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Introduction 
This report looks at the business problems of Green Haven Florists, a small flower shop in Norwich. Recently, the shop has lost many customers and its income has dropped. The goal of this report is to find the reasons for these problems and suggest a plan to help the business grow again. We will look at two different solutions: moving the business online and starting flower workshops. By the end of this report, I will recommend the best path for the owner and explain how to make it happen.

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists is facing a serious crisis because its in-store sales have fallen by 30% in the last year. There are several reasons for this. First, many people are now shopping online instead of visiting the city center. Also, some large shops nearby have closed, so fewer people walk past the florist.
Second, the business is struggling to compete with big supermarkets that sell cheap flowers. Internally, the shop has an old website that does not allow customers to buy flowers online. Finally, the cost of eco-friendly packaging and high-quality flowers is increasing, which makes it harder for the shop to make a profit.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A: New Website and Flower Subscriptions
This solution is about building a modern website where people can order flowers easily from their phones. The shop would also start a "subscription service" where customers pay a monthly fee to receive fresh flowers regularly.
	Plus
	Minus
	Interesting

	Predictable Revenue: Subscriptions create a "recurring revenue stream," making it easier to manage cash flow and pay monthly bills regardless of foot traffic.
	High Initial Investment: Building a professional, secure website with a subscription payment gateway requires a significant upfront financial cost.
	Data Collection: The shop can build a customer database (emails/birthdays) to send personalized reminders, increasing the chances of repeat sales.

	24/7 Accessibility: A modern website allows customers to browse and place orders at any time, removing the limitation of physical shop opening hours.
	Marketing Expenses: Simply having a website isn't enough; the shop must pay for ongoing digital advertising (Google/social media) to compete with big brands.
	Inventory Optimization: Subscription data tells the owner exactly how many flowers to order in advance, significantly reducing waste and spoilage.

	Wider Market Reach: The shop can target the entire Norwich area (and beyond) via delivery, rather than relying only on people walking past the storefront.
	Technical Maintenance: The business will need to manage website updates, security patches, and potential site crashes, which requires time or technical expertise.
	Visual Storytelling: A website provides a perfect platform to showcase the shop’s "eco-friendly" USP through high-quality photos and sustainability blogs.




This solves the problem because it stops the shop from relying only on people walking past the store.

Solution B: Flower Arranging Workshops 
This solution focuses on the physical shop. The owner would organize classes to teach people how to arrange flowers and use eco-friendly materials.
	Plus
	Minus
	Interesting

	Unique Experience: Workshops offer a tactile, social activity that supermarkets cannot replicate, giving customers a reason to visit the physical store.
	Limited Physical Space: The shop’s small footprint limits the "class size," which can reduce the total profit earned per session compared to the time spent.
	Local Partnerships: Collaborating with nearby coffee shops for snacks can build a "community hub" feel and share marketing costs with other small businesses.

	New Foot Traffic: Interactive classes attract people who might not usually buy flowers, introducing a wider audience to the brand and its products.
	Operational Disruption: Setting up and cleaning up for a class takes hours, potentially interfering with regular retail customers and daily shop tasks.
	Sustainability Education: Workshops are a perfect venue to teach customers why eco-friendly materials matter, turning shoppers into loyal "green" advocates.

	Upselling Opportunities: During the workshop, attendees are surrounded by the shop’s inventory, making it highly likely they will purchase extra items (vases, tools, or bouquets) before leaving.
	Staffing Pressure: Running high-quality classes requires the owner or staff to have teaching skills, which adds to their workload and may lead to burnout.
	Content Generation: Classes provide great opportunities for filming "behind the scenes" social media content (TikToks/Reels), which helps market the shop for free.



This helps by making the shop a "destination" where people go for an activity, not just to buy a product.

Justification for Selected Solution
I recommend Solution A (Website and Subscriptions). Even though workshops are a nice idea, they do not solve the main problem, which is that people are moving away from high-street shopping. A new website allows the shop to be "open" 24 hours a day. The subscription model is the best way to ensure the business has a steady income, which is very important when costs are rising. This solution modernizes the business and helps it compete with bigger online companies.

[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
There are some risks with this plan. The biggest risk is technical problems with the new website, such as the payment system not working. Another risk is that marketing might fail, meaning people don't find the new site. 
	Actions
	Description
	Time frame
	Staff responsible

	Research                       
	Research competitor flower subscription prices and local delivery costs.
	1 week
	Liam Patel

	Content Collection




	Take high-quality photos of seasonal arrangements and write "eco-friendly" product descriptions.
	2 weeks
	Priya Patel


	Website Development
	Build the e-commerce site with a secure payment way and subscription options 
	5 weeks
	External web developer 

	Staff training 

	Train the team members on how to process online orders and manage the new delivery option.
	1 week  
	Liam and Priya Patel

	Testing
	Run a soft launch with the 10 loyal customers to check for website bugs
	1 week
	Web Developer + Priya Patel

	Marketing Launch
	Start Instagram and Facebook ads targeting the local area (Norwich) 
	1 week 
	Priya and Liam Patel

	Official Re-opens 
	Open the website to the general public for orders and subscriptions 
	1 week
	All staff


I evaluated these risks based on how much they would hurt the business and how likely they are to happen. Technical problems are very serious but can be avoided by hiring a professional web designer. Marketing risks can be reduced by using social media like Instagram, which is popular for flower businesses.

Plan to Implement the Selected Solution
The plan will take 12 weeks to complete:


Justification: This order is important because we must have a working website before we spend money on advertising. Testing the site first ensures that we don't lose customers due to technical errors.
Means of Measuring Effectiveness of Implementation of Selected Solution
 To ensure the new website and subscription model are successful, the business will use specific metrics to track progress. Below is the justification for the chosen Key Performance Indicators (KPIs) and SMART objectives.
1. Explanation and Defence of Key Performance Indicators (KPIs)
KPIs are essential because they provide a clear "health check" for the new digital strategy. For Green Haven Florists, the two most critical KPIs are:
Online Conversion Rate: This measures the percentage of website visitors who actually buy flowers. It is the best way to defend the investment in the new website; if people visit but don’t buy, it tells us the site design or pricing needs adjustment.
Subscription Retention Rate: Since the goal is steady income, we must track how many customers stay subscribed month-to-month. A high retention rate proves that the subscription service provides real value and solves the cash-flow problem identified in the business analysis.

2. Explanation and Defence of SMART Objectives
To make these KPIs actionable, I have proposed the following SMART (Specific, Measurable, Achievable, Relevant, and Time-bound) objectives:
Objective 1: "Achieve 50 active flower subscribers within the first 3 months of the website launch."
Defence: This is Specific (50 subscribers) and Time-bound (3 months). It directly addresses the problem of falling in-store sales by creating a guaranteed recurring revenue stream that doesn't depend on foot traffic.
Objective 2: "Increase total monthly revenue by 15% through online sales by the end of Week 24."
Defence: This is Measurable and Relevant. A 15% increase is a realistic starting point to offset the 30% loss in physical sales. It allows the owner to see a clear Return on Investment (ROI) for the cost of the web designer and marketing.
By using these measures, Green Haven Florists can move away from "guessing" if the business is doing well and instead use hard data to make future decisions.

Conclusion:
In conclusion, Green Haven Florists is at a crossroads. The traditional way of selling flowers only in a physical shop is no longer enough to survive in the modern market. While the business has a strong reputation for being "green" and sustainable, it has failed to keep up with digital trends. However, by shifting the focus from "foot traffic" to "web traffic" and introducing a subscription model, the business can solve its cash flow problems. Implementing Solution A is not just an update; it is a necessary evolution to ensure the shop stays open for another generation.


[bookmark: _Hlk208302504]After analyzing the business and the two possible solutions, here are the five most important findings:
Digital Gap: The 30% drop in sales is directly linked to the lack of an online shop. Customers in Norwich are looking for convenience, and currently, Green Haven is "invisible" to online shoppers.
The Power of Subscriptions: A subscription model (Solution A) is more effective than workshops (Solution B) because it creates a "recurring revenue stream." This means the shop knows exactly how much money it will make each month, making it easier to pay bills and staff.
Sustainability is a USP: Green Haven’s commitment to plastic-free packaging is a Unique Selling Proposition (USP). This is a high-value trend that needs to be the main message of the new digital marketing strategy.
Risk Management: The biggest threat to success is technical failure. Therefore, the business must invest in a high-quality, professional website rather than trying to build a cheap or "DIY" version.
Targeted Growth: By using SMART objectives, the business can focus on small, measurable wins like getting the first 50 subscribers, which will build the confidence and capital needed for further growth.
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