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Introduction 
This report uses systematic problem-solving and decision-making skills in the case of Green Haven Florists, a small independent retail corporation with waning performance.  Decision-making is the logical process of defining the problem, analysing alternatives and choosing the most efficient way of action (Taherdoost and Madanchian, 2024). The report has established the main business issue taken by Green Haven Florists and has assessed two possible alternative strategic solutions with the use of the Plus-Minus-Interesting (PMI) decision tool. After this, one, which is based on this assessment, is chosen and explained. The effectiveness of the selected solution is then evaluated with the help of a simple risk analysis, implementation plan and performance measurement framework based on Key Performance Indicators (KPI) and SMART objectives (Quijano et al.,2022).

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists is a small independent flower shop located in Norwich, UK, that has seen its in-store sales fall by 30% in the last 12 months (Mehta, 2025). Online orders have grown marginally, though this was not high enough to counter the large decline in footfall. Modifications in consumer behaviour,  especially the level of switching to online shopping and the requirements of convenience, have affected traditional retail business in a negative way (Purcãrea et al., 2022). MI has established a competitive advantage, forcing Green Haven Florists out of the market zone with large Internet flower sellers now providing delivery within the day, lowering prices and promoting aggressively. The increasing cost of the operation has also been a major problem. The price of imported flowers has been raised due to inflation and supply chain implications, whereas the efforts made by the business to work with sustainable and environmentally friendly materials have made the production of products more expensive (Reynolds, 2024). One the one hand, the company has been relying heavily on word-of-mouth marketing, and it does not have a modernized webpage, which restricts its capacity to connect to digitally literate customers. The market pressure has been aggravated by the entry of a local boutique florist that is emerging in the market with a well-developed social media platform and a national chain that covers a large area in deliveries (Sandra, Saptono and Fitra, 2023). All these together have curtailed the profitability and have put Green Haven Florists at risk of extinction unless strategic action is undertaken. 
[bookmark: _Hlk205982497]Two Alternative Solutions 
Solution A: Improve Digital Sales and Marketing Strategy 
Solution A is all about enhancing the digital sales and marketing strategy of Green Haven Florists so that it can more closely support the changing consumer behavior. The officials can solve this problem by redesigning the company’s site and making it more usable, launching online promotions, and intensifying the use of social media to attract and keep clients. Online marketing includes digital marketing instruments like targeted advertising, email campaigns, and search engine marketing to augment online impact and lead to sales growth (Ufondu, Onyeneke and Akudolu, 2025). Moreover, personalized offers and better customer relationships can be facilitated with the help of customer data analytics usage (Ijomah et al.,2024). Through a methodical online sales approach, Green Haven Florists will be able to go beyond its physical constraints in footfall and compete in a better way with online sellers.  Nevertheless, such a strategy would demand investment in digital skills, time, and continuous content management. This solution PMI analysis can be viewed in Appendix A

	Plus
	Minus
	Interesting

	Wider market reach
	Initial setup cost 
	Long-term scalability 

	Improved customer engagement 
	Training requirements 
	Data-driven-marketing

	Higher online visibility 
	Time management 
	Competitive differentiation 






Solution B:  Introduce Subscription-Based Floral Services 
Solution B suggested that the company introduce a weekly or monthly subscription-based floral service where the floral business is delivered to the customers. The predictive nature of subscription models leads to a stable revenue flow, and it enhances customer retention because of the long-term commitment (Olimjonovich, 2024). This strategy fits well into the capabilities of Green Haven Florists in the field of customized floral design and sustainability, since the locally gathered seasonal flowers may be involved in subscription packages. Subscription service would decrease its dependence on walk-in sales and stabilize its cash flow and would help the business cope with the increasing costs in a better way. Nevertheless, it might necessitate changes in its operations, such as logistics of its delivery and inventory planning. In spite of difficulties, subscription has been found to be effective in increasing customer lifetime value and resilience (Thomas, 2025). The PMI analysis of this solution is provided in Appendix B
	Plus
	Minus
	Interesting

	Stable recurring revenue
	Delivery complexity
	Strong customer loyalty

	Predictable cash flow
	Inventory planning
	Seasonal flexibility



Justification for Selected Solution 
Due to the analysis, Solution A (Improving Digital Sales and Marketing Strategy) is the most suitable solution for Green Haven Florists. Although both solutions will be effective, Solution A will require solving the primary sources of declining footfall and heightened competition by making the online presence more prominent and efficient in gaining customer interest.  The assessment score was focused on market reach, the potential and the pace of the execution, in which Solution A score better. Digital transformation provides sustainable expansion prospects with a bearable risk and sustainability in a retail context that is gradually becoming more online (Agustian et al., 2023)
Risk Analysis of Selected Solution
The main risks that can be considered about Solution A are financial risk as a factor of the initial investment costs, operational risk as a result of low digital expertise, and market risk because online interaction may not lead to sales growth. The likelihood and impact were the measures applied to these risks, which are the conventional risk analysis factors in managerial decision-making (Alrawad et al.,2023). Phased Implementation is a way to reduce financial risk, whereas operational may be minimized either through personnel training or outsourcing digital operations. There are risks related to the market that are tamed through the constant assessment of online performance indicators and customer feedback (Noor and Gabriel, 2024).

Plan to Implement the Selected Solution

Solution A must be implemented in a gradual and organized manner.  The initial st8is a review of the existing site and online locations with the aim of pinpointing areas of usability weakness and customer dissatisfaction points. This is accompanied by a redesign of the site to enhance the way it is navigated and make it mobile compatible and orderable online. The given steps are given priority since a successful digital platform is a key to winning customers and getting them converted (Karamolegkos, 2025). The second phase is the creation of a digital marketing strategy, such as planning social media content, specifically aimed at online advertising and email marketing campaigns. The allocation of responsibilities is also to be done with the help of external digital specialists and internal personnel-driven content generation in line with the sustainable values of the brand (Martinez-pmPeláez et al., 2023). The third step is to have staff training so that there is uniform customer interaction both online and offline. Constant monitoring and improvement according to the performance data is the last stage. This order of things will make sure that background systems are in place prior to the start of promotional activities to minimize inefficiency and Implementation risks. The given plan will provide a balance between speed, cost management, and organizational capacity to ensure successful implementation and long-term development. 
Means of Measuring Effectiveness of Implementation of Selected Solution
 
A combination of KPI and SMART objectives will be used to measure the effectiveness of the solution. Key performance indicators like the increase in traffic to the site, online conversion rates, social media interaction, and repeat customer rating can be used to measure performance (Theodoridis and Gkikas, 2025). All thus indicators are pertinent as they present the outcomes of the digital engagement strategy and sales directly. SMART goals make sure that performance goals are specific, measurable, Attainable, relevant, and time-bound, which facilitates accountability, and it is possible to improve (Ahmed et al., 2024). Giving the example, doubling online sales in a period of six months is a specific and realistic target that can be achieved based on business objectives only. Analytics of the visit to websites, surveys of customers, and online reviews allow for evaluating and taking relevant remedial measures within a specified time. Appendix C offers the KPI and SMART objective framework, which contributes to the evidence-based decision-making process and long-term performance monitoring. 
Conclusion:

This report has examined the performance issues of Green Haven Florists and also determined an analysis of the deterioration in in-store sales as the core business issue.  Two other possible solutions were considered with the help of techniques of structured decision-making.  The adoption of the digital sales and marketing strategy was chosen as the best solution because it is directly associated with the evolving consumer behaviour and competitive environment.  A simple risk analysis identified the manageable financial, operational and market risks, whereas a step-by-step implementation plan showed how the solution could be implemented successfully.  Keeping track of the success and facilitating the process of constant enhancement, the application of KPI and SMART goals offers a clear conceptual framework. In totality, the Implementation of a well-organised digital strategy provides Green Haven Florists with the feasible and sustainable means in terms of regaining profitability and ensuring competitive advantage in the long-term introduction. 
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The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

Website analytics 

Online reviews 


Social media engagement 



	

+20% traffic 


Review ratings 


Followers' growth 

	

Marketing team 


Staff & customers 


Marketing budget 





	

Sales growth 


Brand trust 


Customer reach 


	

6 months 


Quarterly 


3 months 
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