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Task 1 – Overview of the Case Study
Green Haven Florists is a small flower shop in Norwich in the United Kingdom. The shop opened in 2016 and is owned by Liam and Priya Patel. The business sells flowers for many occasions such as birthdays, weddings, anniversaries and business events. The shop is known for making custom flower arrangements and using eco‑friendly packaging. Customers in the local area like the shop because it provides friendly service and good quality flowers.

For several years the business did well. Many local people regularly bought flowers from the shop. However, during the last year the business has started to face problems. The owners reported that sales in the shop have dropped by around 30 percent. This means fewer customers are visiting the shop and buying flowers.

One important reason for this problem is the change in customer behaviour. Many people now prefer to shop online instead of visiting physical shops. They like the convenience of ordering products from their phone or computer. Online flower companies also offer fast delivery services, which makes them very attractive to customers.

Another issue is that Green Haven has a weak online presence. The website is old and customers cannot easily place orders online. The business also does not use social media very often to promote products. Many competitors use Instagram and Facebook to advertise their flowers and attract customers. Because of this, Green Haven is finding it harder to compete in the modern market (Chaffey and Ellis‑Chadwick, 2019).

If the business does not change, sales may continue to fall. The owners therefore need to find a solution that helps the shop attract more customers and increase sales.
Task 2 – Two Proposed Solutions
Solution A – Improve Online Sales
The first solution is to improve the online side of the business. Green Haven could create a new website where customers can easily see flower products and place orders online. The website should be simple and easy to use. Customers should be able to choose flowers, pay online and select a delivery time.

The business should also start using social media more often. For example, the shop could post photos of flower arrangements on Instagram and Facebook. These posts could show special offers, seasonal flowers and new products. Social media is a good way to reach many people quickly.

Another idea is to offer a flower subscription service. Customers could sign up to receive flowers every week or every month. This would give the business regular income and help build long‑term relationships with customers.

Many businesses today use digital tools to reach more customers. Companies that adapt to new technology are more likely to stay competitive in modern markets (Kotler and Keller, 2016).
Solution B – Improve the Shop Experience
The second solution is to make the shop experience better for customers. The business could organise flower arranging workshops. Customers could visit the shop and learn how to create their own flower arrangements. This could make the shop more interesting and fun.

The shop could also organise special events during the year. For example, the business could run Valentine’s Day demonstrations or Christmas wreath making sessions. These activities may encourage people to visit the shop more often.

Another idea is to introduce a loyalty scheme. Customers who buy flowers regularly could receive discounts or special offers. The shop could also work with local businesses such as cafés, wedding planners and event organisers to attract more customers.

This solution focuses on improving the physical store and building strong relationships with local customers.
Task 3 – Evaluation of the Solutions
A PMI analysis was used to compare the two solutions. PMI means Plus, Minus and Interesting. This method helps to compare ideas in a simple way.

Solution A has many advantages. Selling flowers online allows the business to reach more customers. People from outside the local area could also buy flowers from Green Haven. Social media marketing could also help the shop become more visible online.

Solution B also has benefits. Workshops and events could attract customers and create a positive experience in the shop. However, this solution mostly depends on local customers visiting the shop.

For this reason Solution A is the better option. Online shopping is growing and many customers expect delivery services. Businesses that use digital marketing can often reach more customers and increase sales (Chaffey and Ellis‑Chadwick, 2019).

Task 4 – Risk Analysis
There are some risks with the digital solution. One risk is the cost of building a new website and paying for online advertising. Small businesses must think carefully before spending money.

Another risk is that staff may not know how to manage online orders or use digital marketing tools. Employees may need training to learn how to use the new systems.

There is also strong competition from other online flower companies. These companies already have large customer bases.

However, these risks can be reduced. The business could hire a professional web developer and provide staff training. Marketing campaigns can also help the business attract customers and grow its online presence.
Task 5 – Implementation Plan
The first step is to build the new e‑commerce website. The website should clearly show flower products with good pictures and prices. Customers should be able to place orders quickly and easily.

The second step is to start digital marketing. The business should post photos and offers on social media regularly. This will help attract new customers.

The third step is to train staff. Employees must understand how to process online orders and manage deliveries.

The final step is to review sales performance. The owners should check whether online sales are increasing and make changes if necessary.
Task 6 – KPI and SMART Objectives
The main KPI for this plan is online sales growth. This means tracking how many sales come from the website.

A SMART objective could be to increase total sales by 20 percent within 12 months after launching the new website. This goal is specific because it focuses on sales. It is measurable because revenue can be tracked. It is achievable because online marketing can attract new customers. It is relevant because the business needs more sales. It is time‑bound because the target must be reached within one year.
Task 7 – Key Findings
• Green Haven Florists is losing sales because of online competition.
• The shop has a weak online presence.
• Two solutions were analysed: online sales and improving the shop experience.
• The online strategy is the best long‑term solution.
• Digital marketing and online ordering can increase customers and revenue.
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Appendix 1 – PMI Analysis
	Plus
	Minus
	Interesting

	Reach more customers online
	Website cost
	Subscription service opportunity

	Better marketing visibility
	Staff training needed
	Social media growth


Appendix 2 – Risk Analysis
	Risk
	Likelihood
	Impact
	Risk Score
	Mitigation

	Website cost
	3
	4
	12
	Use affordable developer

	Lack of skills
	3
	3
	9
	Train staff

	Online competition
	4
	3
	12
	Use marketing


Appendix 3 – Implementation Plan
	Task
	What
	When
	Who

	1
	Build website
	Month 1
	Web developer

	2
	Start marketing
	Month 2
	Marketing staff

	3
	Train employees
	Month 3
	Manager

	4
	Check sales
	Month 6
	Owners


Appendix 4 – KPI and SMART Objective
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales
	Track revenue monthly
	Possible with marketing
	Improves profits
	Within 12 months



