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1. Abstract
This report investigates the business challenges faced by Green Haven Florists, identifying a decline in foot traffic, increased competition, and rising operational costs as the core issues, consistent with common factors affecting small retailers in competitive markets (Kotler & Armstrong, 2021). Two alternative solutions are evaluated using the PMI tool, followed by a risk analysis and implementation plan, applying established decision-making principles (Robbins & Coulter, 2021).

















2. Introduction
Problem solving is a structured process that involves identifying a gap between a current situation and a desired outcome, analysing the underlying causes of the problem, generating possible solutions, and selecting the most appropriate course of action (Robbins & Coulter, 2021). This process enables organisations to respond effectively to challenges and improve performance through systematic analysis. Decision making refers to the process of choosing between alternative courses of action using rational, analytical, or intuitive approaches, depending on the complexity and context of the situation (Daft & Marcic, 2022). Effective decision-making supports managers in selecting solutions that best align with organisational objectives and available resources. 
This report applies problem-solving and decision-making frameworks to analyse the current business challenges faced by Green Haven Florists. The company, known for its sustainable floral arrangements, has experienced declining in-store sales due to increased competition and digital shortcomings. The report identifies the core problem, evaluates two alternative solutions, and proposes an action plan supported by academic concepts.






3. Brief Explanation of the Business Problem
Green Haven Florists has experienced a significant decline in business performance over the past 12 months, most notably reflected in a 30% reduction in foot traffic and in-store sales. This decline is closely linked to changes in consumer behaviour, as customers increasingly favour the convenience, speed, and pricing offered by large online flower delivery platforms. These competitors provide same-day delivery, frequent promotions, and user-friendly digital platforms, placing considerable pressure on small independent retailers such as Green Haven Florists.
In addition to external competitive pressures, the business is facing rising operational costs. The prices of fresh flowers—particularly imported varieties—have increased due to supply chain disruptions and inflation. Furthermore, Green Haven’s commitment to sustainability, including the use of biodegradable packaging and locally sourced flowers, has led to higher input costs, reducing profit margins. While these practices support the company’s ethical brand identity, they have become increasingly difficult to sustain financially.
Internal challenges have also contributed to the problem. Customer feedback indicates dissatisfaction with the company’s outdated website, which lacks intuitive navigation and flexible delivery options. This limits Green Haven’s ability to convert online interest into sales and reduces its competitiveness in a digitally driven market. Collectively, these internal weaknesses and external market pressures form a complex business problem that threatens the long-term sustainability of Green Haven Florists if not addressed strategically.
4. Alternative Solution 1: Website Redesign
& Digital Marketing
The first alternative solution involves a comprehensive redesign of Green Haven Florists’ website combined with the implementation of a structured digital marketing strategy. The redesigned website would focus on improved user experience through intuitive navigation, mobile optimisation, and enhanced online ordering and payment functionalities. This would allow customers to browse products easily and place orders efficiently. In addition, targeted digital marketing activities—such as Instagram advertising and email marketing—would increase brand visibility and customer engagement. This solution directly addresses the business’s digital shortcomings and supports competitiveness by aligning Green Haven Florists with contemporary consumer expectations and online purchasing behaviours.











5. Alternative Solution 2: Subscription Service & Flexible Delivery
The second alternative solution involves introducing a flower subscription service supported by flexible delivery options. Customers would be offered weekly or monthly delivery plans, providing convenience while ensuring a steady and predictable revenue stream for the business. This model encourages repeat purchasing and strengthens long-term customer relationships, increasing customer loyalty. Enhanced delivery options, such as scheduled delivery times, would improve customer satisfaction and competitiveness. By shifting part of the business model toward recurring sales rather than one-off purchases, this solution aims to stabilise cash flow and reduce reliance on declining in-store foot traffic.













6. Evaluation of Solution 1 (PMI) Website redesign & digital marketing
	Plus
	Minus
	Interesting

	Modern image, higher visibility (+8)
	Initial cost (-6)
	Improves competitiveness (+7)

	Better customer experience (+7)
	Requires expertise (-7)
	Scalable long-term (-8)

	Attracts online customers (+6)
	Time to implement (-5)
	Supports brand identity (+6)

	21
	-18
	5


+21-18+5=+8 (the result was favorable for the implementation of this business measure).











7. Evaluation of Solution 2 (PMI) Subscription service
	Plus
	Minus
	Interesting

	Recurring income (+7)
	Requires delivery logistics (-7)
	Build loyalty (+6)

	Predictable revenue (+5)
	Operational complexity (-7)
	Good for branding (-5)

	Customer convenience (+7)
	Staff training needed (-5)
	Competitive advantage (-5)

	19
	-19
	-4


Total=-4 (The outcome for the implementation of this solution wasn’t positive according to the PMI evaluation).











8. Most Appropriate Solution
Based on the PMI evaluation, Solution 1 is identified as the most appropriate option as it directly addresses the core weaknesses facing Green Haven Florists. The business’s declining performance is strongly linked to its limited digital presence, outdated website, and low online visibility. By improving the website and implementing digital marketing strategies, the business can quickly enhance customer reach, improve competitiveness, and attract digitally driven consumers. In comparison, Solution 1 requires less operational restructuring than introducing a subscription model and involves lower logistical complexity. Furthermore, its outcomes—such as increased website traffic and online sales—can be measured in the short term, allowing faster evaluation and adjustment of the strategy.

















9. Risk Analysis
	Risk
	Impact
	Mitigation

	Financial cost
	Medium–High
	Set budget, compare multiple agencies

	Customer adoption risk
	Medium
	Encourage adoption through online-only discounts, clear website guidance, and promotion of the new digital services via social media and in-store communication.

	Website underperformance
	Medium
	User testing, continuous updates

	Market competition
	High
	Differentiate with eco‑friendly branding









10. Implementation Plan
The implementation of the selected solution will follow a structured and phased approach. Initially, Green Haven Florists will appoint a professional web development agency to support the redesign of the existing website. The website will be redeveloped with a focus on user experience, including mobile-first design, intuitive navigation, and an improved online ordering system. Once the website is launched, targeted digital marketing campaigns will be introduced, including search engine optimisation, Instagram advertising, and email newsletters to increase visibility and customer engagement. Website performance and marketing analytics will be monitored on a weekly basis to assess effectiveness. Based on the data collected, marketing strategies will be continuously reviewed and adjusted to optimise performance and maximise return on investment.












11. Measurement of Effectiveness
The effectiveness of the implemented solution will be measured using a range of Key Performance Indicators (KPIs) to evaluate both financial and non-financial outcomes. These will include website traffic levels, online conversion rates, growth in online sales, and customer engagement on social media platforms. In addition, customer feedback and satisfaction ratings will be monitored to assess improvements in user experience. Marketing performance will be reviewed over a three- to six-month period to identify trends and areas for improvement. Regular analysis of these metrics will allow Green Haven Florists to determine whether the digital strategy is successfully improving competitiveness and overall business performance.













12. Conclusion
This report has examined the complex internal and external challenges affecting Green Haven Florists, including declining foot traffic, rising operational costs, and increasing competition from online retailers. Using problem-solving and decision-making frameworks, two alternative solutions were evaluated through the PMI technique. The findings indicate that a website redesign combined with a structured digital marketing strategy is the most appropriate solution, as it directly addresses the business’s core weaknesses. Supported by a risk analysis and a clear implementation plan, this solution provides a practical and measurable approach to improving competitiveness, enhancing customer engagement, and supporting the long-term sustainability of the business.
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