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Introduction 
This report aims to address the issues Green Haven Florist is experiencing and propose a solution.  The business problems have been significant drop in sales (30%) within the last 12 months (Javed,2025) - impacted by the lack of marking skills on social media platforms and outdated websites, loss in foot traffic and new competitors on the local market. My research focuses on identifying the most practical and achievable solution, which target is improvement in online and in-store sales. I will be using the Grid analysis comparing two different solutions and choosing the most appropriate one for Grean Haven Florist.

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
Green Haven Florists has experienced a 30% decline in in-store sales over the last 12 months due to various factors, including increased online competition, rising costs of living and mixed customer’s feedback. Due to the significant loss in foot traffic, the increased in on-line sales did not balance the loss. The business is well known for its bespoke arrangements and has been praised for its creativity and quality; however, the outdated website makes it difficult to navigate which led customers dissatisfaction and further loss in revenue. 
Limited delivery options are another issue the company experienced, which lead customers to using other suppliers with offer more flexible delivery options as well as membership offers. Two new strong competitors have entered the local market further pressuring the owner Liam and Priya to decide for the future of the business. One competitor has a strong influence on the social media platform Instagram, threatening the online sales outcome; and the second is a national chain offering, big discounts and wide range of delivery options, affecting both in-store and online sales. These developments have intensified the pressure on Green Haven to modernise and differentiate itself for the success of the business. 
[bookmark: _Hlk205982497]Suggested Alternative Solutions

Solution A 
Provide staff training to improve their digital skills, focused on social media marketing and promotion. Staff training is an ideal and effective business investment, considered essential for the success of modern organization (Fegade and Sharma, 2023). 
By understanding the organisation's online sales strategy and performance expectations through training, staff can work more coherently, creating a better online customer journey. 

Well-trained staff respond quickly to customer enquiries, provide professional communication, resolve issues that might lead to cart abandonment and strengthens trust and satisfaction, leading to repeat online purchases. “According to the Technology Acceptance Model (TAM)… Training reduces operational mistakes such as incorrect product uploads, pricing errors, or delays in order processing” (Marikyan & Papagiannidis, 2025).

Using the Grid analysis, I identified that providing staff training will not be expensive which makes this a feasible option. This solution will not take long to adopt, has a significant impact on customers, and improves both online and in-store sales. Effective staff training reduces the likelihood of recurrence of the problem, and regulations are not a barrier. 


Solution B
Collaborating with complementary brands is an excellent tactic to boost sales and promote the business, which will attracting new customers. Brand collaboration will expand market reach, enhance credibility, and allow businesses to share resources for greater impact, making it an ideal solution for a small independent business such as Green Haven Florist. 
Working together with a respectable complementary brand produces a "halo effect", in which confidence in one brand spreads to the other. According to Pengmao (2025), successful co-branding, particularly in terms of innovation and differentiation, often results in substantial outcomes, which means that consumers are more likely to buy from well-known companies or those connected to reliable partners, ultimately leading to significant increase in sale. 
Based on the Grid Analysis, I identified that brand collaboration is the most appropriate solution for Liam and Priya. 


	
FACTORS

	COST
	Customer impact
	Implementation time  
	Regulatory consideration 
	Repeatability 
	

TOTAL

	WEIGHTS
	5
	5
	4
	3
	2
	

	Staff training 
	2 (10)
	3 (15)
	2 (8)
	1 (3)
	2 (4)
	40

	Brand collaboration
	3 (15)
	3 (15)
	3 (12)
	1 (3)
	3 (6)
	51



Justification for Selected Solution
The Grid Analysis is a decision-making tool used when more options are available; by identifying the key factors we reach a decision based on fact comparison data. Using this analysis, I identified brand partnership with a national known supermarket chain as the best option for Green Haven Florist to solve the decline in sales problem and improve the marketing gaps. This solution has less of an impact on the business finances and could possibly bring increase in revenue faster than the other options mentioned above.  
This implies that Liam and Priya might benefit as this economical strategy will enable them to save money and use the extra finances to grow the business. Collaborating with bigger companies will have a significant influence on customer outreach and expedite the implementation process. This can have an immediate effect, oppose to the other solutions which would take additional time and resources to achieve. Additionally, a successful brand alliance will lessen the chance that the problem will return and could be crucial for the future of the business. 
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What could cause a risk? 

	What is the likelihood of the risk occurring? 
(1 – 5)

	What is the impact of this risk? 
(1 – 5)

	Risk Factor 

	What can you do to reduce this risk from happening?

	If it happens – what can you do to minimise the impact?


	Operational risk - coordination and execution
	3
	5
	15
Miscommunication, delays, or unequal contributions can lead to inefficiencies, increased costs, or failure to deliver the product.
	Regular check-ins and the use of project management tools help prevent delays or misunderstandings, 

	Implement contingency plans

	Dependency risk - becoming reliant on the partner
	5
	5
	25
Creates vulnerability 
	 Avoid over-reliance 
	Draft a robust agreement which include exit clauses 

	Customer confusion
	2
	3
	6 
Unclear communication reduces effectiveness and weakens marketing impact.
	Clearly communicated collaboration
	Addressing customer confusion and enhanced customer support 

	Brand misalignment
	3
	3
	9 
weaken perceived brand value and reduce customer loyalty 
	To conduct thorough due diligence on the partner’s values, target market, and reputation
	Acknowledging the problem quickly, and outlining corrective steps 



Green Haven Florist should thoroughly investigate the partner's values, target market, and reputation prior to entering a partnership. Assessing if the partner's potential and strengths match the company without posing undue risks can be done with the aid of frameworks such as SWOT analysis. This minimizes the possibility of consumer confusion and brand damage. Careful partner selection, robust contractual provisions, organized coordination, performance tracking, and distinct market positioning can all help lower the risks associated with brand collaborations. Such measures contribute to ensuring that the partnership avoids possible drawbacks while achieving advantageous strategic benefits. 
Plan to Implement Brand Collaboration
	SMART Objectives
	Action steps 
	Who 
	When 
	Methods 
	Metric 

	· Gain 100 new customers within 6 weeks through the collaboration campaign 
· Increase total sales revenue by 20% within 6 months of launching the collaboration
	Research potential partners 
	Liam and Priya 
	15/05/2026
	Contact 3 big supermarket brands and meet to discuss opportunities
	Select one partner by 30/05/2026

	
	Conduct compatibility analysis
	Liam 
	05/06/2026
	Identify brand values and purpose in past collaborations 
	Completed by 10/06/2026

	
	Draft a formal and detailed contract
	Liam and Priya 
	12/06/2026
	Contact a legal advisor (lawyer) 
	Finalised by 12/06/2026

	
	Develop joint marketing strategy
(Joshi, 2024)
	Liam, Priya and the chosen partner 
	15/06/2026
	Create posters, leaflets, social media posts and advertisements 
	Ongoing 

	
	Run a small-scale test campaign
	Chosen partner and Priya
	20/06/2026
	Set up a small pop-up at the new partner’s location and hold and offer discount vouchers
	20/06/2026 to 23/06/2026

	
	Full implementation 
	Liam, Priya and the chosen partner
	01/07/2026 
	Active collaboration between the partners 
	15/08/2026 


Due diligence and partner selection are the first steps in the plan since they are the most important. It must come before contractual agreements and campaign strategy because choosing the incorrect partner would weaken all other phases. This is the most crucial stage of Liam and Priya's successful collaboration. 
Formal agreement and risk mitigation come next, making sure that before any operational work starts, expectations, duties, and protections are well specified. The best method to make sure the agreement is solid, comprehensive, and in the best interests of the business is to get legal advice. 
Once these foundations are in place, marketing strategies and campaign development may begin. This phase fosters creativity and innovation and provides the chance to explore various customer engagement strategies. Green Haven Florist will see a significant rise in revenue if this step is completed correctly from the start.
The full implementation stage takes longer because it requires active selling and client involvement, which demands consistent effort. To ensure that everything goes smoothly on their end, Liam and Priya must demonstrate genuine commitment and dedication to their cooperating partner.
Means of Measuring Effectiveness of Implementation of Selected Solution
	KPI
	Metric 
	Goal 
	Month 1 
	Month 2 
	Month 3
	Status met 
(yes/no)

	Sales 
	Revenue Growth
	10% in the next 3 months
	5%
	4%
	13%
	

	Customer Acquisition
	Number of new customers
	>120 in the next 
	45
	55
	153
	



Peter Drucker asserts that "what gets measured gets done," meaning that if you have all the information, you can identify your strengths and shortcomings and determine the best course of action for success. I can determine if the brand collaboration is providing value by looking at the sales performance KPI. I'm assessing this by tracking performance over a three-month period and analysing revenue growth. This is a direct measure of whether the solution has improved overall business performance and offers a concise visual representation of the goals attained each month.
We can determine how the partnership impacted marketing reach and how widely it has spread by counting the number of first-time customers throughout the campaign and over subsequent months. 
These KPI indicators are useful for monitoring progress toward goals, spotting flaws early, and making data-driven adjustments. 
Conclusion:
At the request of Liam and Priya, I have prepared a report addressing the primary issue faced by Green Haven Florist such as a 30% decline in in-store sales over the past 12 months. My report proposes two potential solutions which are Staff Training and Brand Collaboration.
Key findings of my report include: 
· Objective evaluation through Grid Analysis identified Brand Collaboration as the optimal solution for the business.
· A comprehensive risk analysis of Brand Collaboration was conducted, outlining potential risks and strategies to mitigate them.
· An implementation plan was developed to guide the effective execution of the proposed solutions.
· Key Performance Indicators (KPIs) were established, along with two SMART objectives to measure progress and success. 
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