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[bookmark: _Toc228068992]Introduction 
This report looks at Green Haven Florists, a small flower shop in Norwich owned by Liam and Priya Patel. The shop has a big problem because its sales have dropped by 30% in the last year. This is a serious situation that could cause the business to close. This report will explain the "Drop in Sales" using the definition from Calculator Ultra (2025), which says it is a loss of revenue over a specific time. The goal of this report is to find the best way to help the shop grow again by looking at new digital ideas and better marketing.
[bookmark: _Toc228068993][bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists started in 2016 and is well-known for selling eco-friendly flowers. However, they are now facing a 30% drop in sales. According to Spradlin (2012) says that a business must clearly define its problem before it can find a solution. This means we must look closely at why the money is disappearing.
There are many reasons for this trouble. First, the shop is on a high street where many other stores have closed. Because of this, there is much less "foot traffic," meaning fewer people are walking past and coming inside. Second, competition is very strong. Large national companies can sell flowers much cheaper and deliver them faster. Also, new small shops are using social media like Instagram very well to attract young people. As Porter (1985) explains that a business must create "value" to beat its competitors.
Third, the economy is difficult. Inflation has made the price of fresh flowers and delivery very high. Finally, the shop is struggling with its own technology. Their website is old and very hard to use on a phone. They still rely on people telling their friends about the shop, but they do not use digital ads. All these problems together mean the shop is losing customers and spending too much money.
[bookmark: _Toc228068994][bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A: Digital Transformation (See appendix 1) 
This solution focuses on moving the business into the modern world. Green Haven Florists will hire an expert to build a new website. This website will be easy to use on mobile phones, so customers can buy flowers while they are on the bus or at work. They will also start a new marketing plan using Instagram and TikTok. By showing beautiful videos of their eco-friendly flowers, they can find a new group of younger customers who care about the environment. According to Chaffey (2019) says that digital marketing is the best way for a small business to find a new audience. This solution fixes the "old website" problem directly and helps the shop reach people who never walk down the quiet high street.
Solution B: Local Floral Subscription Service (See appendix 1)
This solution is about creating a "Subscription Model." This means local people or offices in Norwich pay a monthly fee to get fresh flowers every week. The shop will use locally grown flowers and biodegradable packaging to show they are eco-friendly. This is a good idea because it gives the shop a steady and predictable income every month. They will not have to worry as much about how many people walk into the store each day. As Kotter (2012) explains that successful change is a "process." This service answers the customer's need for "flexible delivery." It also helps the shop manage costs better because they only buy the flowers they know they have already sold to subscribers.
[bookmark: _Toc228068995]Justification for Selected Solution
There are selected Solution A: Digital Transformation as the best choice. The main reason is that customers have already complained that the current website is "difficult to navigate." Solution A fixes this specific complaint immediately. Also, because foot traffic in Norwich has dropped so much, the shop must find a way to sell to people in their homes. While Solution B is a good idea, Solution A builds a "digital home" for the business that can last for many years. According to Drucker (2007) says that innovation is the best tool for a business to create new wealth. By choosing the digital path, Green Haven can compete with big national chains.
[bookmark: _Toc228068996][bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Every new plan has some risks. (See appendix 2) For Solution A, the biggest risks are the Setup Costs and Time Management. There is rated these as Medium because Liam and Priya have a small budget and are very busy. They must be careful not to spend too much money at the start. However, it was rated Technical Skills and Data Risk as Low. This is because they will use modern "drag-and-drop" website tools like Shopify, which are very easy to use and very secure. There are these levels because the shop is small and needs simple solutions. As Tushman and O’Reilly (1996) explains, a business must "exploit and explore" at the same time. This means they must keep the shop running while they try this new digital adventure.
[bookmark: _Toc228068997]Plan to Implement the Selected Solution
The implementation plan (See appendix 3) will take six months to make sure everything is done correctly. According to Spradlin (2012) says that good planning at the start stops a business from wasting its resources. 
Month 1: Research and Planning. The owners will look at what their competitors are doing on Instagram and TikTok. They will also look for a web designer who understands small businesses.
Month 2–3: Building and Content. The designer will build the site. During this time, Priya will take high-quality photos of their best flower arrangements. These photos are very important for social media.
Month 4: The Big Launch. The shop will offer a 10% discount to anyone who buys from the new website in the first week.
Month 5–6: Review. Liam will check the sales data every week to see if the plan is working.

Liam and Priya will divide the work. Priya will handle the creative side and social media, while Liam will handle the website orders and the money. Using an external expert for the website is the best way because it saves time and prevents technical mistakes.
[bookmark: _Toc228068998]Means of Measuring Effectiveness of Implementation of Selected Solution
Key Performance Indicator (KPI)
To see if the plan is working, the shop will use a Key Performance Indicator (KPI) called Monthly Online Sales Revenue. (See appendix 4) This is the most logical measurement because the whole goal of the project is to fix the 30% drop in sales. If the online money goes up, we know the new website is working.
SMART Objectives
The shop will also follow SMART Objectives: 
Specific and Measurable: The goal is to increase total sales by 20% by selling more flowers online. This is easy to calculate using their new sales software. Attainable and Relevant: A 20% increase is a realistic goal with a professional website. It is very relevant because the physical store is struggling. Time-Bound: This goal must be reached within 6 months. Having a deadline keeps the owners motivated.
According to Chaffey (2019) says that having specific, time-bound goals is the only way to know if your marketing is actually making money. This will give Liam and Priya the confidence to keep investing in their digital shop.
[bookmark: _Toc228068999]Conclusion:
In conclusion, Green Haven Florists is in a difficult position because of the quiet high street and high competition. However, moving the business to a digital model is the most effective solution. By fixing the website and using social media, the shop can find new customers and stop relying on foot traffic. The implementation plan is careful and slow to make sure no money is wasted. With a clear 20% growth goal, the shop can become a strong and profitable business in Norwich once again.
[bookmark: _Toc228069000]Key Findings
· [bookmark: _Hlk208302504]Sales loss: The shop lost 30% of its sales because fewer people walk on the high street. 
· Outdated Technology: The old website is the biggest reason why people don't buy online.
· Change for Digital: The shop must move from traditional selling to a modern digital model. A new mobile-friendly website and social media (Instagram/TikTok) are the best ways to grow.
· Professional Help: Using experts to build the website and manage social media is the fastest way to fix the problem.
· Clear Goals: Setting a target of a 20% increase in online sales within 6 months gives the owners a clear way to measure success.
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[bookmark: _Toc228069002]Appendix 1 (PMI Analysis Table for Solution A & B)

PMI Analysis Table for Solution A (Digital Transformation)
	Plus (+)
	Minus (-)
	Interesting (?)

	Reach customers outside of the local high street (+5)
	High cost to hire a web designer and photographer (-4)
	Can use "eco-friendly" videos to attract new followers (+3)

	Makes buying flowers easier for younger people (+4)
	Requires a lot of time every day to manage posts (-3)
	Opportunity to sell flowers through Instagram Shop (+4)

	Matches the digital speed of large competitors (+4)
	Requires new technical skills for the owners (-2)
	Can share customer reviews to build better trust (+2)

	Total = +13
	Total = -9
	Total = +9


Scores total: +13
PMI Analysis Table for Solution B (Local Floral Subscription Service)
	Plus (+)
	Minus (-)	
	Interesting (?)

	Creates a steady, guaranteed monthly income (+5)
	Higher costs for delivery vans and petrol (-6)
	Can offer "eco-subscriptions" for offices (+4)

	Reduces flower waste by knowing order amounts (+4)
	More complex scheduling and delivery planning (-5)
	Partner with local coffee shops for pickups (+3)

	Builds strong, long-term customer loyalty (+4)
	Risk of flowers being damaged during delivery (-2)
	Seasonal "mystery boxes" to surprise customers (+2)

	Total = +13
	Total = -13
	Total = +9


Scores total: +9





[bookmark: _Toc228069003]Appendix 2 Risk analysis

Risk analysis of the Solution A (Digital Transformation)
	Risk Identified
	Likelihood (5)
	Severity (5)
	Risk Level (25)

	Setup Costs
	Medium 3
	Medium 3
	Medium 9

	Time Management
	Medium 3
	Medium 3
	Medium 9

	Technical Skill Gap
	Low 2
	Low 2
	Low 4

	Data Risk
	Low 1
	Medium 3
	Low 3


	
0 - Lowest
5 - Highest
	Score
	Rate

	1 - 6
	Low

	7 - 14
	Medium

	15 - 25
	High



[bookmark: _Toc228069004]Appendix 3 Implementation Plan for Solution Digital Transformation
Implementation Plan for Solution A (Digital Transformation)
	Actions
	Description
	Time Frame
	Staff Responsible

	Market Research & Planning
	Research competitors' social media.

Meet a web designer to plan the new site.
	Month 1
	Liam & Priya Patel

	Website & Content Creation
	Build the mobile-friendly website.

Take high-quality photos of eco-friendly flowers.
	Months 2 - 3
	Web Designer & Priya Patel

	Digital Launch & Promotion
	Launch the website and start social media posts.

Offer a "First Order Discount" to new followers.
	Month 4
	Web Designer & Liam Patel

	Performance Review
	Check sales data to see if revenue is rising.

Fix any technical bugs based on customer feedback.
	Month 5 onwards
	Liam & Priya Patel





[bookmark: _Toc228069005]Appendix 4 (KPI and SMART Objective table)

The Key Performance Indicator is: 
Monthly Online Sales Revenue
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase the total revenue coming from the new website and social media shop.

	Aim for a 20% increase in online sales to help recover the 30% loss in total revenue.
	This is possible by using professional digital marketing and a mobile-friendly website.



	This helps the business survive by moving away from the quiet high street and reaching online shoppers.
	This goal must be reached within 6 months after the new website launches.
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