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Introduction and Problem Overview
Green Haven florist is owned by Liam and Pria, they are known for its ecofriendly packaged bespoke arrangements, sustainable packaging and strong community links founded in Norwich in 2016. Over the last 12 months the high street footfall has fallen which has caused the business to face a 30% decline, online opposition and mounting costs of flowers and eco‑friendly materials. Information taken from customer feedback shows that the website is outdated has poor digital marketing and limited delivery options. These factors have had a negative impact on the business and restricting online growth in a market where their competitors are expanding. Green Haven florist require a viable, evidence‑based solution to increase sales and adapt their business model. (Gauth, 2016)

Proposed Solutions
Solution A to propose a easy to use, mobile friendly e-commerce website, offering product categories, click and collect service, local delivery options and subscription service for local businesses, hospitality industries and households. Data form IBIS world shows that consumers in the UK are ever more using making online purchases to buy flowers. Prescriptions are providing business with regular income. Implementing improvement on their website would help Green Haven generate more business and strengthen loyalty.  (IBISWorld, 2015)
Solution B will focus on running creative workshops on seasonal bouquets and wreaths that can be promoted on Instagram and Facebook. Trade guidance shows that by creating instore experiences such as creative workshops can increase sales and customer loyalty for florists. This can also help them reach our to a younger audience through social media campaigns as Green Haven have products that are about sustainability and creativity, and intentions are to rebuild footfall despite the declining high‑street. (Mir Bakhramov, 2025). 

PMI Evaluation and Preferred Solution
Edward de Bono developed The Plus, Minus, Interesting (PMI) technique. This is used as a structured thinking tool, promotes decision‑makers to list positive, negative and “interesting” aspects of an option before judging it.  (GroupMap, 2025)
Solution A – Online + subscriptions
· Plus:
· The business needs to reach out customers beyond the local foot fall around the high street.
· Need to introduce subscription service to get a regular income improving their cash flow.
· They need to improve their website and make it more customer friendly  with easy delivery options. Addressing the issues identified by customers when they gave feedback.
· Minus:
· Green Haven needs to invest founds on a e commerce website that has tolls to deliver logistics.​ They will need to pay for this up‑front
· They will need to learn and develop new skills in digital marketing and order/route management. This may be challenging as they are a small team.
· Interesting:
· As they are already have a unique selling point being an echo friendly and sustainable brand with local sourcing that can add value to their brand. They can use this in their advantage as they can be an alternative to national online brands. (Byrne, 2025)
Solution B – In‑store experiences + social media
· Plus:
· By reaching out to the community can help strengthen the business and show their talents as a creative business. The workshops will help the business to generate higher social media content.  
· They have a unique brand which differentiate them in the market as a creative, sustainable, local florist.​
· Minus:
· In a environment that has been hit hard with recession and declining high street.  Green haven has become too dependent on physical footfall trade.
· Limited staff can make it harder to maintain the workshops and events as it means longer hours.
· Interesting:
· Developing a florist that has learning experiences can develop a reputation for Green Haven potentially increasing in‑store and online sales.​
PMI Results and Preferred Solution
With de Bono’s PMI out of the two solutions, it is A that offers more strategic impact because it addresses the specific customer feedback improving the website delivery. instead of trying to depend on mainly restoring high‑street traffic. It supports with structural market trends towards online purchasing and subscription services. Solution B would reinforce the brand image and help engaging with the local community. However this solution donsent address the risks linked with declining footfall and digital competition. Therefore, Solution A with developing the website and developing the e‑commerce with an introduction of a subscription service is nominated as the preferred solution, with the option to introduce selective experiential elements down the line. (Fallon, 2022)




Risk Analysis and Feasibility
Risk Analysis Using a Likelihood–Impact Matrix

Risk analysis can be structured using a likelihood–impact matrix, which rates risks by probability and importance, assisting to prioritise management encounters. For Green Haven’s Solution A, key risks include: (Resolver, 2023). Overspending on social media and developing the website is a (Medium likelihood / High impact): This is a financial risk that could have a detrimental effect on the infrastructure and make cash flow worse. Green haven can offer the new delivery options and handling online orders can introduce operational risk to the business as it can add extra presser on a small team (Medium likelihood / Medium–High impact). The strong national online competition will limit Green Haven’s market share, particularly on price‑sensitive products. Competitive risk (High likelihood / Medium impact). There is a risk that the new website might be slow in picking up online business. If there are any flaws in the website, than customers might not purchase from the website. Technology/UX risk (Medium likelihood / Medium impact)
On a simple matrix plotting  financial and operational risk solutions as higher‑priority areas requiring improvement.
Feasibility of the Preferred Solution
Although there have been identified risks in solution A it is still more practical when implemented in the appropriate way. Green haven would need to start of with a simple mobile friendly website and offer a smaller delivery radius to start with which would be more manageable. Emphasising on the key values of sustainability, Local and Bespoke services will help them achieve sustainable growth. Offering small number of tiers to the subscription service allowing Green Haven to learn and adjust regularity. Starting of with small number of subscribers would be manageable and give a chance to adjust to frequency, pricing and logistics before wider promotion. (Gauth, 2016)

Implementation Plan
Implementation Activities and Timeline
A phased performance plan supports planned change and learning:
· Phase 1 – Planning (Month 1)
· Information collected from informed by market data on UK floral consumers shows the business needs to target local residents, SMEs, weddings and priority products. (Florist, n.d.)
· Green Haven will need to define their budget on marketing, Implement a delivery radius that they are comfortable with and look into their Initial subscription tiers (e.g. monthly home bouquet, fortnightly office flowers).
· Phase 2 – Website and Systems (Months 2–3
· Found a mobile friendly e‑commerce site which is simple to navigate around so that customers can see all their product clearly and fell comfortable that they are able to pay using secure payment. Allowing customers to select delivery/collection slots, using recognised proposals.
· Add simple order management and subscription billing tools to reduce physical admin duties. (admin, 2023)
· Phase 3 – Operations and Training (Month 3)
· Quality checking products before they go out to customers. Implementing a system where green haven keep track of customer communication. 
· Implement specific training for website maintenance, administration duties, basic digital marketing and inventory checks for Liam, Priya and any staff. (www.dynamicweb.com, 2022)
· Phase 4 – Soft Launch (Month 4)
· During this stage they would be able to launch introductory offers including discounts through their website to existing customers and social‑media followers. They can also use this opportunity to gather feedback from customers to see how they feel about the improvements.
Phase 5 – Full Launch and Promotion (Months 5–6)
· Green Haven will run social media campaigns targeted at the local community emphasising their bespoke products, unique sustainable products and subscriptions
· By piloting their subscription bouquet services to small businesses such as cafés and offices they can generate their testimonials and product reviews. (The Retail Exec and Ogunjiofor, 2025)
Rationale for Activities, Order and Responsibilities
Basic project management is essential for Green Haven florists planning, building framework this will involve training employees. This will help reduce the business being reliant on external providers. Understanding the customer needs and providing straight forward higher quality products avoids providing over‑complex product ranges that can damage service quality. It is important to test the website and get feedback from customers before offering heavy promotion. This will ensure that the product demand can be handled effectively. Launching the new initiatives with existing customers will help the business get real feedback to help refine anything they need to improve on. Finally, Liam and Priya retain strategic overseeing of the business, while day‑to‑day tasks (social media posts, order processing) can be shared or delegated with other employees or external providers. This will help ensure that the responsibilities are clear and realistic for a small workforce. (Muftia Parasati, 2025)
KPI and SMART Objectives
A primary Key Performance Indicator (KPI) from monthly online income through subscriptions and the new website. This is precisely supported with the solution’s purpose. Supporting objectives will be framed using SMART criteria, originally outlined by George T. Doran as goals that are Specific, Measurable, Assignable, Realistic and Time‑bound. (Hptbydts.com, 2023)
Example SMART objectives:
· Recovering the lost 30% monthly revenue by the pre‑launch baseline within six months of full website launch.
· Within the first nine months the business should aim to attain at least 30 active subscriptions from a combination of households and businesses customers.
· Thought improved and mobile friendly website design including targeted promotions. Six months Green Haven should reach a website conversion rate of 2.5% sessions to completed orders.
Each objective is specific, quantifiable and time‑bound, with accountability resting primarily with Liam and Priya.
Use of Metrics for Monitoring and Evaluation
Using e‑commerce platform’s analytics can track the business monthly online revenue, can help keep track of subscription numbers, enabling continuing performance monitoring. 
KPI reviews will show  if the online content is working to help grow the business revenue and restore the loss caused from the declining in‑store sales.
Being able to identify a need to improve website usability, producing clear product descriptions and introducing promotional offers. 
Green Haven can evaluate how effective these are by using a combination of SMART objectives and looking at the data from the website. This will allow Green Haven to make decisions through evidence. (flinder, 2023)

The Key Findings
The key findings from this report states that Green Haven faces declining in‑store sales driven by reduced footfall and increasing online competition. The feedback shows the customers are dissatisfied with lack of delivery options and the outdated websites as it is not easy to use. However, the customers value green havens sustainable and bespoke products. The two solutions that have been considered are (A) the new improved website offering subscriptions and delivery options.(B) Instore workshops supported with social media. By applying de Bono’s PMI technique specified that Solution A is better associated with online market growth and developing customer expectations. Solution A carries some operational and financial risks which is shown in the risk matrix. However, this can be controlled through a step by step operational plan along with the use of SMART‑based objectives and clear KPIs for revenue, subscriptions and conversion will enable regular monitoring, timely adjustment of tactics and, in due course, support the long‑term feasibility of Green Haven’s business model. (flinder, 2023)
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