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Green Haven Florist Report
Green Haven Florist are facing a significant challenging time at the moment with a 30% decrease in sales in store despite factors that many described the shop as using ecofriendly packaging. Some of the factors that Green Haven Florist are having are reduced foot traffic, rising operational cost and massive competition from online delivery services that offer discounts to customers and give customers special offers in some terms. 
 One of the biggest factors why Green Haven Florist are having 30% decrease in sales in stores are that the technology is changing rapidly and more people do not have the time to go in stores and buy flowers, they rather make a quick delivery. This makes it efficient for customers. 
Furthermore, Green Haven Florist needs a solution to grow as a business and get more customers that are going to boost their overall income. The best solution for Green Haven Florist is to create an online website or social media platforms where they can reach millions of people looking to buy flowers.
Social media platforms are known by millions of people worldwide. This will help the business to get more views and be more highly recognised as a business. In addition to this, Green Haven Florist can boost their sales up by considering delivery services. By partnering with delivery platforms such as Deliveroo, Uber and local courier services, this can lead to business success as more people rely on these deliveries these days. This can lead to customer satisfaction and easy delivery access that many people will favour. This will allow the business to grow and get more customers. Especially if they can make a special offer at times. 
When using the PMI technique, both solutions for Green Haven Florist can be effectively used. The first solution creating a website and putting pictures and videos on social media platforms using Facebook, TikTok and Instagram has several advantages. A major plus is that social media can allow the business to grow by reaching a wider audience as millions of users engage in these social media platforms. This increased visibility can impact to higher brand. Additionally, online platforms are relatively low cost compared to traditional advertisements.
On the other hand, managing these social media platforms requires strong consistency, digital skills and time which the business may currently lack. There is also strong competition online, that may lead to slower time to build loyal following. The business can use targeted advertising and analytics tools to better understand the customers choices and marketing approach appropriately.

The second solution, partnering with delivery services such as Uber, Deliveroo and local courier companies may have many benefits. One of the advantages is the convenience it offers to customers. Customers can order flowers more efficiently and quickly. On the downside, using third party delivery services can add further costs, such as service fees that can decrease business profitability. Overall, both solutions share strong potential but come with different challenges that have to be considered carefully. 
Based on the evaluation using the PMI technique, the most advisable solution for Green Haven Florist is to establish an online existence through website and social media platforms. This option is the best and favoured   because it offers continuing growth potential and allows the business to embrace a much wider audience at a much lower cost. Unlike third party delivering services, the cost will be much higher as these platforms such as uber and deliveroo involve ongoing fees and reduce profitability for the business. 
On the other hand, social media can be managed with minimum financial assets generating powerful visibility and giving the business to be more in control of their brand. Although these social platforms require you to have digital skills, this can be easily achieved with time and consistency. The best solution is having someone to tell you how to use these social platforms. It only requires basic knowledge of digital skills but mainly just getting use to them. 
A risk analyses of developing an online presence for Green Haven Florist has several negative challenges. These can include the lack of digital skills, poor content quality, keeping up to date with posts and customer reviews. All these can have an impact on the business and can lead to customers not being interested and finding other alternative shops or leave the customers think twice before ordering.
The lack of digital skills can lead to low quality content if not handled properly. It can make business lose out on customers as lack of digital skills can lead to less content on these social platforms. Another major problem that can have a negative impact on the business is bad reviews from customers. This can damage the business reputation overall leading to fewer customers which means less revenue for the business. Moreover, technical issues such as website errors or account security problems could also disrupt operations. However, these risks can be rectified by gaining digital skills and by making sure the business reputation is at its highest standards by monitoring customers reviews daily.
When talking about the risk analyses, you can expect several risk factors in running a social media platform in regards to your business. However, these risk factors do not outperform the possible advantages that you can get with it. Most of the identified risk such as lack of digital skills and time restraint, can be decrease over training, planning and firmness practice. For example, learning elemental social media management and creating a posting schedule can increase capability and persuasiveness towards the targeted audience.
Even negative feedback has a benefit of seeing an opportunity of ways to improve the business and service through rectifying the problem that has been pointed out by customers and improve in the future by not doing the same mistakes twice. Overall, even though there may be some problems that can occur, there are massive advantages that can improve the business and can benefit the business. Therefore, arranging an online existence is still highly reasonable and low risk access for business expansion.
Moreover, to implement the development of an online existence, the business (Green Haven Florist) should follow a strict and straightforward plan. Firstly, the business should create and open accounts on social digital platforms such as TikTok, Facebook and Instagram, while maintaining high standards profiles. These accounts should focus on details such as contact number, emails, location and opening hours. This information should be viewed at the front page and should not be hidden for easy access for customers. Secondly, a user-friendly website should be created to show products, pricing and services including things like enquiries for customers.


 Thirdly, the business should create a page for content. This page will be updated daily with images and videos of flowers to keep the customers updated on products. Finally, performance, budget, profits and customer growth should be monitored at least every week to see if they are growing as a business and ensure smooth operation.
The implemented plan is crucial as it is a way of organised and practical access to strongly and profitably developing an online existence for Green Haven Florist.  Every step is necessary and builds towards achieving the long-term targets of expanding visibility and profit making. Forming social media platforms accounts such as Tik Tok, Facebook and Instagram and website ensure that the business is reachable branding supports accomplish a professional picture. Having content plan is important, as daily posting of content is a way to attract customers more effectively.
One of the key performance indicators (KPI) for measuring the success of Green Haven Florist online is through social media and websites. This (KPI) is very important as this normally reflect how the business is growing and track sales making this a crucial source in terms of actual revenue. To help achieve this, the business can set some smart goals. For example, it could aim to increase online sales by 20% in the first three months after starting its social media accounts. Another goal could be to reach at least 1000 followers on face book and Instagram within two months after opening a social platform.

Appendix 4
KPI                                                                    OBJECTIVE                                                                    SPECIFIC
increase in sales	increase online sales    	grow orders
social media growth	increase number of followers	gain followers
customer engagement	improve engagement on post	increase likes
	comments
	and shares

The KPI and SMART objectives identified will be used to monitor achievements by tracking changes in online sales, social media followers and customer interaction. For example, the business can regularly analyse sales data from the website to reach whether the 20 percent increase target is being achieved. Similarly, social media growth will be assessed by monitoring the number of followers gained over time, while customer interaction will be evaluated through likes, comments and shares.

· Green haven florists are having trouble selling flowers, low online visibility and low customer interaction.
· Two solutions have been proposed to help the business gain more customers through digital platforms such as Tik Tok and Instagram and using third party partners such as Uber and Deliveroo.
· Analysing the two best options for the business showed that the online strategies using digital platforms was the best solution for the business to grow.
· Using social media platforms is the best and cost-effective way to gain more customers and boost sales as the cost is very minimum but yet very effective. 
· Risk analyses shows that there are some issues that can occur due to inconsistent use of these social platforms and low audience response, which can be easily fixed by monitoring these daily to prevent negative impact on business.
· A structured plan was made to manage content production, schedule regular posts and tracking performance levels of how the company is growing customers and in sales.
· An KPI intent on raising online sales and social media involvement backed by smart objectives, such as 20 percent increase in followers on social media platforms.
· Finally, the strategies discussed should have a great impact on the company. This is because using social media platforms, should bring great values to the company by gaining more customers and boosting up sales and expanding the business even more in the future. 
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