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Introduction 
This report is about Green Haven Florists and the problems the business has now. The shop has lost many in-store customers, and its costs have gone up. It also has more competition from online flower shops and other local businesses. The aim of this report is to find one realistic solution that can help improve sales in the shop, online, or both. In this report, a realistic solution means an idea that the business can afford and use in practice. The report will also look at customer needs, changes in shopping habits, and the importance of online marketing for the business (Chaffey and Ellis-Chadwick, 2022).

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205982497]
Green Haven Florists is a small business in Norwich, UK. It is an independent flower shop. The shop is famous for friendly service, eco-friendly values, and good-quality flowers. However, the business has had serious problems in the last year. Sales have gone down. Fewer customers are coming into the shop. Online orders have gone up a little, but they are not enough to replace the drop in in-store sales.

There are several reasons for this problem. First of all, shopping habits have changed. People now prefer to buy flowers online because it is faster, easier, and very often cheaper. Secondly, Green Haven Florists has strong competition. There are new local flower shops. Also, there are big online flower delivery companies. All these businesses offer more delivery options and regular discounts. They have stronger social media promotion as well.

Another reason is higher costs of running the business. Fresh imported flowers are much more expensive now because of inflation and supply problems. Eco-friendly packaging and local materials also cost more than standard options. The shop’s website is old and difficult to use. This can discourage online customers from using it. The owners also do not do much digital marketing. As a result, the business is less visible online. Because of all these problems, sales have gone down, and it is harder for the shop to compete. (Kotler and Keller, 2016; Chaffey and Ellis-Chadwick, 2022).

Two Alternative Solutions

3.1  Solution A: To Improve Website
Green Haven Florists can improve its website and online sales system to meet customer needs better. The website should be easy to use on both smartphones and personal computers. It should show flowers in clear groups, give simple product information, and make ordering fast and easy. The business should also add better delivery choices, such as same-day local delivery. It can also create a flower subscription service for regular customers. Social media can be used more often to show new products, seasonal flowers, and special offers. This solution can fix the problem because customers said the current website is old and difficult to use. A stronger online system can help the business increase online orders, improve customer satisfaction, keep loyal customers, and attract new clients. It can also help Green Haven compete better with flower companies that already have strong online sales (Chaffey and Ellis-Chadwick, 2022).

PMI Analysis for Solution A
	What’s Good (+)
	What’s Bad (-)
	What’s Interesting

	Improves the website
	Needs money 
	Can give useful customer data

	Easier online ordering 
	Staff need training
	Subscriptions = regular income

	More delivery choices
	Results take time
	Online promotion may help shop sales



3.2 Solution B: To Improve the Shop 
Green Haven Florists can improve the shop experience and local promotion. For example, the shop can become more attractive with better displays, seasonal themes, and small in-store events. The business can also work with local cafes, wedding planners, and nearby companies. This can help Green Haven Florists reach more local customers and build a stronger connection with the community. The company can use flyers or local events to tell people about its products. This solution can fix the problem because the business depends on local customers for in-store sales, so stronger local promotion can help bring more people to the shop. It also uses Green Haven’s strengths, such as personal service and bespoke flower arrangements. However, it may not solve the online problems as well as Solution A, because customers now buy online more often. For that reason, this solution is useful but less complete than a digital plan (Porter, 1980).




PMI Analysis for Solution B
	What’s Good (+)
	What’s Bad (-)
	What’s Interesting

	Improves the shop image
	Does not fix online problems
	Events can bring local attention

	Builds stronger local links
	Needs staff time and planning
	Partnerships may lead to special orders

	Supports the company’s friendly personal service
	Success depends on shop visits
	Can be combined with an online plan later



Justification for Selected Solution

Weighted Decision Matrix (A&B)
	Factors
	Customer
needs
	Online competition
	Sales
growth
	Cost
	Long-term
value
	Total

	Weights
	5
	5
	4
	3
	4
	21

	Solution A
	5 (25)
	5 (25)
	4 (16)
	2 (6)
	4 (16)
	88

	Solution B
	2 (10)
	2 (10)
	3 (12)
	4 (12)
	3 (12)
	56



Solution A has the higher total score (88), so it is the better option for Green Haven Florists. It solves the main problem. The business is losing sales because many customers now buy flowers online, and the current website is weak. For this reason, the highest weights in the matrix were given to customer needs and online competition. These factors are important because Green Haven must be easier to find and easier to use. Solution A scores higher because it improves the website, delivery choices, and online promotion. Solution B can help the shop locally. However, it does not solve the digital problem well enough. Therefore, Solution A is the most suitable choice (Chaffey and Ellis-Chadwick, 2022).
Risk Analysis of the Selected Solution

There are some risks for Solution A. First, the website upgrade needs money at the start. This is a risk because Green Haven is a small business and its costs are already high. Second, Liam and Priya may need training to manage online orders, delivery, and social media. If they do not learn quickly, mistakes may happen. Third, results may take time, so the business may not see immediate improvement in sales. I used cost, time, and staff skills as the main criteria. These criteria are important because they affect whether the plan is realistic and easy to manage (Stokes and Wilson, 2017).

Plan to Implement the Selected Solution

	Actions
	Description
	Time frame
	Staff responsible

	Review old website
	Identify main website problems
	1 week
	Liam and Priya

	Take photos, write product details
	Make new flower photos and information
	1 week
	Priya

	Make website better
	Add online shop + payment system + delivery options
	3 weeks
	Liam, Priya and web designer

	Promote new service
	Create social media posts
	2 weeks
	Priya

	Start service
	Launch website and check feedback
	1 week, then ongoing checks
	Liam and Priya




The implementation plan is clear and easy to follow. The time frame shows how long each task will take. First, Liam and Priya review the old website. This takes one week. They need to do this first to find the main problems before making changes. After that, Priya spends one week taking new photos and writing simple product details. This is important because customers need clear pictures and information before they buy flowers online.
The next step is to improve the website. This takes three weeks because it is the biggest part of the plan. Liam works with a web designer to add the online shop, payment system, and delivery options. However, Priya also helps by checking the product details and the pages. Then Priya spends two weeks promoting the new service. She makes social media posts to tell people about the website. Therefore, more customers may notice the new online service.
The last step is to start the service and check feedback. This takes one week at the beginning, and then the checks continue. Liam and Priya watch online orders, delivery, and customer comments. Overall, this plan is suitable for a small business because the tasks are simple and shared clearly.


Means of Measuring Effectiveness of Implementation of Selected Solution

To measure the effectiveness of Solution A, Green Haven Florists will use KPIs and SMART objectives. These tools allow the business to track progress in a clear and organised way. The first KPI is a customer questionnaire. Priya will set up an automated survey that customers receive after placing an order online. The survey will include five short questions to help identify whether the website is easy to use and whether the delivery service meets expectations. The second KPI is website monitoring. Each week, Liam will review the number of website visits and online orders to assess whether the new system is performing well. A steady increase in both figures would suggest the solution is having a positive impact. The third KPI involves reading customer reviews on platforms (Instagram, Google etc.). Liam and Priya will do this monthly to understand customer opinions on products, delivery, and overall service quality. These measures are also SMART — specific, measurable, attainable, relevant, and time-bound — which ensures the business can evaluate results consistently. Overall, by combining numerical data with customer feedback, Green Haven Florists will be able to make informed improvements over time (Marr, 2012).




The Key Performance Indicators are:

	Specific (Method)
	Measurable
	Attainable
	Relevant
	Time-Bound

	Questionnaire
	5 questions for 15-20 online customers
	Priya sets automated survey
	Check website and delivery
	1 month

	Observation
	Check visits and orders weekly
	Liam records website data
	Check online shop use
	3 months

	Reviews
	Read 10–20 new reviews
	Liam and Priya check monthly
	Check service and products
	Every month



Conclusion
In conclusion, Green Haven Florists is facing a serious business problem. The shop has lost in-store sales because customer habits have changed, costs are higher, and the website is weak. Two solutions were examined in this report. Solution B could help the business build stronger local links and improve the shop experience. However, Solution A is the better option because it solves the main problem more directly. A better website, clearer online ordering, stronger delivery choices, and more social media activity can help the business reach modern customers. The decision matrix also showed that Solution A has the higher score because customer needs and online competitiveness are the most important factors. There are some risks, such as start-up cost and staff training. However, these risks can be managed with careful planning. The action plan and KPI table show that the solution is practical and measurable. If Liam and Priya follow this plan, Green Haven Florists can improve online sales, customer satisfaction, and long-term business performance.
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