can happen if the system is not maintained. Training can reduce this risk.
3. Adoption Risk
Some customers may not switch to online shopping immediately. This risk is low. Customer habits often follow convenience, as noted by Kotler et al. (2021).
4. Competition Risk
Competitors may increase their digital advertising. This risk is medium. Consistent posting and a strong brand reduce this.
5. Time Risk
Website development takes time. Delays may affect sales temporarily. Planning reduces this risk.

The risk level is manageable. Most risks can be reduced with planning and training.





















9. Action Plan for Implementation

The action plan outlines clear steps.

Step 1: Website Redesign (Weeks 1–6)

• Hire a web developer.
• Create new images of products.
• Build mobile friendly design.
• Add simple navigation menu.
• Add secure payment system.

Step 2: Improve Online Ordering System (Weeks 6–8)

• Add delivery calendar.
• Add order tracking.
• Add customer accounts.






Step 3: Digital Marketing Setup (Weeks 4–8)

• Create social media profiles.
• Post twice per week.
• Use simple targeted advertising.
• Share images of arrangements.
• Promote seasonal offers.

Step 4: Staff Training (Week 8)

• Basic training on posting content.
• Training on processing orders.

Step 5: Launch and Monitor (Week 9 onward)

• Announce launch on social media.
• Offer small discount for first online orders.
• Collect feedback.


















10. Methods to Measure Effectiveness

The shop needs clear indicators to measure success.

Key Performance Indicators (KPIs)
1. Number of website visitors.
2. Online order conversion rate.
3. Total online revenue.
4. Social media engagement.
5. Customer satisfaction from surveys.
6. Repeat purchase rate.

Kotler et al. (2021) explain that businesses must use data to evaluate marketing performance. These KPIs show whether the new system increases visibility and orders.

Review Process
• Monitor KPIs weekly for the first two months.
• Review marketing content every month.
• Compare revenue with the previous year.
• Track customer feedback.
This helps the shop adjust quickly.

11. Conclusion

Green Haven Florists faces a clear problem caused by changing customer behaviour and increased competition. The business needs a modern online presence. Two solutions were proposed and evaluated with PMI and Grid Analysis. The best option is the website upgrade with digital marketing. This solution strengthens visibility, improves customer experience and supports long term growth. The action plan provides practical steps and the monitoring tools ensure the owners can measure success.
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13. Appendix

Appendix A: PMI Tables

(Included as described in the analysis section.)

Appendix B: Grid Analysis Table

(Shown in Section 6.)
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