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[bookmark: _Toc216378161]1. Introduction 
The Green Haven Florists has been deprived of its sales, poor traffic and competition from online stores. The purpose of this report is to investigate the primary business issue that has already impacted the shop and speculate on the possible options for the solution. The report will also summarise the problem, characteristics of two potential solutions and evaluate them with the help of a decision-making tool. Then it will choose the most adequate solution and present the reasons for such a choice. Risk analysis will also be brief, and a plan of action will be provided, and the effectiveness of the selected solution will also be discussed.















[bookmark: _Toc216378162]2. Explanation of the Business Problem 
Green Haven Florists is facing several threats, which have resulted in a critical deterioration in the performance of the company. The store has been reporting a drop-in store sale of 30 per cent in the past year, and the online sales have been on a growing path in a marginal manner, not sufficient to replace the foot traffic reduction. The shopping centre has been very quiet considering that the surrounding stores are shut down, and most of its customers have been attracted to the convenience of shopping online (Solomon et al., 2014). Business is also at threat due to the new competition: a boutique florist that has a good social media presence and a national chain, which can offer low prices and huge deliveries.
Meanwhile, the prices have increased. Specifically, fresh and imported flowers are now a bit costlier, and so is sustainable packaging used by the shop, which is also more expensive (Kartajaya, et al., 2019). The site is also antiquated since it is not navigated appropriately, as the customer response reveals. The consumers desire improved delivery services and subscriptions, but the owners have very little information on digital marketing, and they find it difficult to fulfil their needs.










[bookmark: _Toc216378163]3. Two Alternative Solutions 
[bookmark: _Toc216378164]Solution 1: Improve Online Presence and Digital Marketing
The former will be to expand the online presence of the shop. This will involve a complete redesign of the whole site so as to render the site user-friendly, modern and mobile-friendly. This would include web ordering and subscriptions, additional photos, product description and prices (Chaffey, et al., 2009). The shop can tweet on a weekly basis and make a few basic paid advertisements to get more attention. The employees would be trained to assist in controlling the online platforms. This is in response to the customer complaints, higher competitiveness and higher online sales since foot traffic will be reduced.
[bookmark: _Toc216378165]Solution 2: Introduce New Value-Added Services
The second option will be to provide new value-added services to the customers. This may involve local delivery within the same or next day, a loyalty card/membership program and classes like flower arranging. The shop is also capable of collaborating with the wedding venues, cafes and local businesses and sell the seasonal packages of the special occasions (Osterwalder et al., 2015). This would promote repeat business, neighbourhood relations and would distinguish the shop from the other national chains. It will be able to appeal to its new consumer base and retain its old ones.









[bookmark: _Toc216378166]4. Evaluation of Both Solutions Using PMI 
The two solutions were compared with a PMI (Plus, Minus and Interesting) analysis. The tables of PMI have been included in their full version in the Appendix, as was necessary in the assignment brief. As the example of Solution 1 suggests, some significant benefits could be identified. Enhancing the web presence facilitates the subsequent development, addresses the needs of the customers to have a contemporary site, and initiates the business into the contemporary era (McDonald and Wilson, 2016). The drawbacks are associated with the expenses to redesign the site, the necessity to train digitally, and the time to achieve the achievements based on the procedure of enhancements. One of the most interesting ones is that a more powerful online system can assist the business to cater to those customers who are not local and are guaranteed to receive more stable online income (Laudon and Traver, 2022).
Based on the results of the PMI analysis of Solution 2, the implementation of value-added services will be in a position to raise the customer loyalty level, accelerate the image of the shop in the local arena and generate additional sources of income (Verhoff, et al., 2015). Nonetheless, the solution can lead to the expansion of the work of the owners and the raising of the operating costs. It is also important to mention that such services can be utilised to generate a unique identity, which can be community-based.
Generally, comparisons, which are offered by PMI, indicate that Solution 1 has greater opportunities to make a positive change and long-term sustainability due to its direct-to-the-point strategy on the digital weaknesses and the possibility to stay on the pace of the latest customer behaviour.






[bookmark: _Toc216378167]5. Justification for Choosing One Solution 
Solution 1, the most appropriate solution for Green Haven Florists, is to enhance the presence online and to promote online marketing. The response is a simple yes and no to the complaints that the customers expressed regarding the old-fashioned site, and it is also in line with the increasing use of internet shopping. With an increasing number of customers ready to purchase flowers online, a new convenient location will assist the business to stand in opposition to other bigger online businesses (Brynjolfsson and McAfee, 2014). The sustainability of this solution is also greater in the long run since it generates a digital system capable of sustaining future growth. Although it is a cost in terms of investment, it has greater tangible and long-term financial advantages as online selling may keep gain momentum in the long term. Solution 1 is also favourable to the market trends in future since the customers want to place the order online, convenience of delivery and easy access to the product information.
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There are threats which are associated with the strengthening of the online presence in different ways. The issue with the site upgrade is that it may be more expensive than anticipated, and the delays in the project may have an impact on customer experience. The owners are also less technical and may not be able to cope with the new system (Heizer et al., 2020). It is not definite that the online traffic will jump sky high at once, and the competitors can also improve their online sites. Some of the measures that can be taken to reduce these risks include establishing a specific budget constraint, selecting the web designer or the basic web builder and undergoing basic online training. They must also publicise the new location vigorously by the business and competitors, which they must have been noticing every month, to remain up to date.















[bookmark: _Toc216378169]7. Action Plan for Implementation 
The initial one would be a research of the present location and an analysis of what should be advertised. Following this, the owners should prepare a budget for the project. That is when they should choose whether to get a freelance web-designer, or they can utilise a site-building platform (Masterson, et al., 2021). The second one is the development of the site where new functionality is added, like subscriptions, delivery system and improved ordering platform. Next, updated pictures and descriptions of products and correct prices should be provided. This must involve an easy digital marketing plan involving frequent posting and uncomplicated paid ads. The owners would go through a brief training session to ensure that they are able to update the site and know the information about the customers. The site will be launched once it is ready and promoted in any medium. The monthly monitoring will assist the business in tracking the performance and adjusting it.













[bookmark: _Toc216378170]8. Measuring the Effectiveness of the Solution 
Key performance indicators will be used to determine the success of Solution 1. These include an increase in online sales, web traffic and subscription plans. Monitoring of social media activity and ratings of customer satisfaction will be done as well. The complaints regarding the website and overall increase in earnings will turn out to be less frequent, indicating an improvement (Thakur and Workman, 2016). The website's information must be audited every month to monitor customer behaviour and sales trends. The review of revenue will be done after three months, with the aim of determining financial aspects. The customer should give feedback to indicate what aspects should be corrected on a frequent basis. These pointers will indicate whether the solution is bearing the desired results.
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This is due to the fact that Green Haven Florists is reflecting a decrease in sales due to the digital weaknesses, customer behaviour change and close competition. The report gave two potential solutions and contrasted them against one another by the use of the PMI tool. Solution 1 has been selected as it would be more beneficial in the long run, as well as the fact that it would satisfy the demand of the customers directly. It was also presented with a KPIs and an action plan to make the implementation easy and measure the progress. This kind of solution can enhance the performance of the shop and its sustainability in the long-term when constant checking takes place.
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[bookmark: _Toc216378174]Appendix A: PMI Analysis of Both Solutions
PMI Table for Solution 1: Improve Online Presence and Digital Marketing
	Plus (Benefits)
	Minus (Disadvantages)
	Interesting (Additional Points)

	Supports long-term growth
	Requires financial investment
	Could reach customers outside the local area

	Meets customer expectations for a modern website
	Requires digital training
	May create stable online income

	Helps the business compete with online retailers
	Takes time to design and implement
	Website could attract younger customers

	Reduces impact of falling foot traffic
	Risk of technical issues
	Can expand product range online



PMI Table for Solution 2: Introduce New Value-Added Services
	Plus (Benefits)
	Minus (Disadvantages)
	Interesting (Additional Points)

	Improves customer loyalty
	Increases workload for owners
	Could build a strong community reputation

	Increases local brand visibility
	May require higher operational costs
	Makes the florist appear unique

	Adds multiple new revenue streams
	Requires planning and coordination
	Could attract event partners

	Encourages repeat purchases
	Some services may not be profitable at first
	Workshops may draw new audiences
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	Task
	Timeframe
	Responsibility
	Resources Needed
	Expected Outcome

	Review current website and identify issues
	Week 1
	Owners
	Time, checklist
	Clear list of improvements

	Set project budget
	Week 1
	Owners
	Financial records
	Realistic spending limit

	Choose web designer or website builder
	Week 2
	Owners
	Quotes, research
	Best-value choice selected

	Develop new website features (ordering, subscriptions, delivery options)
	Weeks 3–5
	Designer/Owners
	Website tools
	Modern and user-friendly website

	Update content: photos, descriptions, pricing
	Week 6
	Owners
	Camera, editing tools
	High-quality product presentation

	Create digital marketing plan
	Week 6
	Owners
	Social media accounts
	Weekly posting schedule

	Training on website updates and data analysis
	Week 7
	Owners
	Training videos or a tutor
	Better digital skills

	Launch website and promote online
	Week 8
	Owners
	Social media posts, ads
	Increased customer awareness

	Monthly performance monitoring
	Ongoing
	Owners
	Website analytics
	Continuous improvement
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