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1. Introduction 
Green Haven Florists is a small independent flower shop in Norwich, UK, established in 2016 by Liam and Priya Patel. The business is known for high quality floral arrangements and eco-friendly materials, and it has built strong relationships with local customers. However, in the past 12 months, the business has experienced a decline in performance.
The main issue is a 30% decrease in in store sales. This is mainly due to changes in customer behaviour, as many people now prefer to shop online because it is faster and more convenient. Online flower delivery services offer easy ordering and quick delivery, which has reduced the number of customers visiting the shop (Chaffey, 2022).
Another problem is rising costs. The price of flowers has increased due to inflation and supply chain issues, especially imported flowers like tulips and orchids. The business also uses eco-friendly materials, which increases costs and reduces profit margins.
Competition is also increasing from both local florists and large online companies with strong digital presence. Customer feedback shows that while product quality is good, the website is outdated and difficult to use.
Overall, Green Haven needs to improve its strategy to increase sales and stay competitive





2. Proposed Solutions
Solution 1: Website Redesign with E-commerce
One possible solution is to redesign the business website and include full e-commerce features. The current website is outdated and not easy to use, which may discourage customers from buying online. A new website should be simple, clear, and mobile-friendly. It should also include secure payment systems and easy navigation.
This solution can help the business reach more customers and improve online sales. Customers will be able to browse products, check prices, and place orders easily. This improves convenience and saves time. A subscription service could also be added, where customers receive flowers regularly. This can help create a steady income and improve customer loyalty (Kotler et al., 2021).
However, this solution has some disadvantages. It requires a high level of investment and may take several weeks or months to complete. The business may not see immediate results, which is a problem because sales are already declining. It may also require technical support and ongoing maintenance.

Solution 2: Digital Marketing and Social Media Strategy
Another solution is to focus on digital marketing, especially through social media platforms such as Instagram and Facebook. These platforms are very useful for florists because they allow businesses to share photos of their products and attract customers visually (Tuten & Solomon, 2020).
Green Haven can post pictures of flower arrangements, promote special offers, and interact with customers through comments and messages. This helps increase brand awareness and customer engagement. Social media is also effective during busy periods such as Valentine’s Day and Mother’s Day, when demand for flowers is higher.
Digital marketing is cheaper and faster to implement compared to building a new website. It also allows the business to adjust its strategy based on customer response. For example, if a post performs well, similar content can be created (Ryan, 2020).
Another advantage is that digital marketing helps build stronger relationships with customers. By responding to messages and feedback, the business can improve communication and trust. This can increase customer satisfaction and encourage repeat purchases.
However, this solution requires regular posting and consistent effort. It also requires some digital skills. Without proper planning, it may not be effective.

3A. Evaluation (Grid Analysis)
See Appendix 1(Solution 2)
A Grid Analysis was used to compare the two solutions. The criteria used were cost, impact on sales, ease of implementation, and time required. Criteria factors are weighted 0 to 5 and the weight of criteria against each option is weighted 0 to 3.
The results show that digital marketing scored 48, while website redesign scored 37. This means that digital marketing is the stronger option based on the selected criteria.
Digital marketing scored higher because it is more affordable and easier to implement. It can also be started quickly and can improve customer engagement in a short time. Website redesign, on the other hand, requires more time and money, which makes it less suitable for immediate needs.
However, the Grid Analysis method has some limitations. Some of the scores are based on personal judgement, especially for criteria such as ease of implementation. Even so, it is still a useful tool for comparing different options in a simple way.


3B. Selected Solution Explanation
Based on the evaluation, digital marketing is the best solution for Green Haven Florists.
This is because it is more suitable for the current situation. The business needs a quick and cost effective way to improve sales. Digital marketing can be implemented quickly and can start showing results faster than website redesign.
It also matches customer behaviour, as many people use social media before making a purchase. Website redesign is still important, but it should be considered later as a long-term strategy when the business is more stable.

4A. Risk Analysis
See Appendix 2
There are several risks involved in using digital marketing.
One risk is low engagement on social media. If customers do not like or share posts, the strategy may not be effective. Another risk is lack of digital skills, as the business owners may not have enough experience in managing online campaigns.
Inconsistent posting is also a risk. If the business does not post regularly, customers may lose interest. Budget limitations may also affect the ability to run paid advertisements.
Another possible risk is increased competition online. Many businesses are using social media, so it may be difficult to stand out.



4B. Risk Analysis Explanation
The risks identified are mostly medium level, which means they are not very serious but still important.
These risks can be reduced with good planning and management. For example, a content calendar can help ensure regular posting. Training staff or hiring experts can improve digital skills. Monitoring performance can help control spending and improve results.
The risk of competition can be reduced by creating unique and high quality content. Overall, the risks are manageable and do not outweigh the benefits of digital marketing.
5A. Implementation Plan
See Appendix 3
The implementation plan includes several steps to carry out the digital marketing strategy.
In week one, the business will develop a marketing strategy and identify target customers. This includes deciding what type of content to create and which platforms to use.
In week two, a content plan will be created. This includes planning posts, images, and promotions.
In week three, social media campaigns will be launched. In week four, paid advertisements will be introduced to increase reach.
After that, performance will be monitored regularly. Monthly reviews will be carried out to check progress and make improvements.

5B. Justification of Implementation Plan
The plan is organised step by step to make it easier to follow and manage.
Planning is done first to ensure clear direction. Content creation comes before launching campaigns to maintain quality. Paid advertisements are introduced later to support growth.
Responsibilities are shared between Liam and Priya, which helps ensure accountability. Regular monitoring is important to track progress and make necessary changes.
This structured approach reduces risk and improves the chances of success.
6A. KPI and SMART Objectives
See Appendix 4
The main KPI is to increase online sales by 20% within three months.
Other supporting KPIs include:
· Increase website traffic by 25 %
· Increase social media engagement by 30%
· Reduce customer acquisition cost by 15%
SMART  Objective:
Increase online sales by 20% within three months using social media campaigns and paid advertising.




6B. Monitoring and Evaluation
These KPIs help measure the success of the strategy.
The main focus is on sales, but other KPIs provide more detailed information. For example, engagement shows how customers interact with content, and website traffic shows how many people visit the site.
By analysing this data, the business can understand what works and what needs improvement. This allows better decision making. It is also important to review results regularly, such as weekly or monthly. This helps identify problems early and improve performance over time










7. Key Findings
· Sales have decreased due to reduced foot traffic 
· Customer behaviour has changed towards online shopping 
· Digital marketing is a cost-effective and fast solution 
· Website redesign is better as a long-term strategy 
· Risks are manageable with proper planning 
· A clear implementation plan supports success 
· KPIs and SMART objectives help measure performance 












8. Conclusion
Green Haven Florists is facing challenges due to declining sales, increased competition, and rising costs. These issues are mainly caused by changes in customer behaviour and the growth of online shopping.
This report compared website redesign and digital marketing. Digital marketing is the best short-term solution because it is cheaper, easier to implement, and gives faster results.
It can help increase online visibility, attract customers, and improve sales. However, the business needs to monitor performance and make improvements when needed.
Website redesign can be considered in the future as a long-term solution. Overall, success depends on the business adapting to market changes.
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10. Appendices 
Appendix 1: Grid Analysis
	Criteria
	Weight
	Website Redesign
	Digital Marketing

	Cost
	4
	2 (8)
	3 (12)

	Impact on Sales
	5
	3 (15)
	3 (15)

	Ease of Implementation  
	3
	2 (6)
	3 (9)

	Time to Implement
	4
	2 (8)
	3 (12)

	Total
	
	37
	48


Appendix 2: Risk Analysis
	Risk
	Likelihood
	Impact
	Mitigation Strategy
	
	

	What could cause a risk?
	Likelihood 
(1 – 5)
	impact
(1 – 5)
	Risk Factor (likelihood x Impact)
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	Low social media engagement

	3
	3 
	9
	Use targeted ads and check analytics
	Improve content and interact with followers

	Lack of digital skills

	3
	5
	15
	Provide training or hire experts
	Use simple tools or outsource tasks

	Inconsistent posting

	3
	3
	9
	Create a content plan/calendar
	Restart schedule and reuse content

	Budget limits

	3
	3
	9
	Monitor spending and adjust if needed
	Focus on free methods and stop poor ads







Appendix 3: Implementation Plan
	Task
	           Timeline
	             Responsibility

	Develop marketing strategy
	            Week 1
	                   Liam

	Create content plan
	            Week 2                    
	                   Priya

	Launch campaigns
	            Week 3
	                   Marketing team

	Run paid ads
	            Week 4
	                   External agency

	Monitor performance
	            Ongoing
	                   Liam

	Monthly review
	            Monthly
	                   Liam & Priya


Appendix 4: KPI & SMART Objective
KPIs
	KPI Type
	            Measure

	Primary KPI
	               +20% online sales

	Website Traffic
	               +25%

	Engagement
	               +30%

	Acquisition Cost
	               -15%
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