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[bookmark: _Hlk205982484]
Overview of Green Haven Florists
[bookmark: _Hlk205979492]Located in Norwich, Green Haven Florists are a small, independent business founded by Priya and Liam Patel in 2016. They offer environmentally responsible products and give personalized service to their clientele. They have served professional venues including weddings and corporate clients alongside their walk-in tailored bouquets. Green Haven Florists has lost about 30% of its in-store sales over a 12-month period and have various contributing factors to in-store losses. These include local footfall reductions, local high-street business closures and reliance on word of mouth for growth. Furthermore, they offer no delivery service and have a complex, difficult to use website.
[bookmark: _Hlk205982497]Proposed solutions for Green Haven Florists

Solution proposal A: Streamline and optimize customer website.
This solution encourages lost business traffic to continue to engage with Green Haven Florists by increasing its digital presence and improving usability for existing online customers. According to the international journal of information management, “The design of a quality website, as part of e-business strategy, has become a key element for success in the online market”. Furthermore, “The better a company website, the greater the probabilities of success in the virtual market.” (Hernandez et al., 2009, pp.362-363). This solidifies the need to address Green Haven’s website for all potential customers to increase both online and in-store sales.
Solution proposal B: Offer a delivery service for the entire Norfolk area.
This solution creates a way to physically reach customers beyond the high-street, it enables Green Haven Florists to retain their eco-friendly product and provide convenience for the local populus. According to aWEshkar research journal, “For retail customers, this involves focusing on the three core pillars of service, range, and price.” Furthermore, “Customers can select a convenient one-hour delivery window and benefit from a high level of order accuracy.” (Radhika, A. et al., 2025). This allows Green Haven Florists to increase their online sales by utilizing a home delivery partner such as Ocado and circumvent their own website maladies.

Evaluation results and justifications
[bookmark: _Hlk205982530]Based on both solutions being critiqued using a grid analysis table (See appendix 1), solution A is the most appropriate as it shows the broadest range of benefits to Green Haven Florists at the cheapest cost to Liam & Priya. Furthermore, this allows Green Haven Florists to adapt to the shift towards online shopping trends. According to the International Fresh Produce Association “Nearly half of Gen Z (46%) and Millennial (48%) consumers would use AI to automate or speed up their everyday shopping decisions.” (IFPA, 2025). This shows how much of the consumer share is actively taking steps to streamline their own online purchases.
Risk analysis results and justifications
Conducting a risk analysis of the selected solution (see appendix 2) there is a heavy focus on cybersecurity issues, this is the major threat to an organization’s website and reputation which increases the weightings against online solutions. A notable case involving Mark’s and Spencer’s occurred in April 2025, a report from Sky News provides insight into the damage it can cause an organization. “The cyber-attack on high street department store Marks and Spencer is expected to directly cost roughly £136m.” (Taaffe-Maguire, S. 2025). However, this is easily circumvented with good security practices and procedures as well as reliable data capture and payment systems. 
Justifications for the implementation plan
There must be a swift turnover of optimizations for the Green Haven Florists website, this should however, be after necessary research has taken place in conjunction with expert opinion. This order is reflected in the implementation plan provided (see appendix 3). Liam and Priya need to find out how to best represent the business and then communicate these to a professional to effectively implement what they have researched. After these steps have been taken the website created can more effectively serve their customers. If done out of order, they may lose capital and remain with a similarly poor website experience.

Justifications for the KPI and SMART objectives
As proposed the KPI chosen is to increase both online and In-store sales using Green Haven Florists website as this is the way for Liam and Priya to recognise a reversal of their loss in-store sales. There are realistic objectives and reasonable challenges laid out in the SMART table (see appendix 4). This is coupled with timelines to monitor how the KPI is being achieved relative to the desired outcomes for Green Haven Florists.


Key Findings

After conducting all considerations for Green Haven Florists and finding a solution to reverse the 30% loss of in-store sales over the last 12 months. The solution also aims to increase both in-store and online sales by reducing the complexity and ease of use of Green Haven’s website.

There are five main factors that have been identified.
· Improving Green Haven Florists website is the best course of action.
· There is only one major threat which all businesses face equally.
· This solution can be implemented cheaply and quickly.
· This solution is modular and can be used to improve other areas.
· This solution follows the industry trends towards online purchases.
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Appendix 1: Grid analysis table
	Factors to consider
	Cost
	Simplicity
	Versatility
	Accessibility
	Convenience
	Total

	Weighting      
	8
	9
	9
	7
	7
	

	Improving Green Haven Florists website
	64
	72
	90
	56
	63
	345

	Providing a delivery service for Green Haven Florists
	56
	63
	63
	56
	63
	301


· Adapted from: Proctor, T. (2019, p.264)




















Appendix 2: Risk analysis table
	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Cyberattacks for customer data /payment details.
	3
	5
	15
	Store critical customer data on offline servers.
Use secure payment services.
	Temporary overnight website shutdown to close security loopholes.

	2
	Alienating existing customer base.

	3
	2
	6
	Offer simple navigation routes to website. (QR codes etc.)
	Show customers varied but memorable ways to get to the website.

	3
	Unprofessional website layout

	2
	4
	8
	Utilise an online website building platform.
	Utilise a professional website consultant.



· Adapted from: Wilcox, F. (2018, p.108)






Appendix 3: Implementation plan
Problem to be solved: To improve both in-store and online sales.
Solution to implement: Streamline and optimize Green Haven Florists website.
	
	Task
	What (does this involve)
	When
	Who
	Done

	1
	Research Norfolk area competitor websites and compare.
	Look for common features between websites and useful unique features.
	Five days
	Liam & Priya
	Ranked list of the best websites and why they stand out.

	2
	Highlight features and services that are missing from Green Haven website. 
	Comparing Green Haven Florists website against ranked list of researched websites.
	Two days
	Liam & Priya
	Finalized list of desired changes for Green Haven website.

	3
	Professionalise website design and integrate missing features and services.
	Hire a website consultant to evaluate and advise on further improvements.
	One day
	Liam & Priya
	Hired a consultant that has been briefed with the overall objective.

	5
	Simplify customer interactions such as navigation, product ranges and payment methods.
	Create burger menus, create simple categories and a product search bar. 
Acquire various secure payment methods.
	One day
	Website consultant
	Present new website concept to Liam & Priya using an active guide of customer pathing.

	6
	Website consultant then evaluates final website and advises on further optimisations.
	Consult with Liam and Priya on any unique additions. 
	One day
	Website consultant
	Final release of new website. 


· Adapted from: Institute of Leadership & Management (2013, p.102)


Appendix 4: KPI and SMART table
Key Performance Indicator: Increase both online and In-store sales using Green Haven Florists website.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Improve in-store sales over a 12-month period.
Improve Online sales over a 12-month period.
Nullify the original 30% loss of in-store sales.
	Tracking metrics of traffic from all avenues of online services.
Increase digital presence on linked social media platforms.
	Rolling 5% increase week on week of website traffic.
Rolling 2% increase week on week of in-store customers.

	Increase of positive customer reviews / online feedback.
	7-day profit reports.
7-day order reports.
Monthly revenue reports.


Adapted from: https://thinkmarketingmagazine.com/how-to-create-smart-goals/
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