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1. Introduction
This report examines the operational and strategic challenges faced by Green Haven Florists, a small family‑run flower shop experiencing a significant decline in performance. The business has recently reported a 30% reduction in in‑store sales, alongside several internal and external issues affecting customer satisfaction, competitiveness, and financial stability. The purpose of this report is to analyse the root causes of these challenges and propose effective solutions that can support the long‑term sustainability of the business.
The report will begin with an overview of the case study, summarising the key issues identified in Component 1. It will then present two potential solutions to address the sales decline: (1) implementing a digital marketing and online presence strategy, and (2) improving product quality and customer experience. These solutions will be evaluated using a PMI (Plus, Minus, Interesting) analysis to determine the most suitable option. A risk analysis will then be conducted to identify potential barriers to implementation. The report will also outline a detailed implementation plan, followed by SMART objectives and Key Performance Indicators (KPIs) to measure success. The report concludes with a summary of key findings.

2. Overview of the Case Study
Green Haven Florists is a long‑established, family‑owned flower shop located on a suburban high street. The business has operated for over 15 years and provides a range of floral products, including bouquets, wedding arrangements, funeral flowers, seasonal gifts, and indoor plants. The shop relies heavily on walk‑in customers, local deliveries, and repeat business from loyal clients. However, over the past six months, the business has experienced a 30% decline in in‑store sales, raising concerns about its long‑term viability.
Several internal and external factors contribute to this decline. Externally, the business faces increased competition from supermarkets and online flower delivery services, rising wholesale flower costs, and reduced footfall on the high street. Internally, the shop struggles with outdated marketing practices, inconsistent flower freshness, staff shortages, and a limited product range. These issues have resulted in customer dissatisfaction, reduced visibility, and a weakened competitive position.
The decline in sales is significant because it directly affects revenue, profitability, and the ability of the business to invest in improvements. Without intervention, Green Haven Florists risks further financial decline. Therefore, identifying and implementing effective solutions is essential for restoring customer engagement and improving business performance.

3. Proposed Solutions
Solution 1: Digital Marketing and Online Presence (Chosen Solution)
The first proposed solution is to implement a comprehensive digital marketing strategy, including social media marketing, online ordering, and improved online visibility. This solution directly addresses the decline in footfall and the increasing competition from online florists. By establishing a strong digital presence, Green Haven Florists can reach new customers who prefer online shopping, promote seasonal offers, and showcase their products more effectively.
A digital marketing strategy may include creating Instagram and Facebook pages, posting high‑quality images of bouquets, running targeted advertisements, and engaging with customers through comments and messages. Additionally, offering online ordering and click‑and‑collect services would provide convenience and align the business with modern consumer expectations. Research shows that small businesses with active social media engagement experience higher customer reach and improved sales performance (CIPD, 2023). This solution is cost‑effective, scalable, and measurable through analytics.
Solution 2: Improving Product Quality and Customer Experience
The second solution focuses on enhancing the in‑store experience by improving product freshness, expanding the product range, and providing staff training. This solution addresses internal issues such as inconsistent flower quality and customer complaints. By improving freshness and customer service, the business can strengthen customer loyalty and encourage repeat purchases.
This solution may involve upgrading refrigeration equipment, sourcing higher‑quality flowers, training staff in customer service, and redesigning the shop layout to create a more appealing environment. While this approach improves customer satisfaction, it does not directly address the external challenges of reduced footfall and online competition. It is also more costly and time‑consuming to implement.
Summary
Both solutions are valuable, but Solution 1 offers greater potential to increase sales, attract new customers, and improve competitiveness. It is also easier to measure and more aligned with current market trends.

4. PMI Analysis
PMI Table: Comparing Both Solutions
	Solution
	Plus (Advantages)
	Minus (Disadvantages)
	Interesting (Considerations)

	Digital Marketing & Online Presence
	Low cost; attracts new customers; measurable results; increases visibility; addresses competition
	Requires digital skills; time‑consuming to maintain
	Potential for rapid growth; can expand to online delivery

	Improve Product Quality & Customer Experience
	Enhances customer loyalty; improves reputation; reduces complaints
	Higher costs; limited impact on footfall; slower results
	Could complement digital marketing in the future


Evaluation
The PMI analysis shows that the digital marketing solution offers more advantages and fewer limitations. It directly addresses the root problem of declining sales by increasing visibility and attracting new customers. It is also cost‑effective and provides measurable outcomes through analytics. Therefore, Solution 1 is selected as the preferred option.

5. Risk Analysis
Implementing a digital marketing strategy presents several risks. One risk is low customer engagement, which may occur if content is inconsistent or poorly targeted. This risk can be reduced by posting regularly, using high‑quality images, and analysing engagement data to understand customer preferences.
Another risk is lack of digital skills among staff. If employees are unfamiliar with social media platforms, the strategy may be ineffective. This risk can be mitigated by providing basic training or hiring a part‑time social media assistant.
A further risk is time commitment. Managing social media requires regular updates, responses, and monitoring. To reduce this risk, the business can use scheduling tools such as Meta Business Suite to automate posts.
Finally, there is a risk of negative online feedback, which could harm the business’s reputation. This can be managed by responding professionally to complaints and using feedback to improve services.
Overall, the risks associated with digital marketing are manageable and outweighed by the potential benefits.

6. Implementation Plan
The implementation plan outlines the steps required to introduce the digital marketing strategy effectively.
Step 1: Create Social Media Accounts (Week 1) 
Set up Instagram and Facebook pages for the business. Upload branding elements such as the logo, shop photos, and contact details.
Step 2: Develop a Content Strategy (Week 1–2) 
Plan weekly posts featuring bouquets, seasonal promotions, behind‑the‑scenes content, and customer testimonials. Use a consistent visual style.
Step 3: Launch Online Ordering (Week 2–4) 
Create a simple online ordering system using a website builder such as Wix or Shopify. Include delivery and click‑and‑collect options.
Step 4: Promote the Business Online (Week 3–6) 
Run targeted social media advertisements aimed at local customers. Promote seasonal events such as Mother’s Day or Valentine’s Day.
Step 5: Monitor Engagement (Ongoing) 
Track likes, comments, shares, website visits, and online orders. Adjust the strategy based on performance.
Step 6: Staff Training (Week 1–3) 
Provide basic training on how to take photos, upload posts, and respond to customer messages.
This plan ensures a structured and realistic approach to implementing the chosen solution.

7. SMART Objectives and KPIs
SMART Objectives
· Increase online engagement by 25% within three months through regular posting and targeted advertising.
· Increase total sales by 15% within six months through online ordering and improved visibility.
KPIs
· Number of social media followers
· Engagement rate (likes, comments, shares)
· Website traffic
· Number of online orders
· Monthly sales revenue
These KPIs will allow the business to measure progress and adjust the strategy as needed.

8. Key Findings
This report has examined the challenges faced by Green Haven Florists and proposed two potential solutions. The analysis shows that the 30% decline in sales is caused by a combination of internal and external factors, including competition, rising costs, and outdated marketing. The PMI analysis demonstrates that implementing a digital marketing strategy is the most effective solution, as it increases visibility, attracts new customers, and provides measurable results. The risk analysis shows that potential barriers can be managed through training and planning. The implementation plan and SMART objectives provide a clear pathway for improving performance. Overall, digital marketing offers the strongest opportunity for business growth.
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