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Introduction
Green Haven Florist, based in Norwich, is an independent, eco-friendly packaging flower shop. Founded in 2016 by Liam and Priya, it has strong community reputation and is known for its bespoke arrangements. The business is now facing serious challenges due to rising operational costs, facing intensifying competition, and a 30% decline in in-store sales. High street foot traffic has decreased, along with a change in customer preferences towards online convenience, which have weakened its traditional business model. Green Haven Florist proposed two potential solutions, evaluated using PMI (Plus, Minus, Interesting) tool. Furthermore, it will also include risk analysis, an implementation plan and measure the effectiveness of the chosen solution.

Proposed Solution to Address Green Haven Florists Challenges
Solution 1: Website Improvement.
Improve online sales through website improvement and digital marketing. It could modernise its website to improve user experience and online purchasing options. Research indicates that Green Haven Florist improves customer convenience and increases sales, especially for small businesses facing reduced physical footfall (Kotler et al., 2019). Features such as customised bouquets, subscription services and same day local delivery would help meet changing customer needs. Furthermore, adopting digital marketing practices such as social media campaigns would help reach a wider audience and compete with online flower retailers (Chaffey & Ellis-Chadwick, 2022). This solution clearly addresses declining in store sales by shifting growth toward online networks and brand identity.
Solution 2: Community Engagement.
Increase the in store experience and community engagement. Green Haven Florist could enhance in-store sales by creating a more practical retail environment. Collaborating with local businesses, holding floral workshops and offering personalised consultations would encourage customers to visit the shop and build loyalty (Pine & Gilmore, 2018). Community focused strategies are most effective for independent retailers as they differ from large national chains competing mainly on price (Hollensen, 2020). This solution brings down high street foot traffic while building Green Haven’s reputation as a local business.

Evaluation of Proposed Solution Using the PMI Technique
Solution 1: Enhance online sales through website improvement and digital marketing.
Plus: This will allow the business to reach a wider market, with growing customer preferences for online purchases (Kotler et al., 2019).                                                                                                          Minus: The financial strain on small businesses would be high due to the cost involved in website improvement, digital marketing and staff training (Chaffey & Ellis Chadwick, 2022).                                                                                          Interesting: This can generate consumer data, allowing more personalised marketing and improve decision making (Kotler et al., 2019).
Solution 2: Enhance in-store experience and community engagement.                             
Plus: Green Haven would strengthen customer loyalty and differentiate itself from larger competitors through personalised and community focused services, enhancing in-store experiences (Pine & Gilmore, 2018).                                         
Minus: This approach is limited by declining high street footfall, which may also restrict sales growth (Hollensen, 2020).                                                             Interesting: Engaging with the community can improve brand reputation and promote word of mouth marketing (Pine & Gilmore, 2018).                                             Overall, the PMI analysis shows that solution 1 has better scalability and long term growth potential, while solution 2 maintains customer loyalty and brand identity. 

Reason for Evaluation for Preferred Solutions
Based on the evaluation exercise, solution 1, which focuses on digital marketing and on improving online sales through website improvement, is the preferred option. The PMI analysis shows that collecting customer data allows for more personalised marketing and better strategic decision making. Furthermore, this solution helps deal with declining in-store sales and lower high street footfall by aligning customer demand for online shopping (Kotler et al., 2019). Therefore, the initial investment and staff training cost are outweighed by its potential for long term revenue (Chaffey & Ellis-Chadwick, 2022), making this a more sustainable solution and a future focused strategy for the business.

Implementation Plan for Improving Online Sales
Stage 1: Planning and preparation.                                                                      Setting a clear objective, for example, increasing overall sales and decreasing dependence on in-store foot traffic. A small budget should be dedicated to digital marketing, staff training and website development. It is also equally important to identify key customers, particularly local residents and online shoppers, to ensure the strategy is market focused (Kotler et al., 2019).
Stage 2: Website development.                                                                                              A simple website should be developed for customers to place orders online from the comfort of their homes. Essential features should include transparent pricing, clear product images, a custom bouquet option, clear local deliveries and secure payment methods. These features align the brands eco-friendly values and maintain their identity but also attract sustainability minded shoppers (Chaffey & Ellis-Chadwick, 2022).
Stage 3: Digital marketing setup.                                                                             Green Haven Florist should improve their presence online, through social media platforms such as Facebook, TikTok and Instagram. Regular post feathering floral arrangements, promotions and sustainability practices will help foster brand loyalty. Implementing an email marketing strategy would allow them to share offers, updating customers in order to encourage repeat purchases (Tuten & Solomon, 2020).
Stage 4: Staff training.                                                                                                    Employees should undergo basic training on digital customer enquiries, managing online orders and updating website contents. This ensures high standard customer service across both online and in-store channels (Armstrong & Taylor, 2020).
Stage 5: Launch and promotion.                                                                              The online service should launch with discounts, promotions or free delivery for first time online customers. Furthermore, in-store signage can serve as an effective bridge for existing customers to make use of the online platform, increasing awareness and adoption (Kotler et al., 2019).
Stage 6: Monitoring and review.                                                                                     To ensure continued growth and effectiveness the business should regularly monitor website traffic, customer feedback and online sales figures. This information can be used to identify for improvement and make any adjustments to its marketing satisfaction (Chaffey & Ellis-Chadwick, 2022).

Implementation Plan                                                                                                    Month 1: Planning and preparation.                                                                     Months 2-3: Website development.                                                                               Months 3-4: Digital marketing setup.                                                                                   Months 4-5: Staff training and testing.                                                                        Months 5-6: Launch with promotions.

Justification of the Implementation Plan                                                                       The implementation plan is organised in a clear order to reduce risk and ensure effective delivery. Planning is done first to set clear objectives so the business can set clear goals, target customers and decide on a budget, which is essential for strategic focus (Kotler et al., 2019). Secondly, the online selling must be in place before marketing activities can begin (Chaffey & Ellis-Chadwick, 2022). Digital marketing is introduced next to build awareness and attract customers to the website. Staff training is scheduled before launch so employees can manage online orders and ensure smooth operation (Armstrong & Taylor, 2020). Finally, monitoring and review are ongoing to check progress, identify problems and continuous improvements.

KPI and SMART Objective (Applied to Green Haven Florist)                             Key performance indicator (KPI).                                                                                    Monthly online sales revenue.                                                                                             This indicates how well the business is selling online products (Kotler et al., 2019)
SMART Objective                                                                                                             Specific: Increase online sales revenue through website implementation and introducing a flower subscription service.                                                                                        Measurable: Increase sales revenue by 20% monthly.                              Achievable: This can be done through website redesign, targeting social media marketing and improving delivery options.                                                                       Relevant: Growing online sales directly addresses decline in-store footfall and growing online competition.                                                                                   Time-bound: The goal should be reached within six months of implementation.
 
Performance monitoring and evaluation.                                                             The KPI of monthly online sales revenue will be used to check whether the new website and digital marketing are providing help to Green Haven Florist to sell more products online. Comparing sales figures each month of implementation will aid Liam and Priya in assessing the success of the solution (Kotler et al., 2019). The SMART objectives will effectively increase sales by 20% within six months, giving Liam and Priya a clear target to work towards. If targets are not met, changes can be made to marketing activities or website features. This allows performance to be monitored closely, which provides a better understanding of decision making. 

Conclusion.
Green Haven Florists is experiencing financial and competitive pressure due to declining in-store sales, rising operational cost and increased digital competition from online focused rivals. Furthermore, higher prices of flowers and eco-friendly materials have placed pressure on profitability, while customer feedback suggest that the business maintains a strong reputation on product quality. Improving the website and online digital marketing, Green Haven Florist can capitalise on growing online demand and increase sales revenue. Using monthly online sales as a KPI and applying SMART objectives will enable the business track performances and make informed decisions.

Key Findings: 
· Green Haven Florist is experiencing significant financial and competitive pressures due to declining in in-store sales, reduced high street footfall and increased online competition.
· Increased cost of flowers and eco-friendly materials have reduced profit levels.
· Customer feedback indicates the weakness in the current website and delivery option but value the quality of the products.
· Competitors are attracting customers through strong online marketing and aggressive pricing. 
· Improving the website and online marketing is a practical solution to increase online sales revenue.
· Monthly online sales revenue is a good practice to measure the success by using KPI.
· SMART objectives provide a clear structure to monitor and evaluate result in a structured way.
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