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Task 1: Overview of Case Study
Green Haven Florists is a small independent flower shop established in 2016. The business is known for producing high-quality flower arrangements for events such as weddings, birthdays, and gifts. It also focuses on eco-friendly packaging, which helps its brand image.
However, the business has recently experienced a significant drop in in-store sales, estimated at around 30% over the past year. The main reason for this decline is the change in customer behavior, as more people now prefer shopping online instead of visiting physical stores. In addition, competition from online flower retailers has increased.
The main problem is the company’s weak digital presence. Its website is outdated and not user-friendly, and it has very little activity on social media. This makes it difficult to attract new customers and compete with online businesses. Other issues include lack of digital marketing skills and limited investment in technology. If this problem is not solved, the business may continue losing customers and profits.
Task 2: Two Proposed Solutions
Solution A: Improve Online Presence
This solution involves creating a modern, easy-to-use website and improving social media activity. Customers would be able to browse products, place orders, and make payments online. Social media platforms such as Instagram and Facebook can be used to promote products and engage customers.
This solution helps solve the main problem because it allows businesses to reach more customers and compete with online retailers. It also improves customer convenience, which can increase sales and satisfaction.
Solution B: Flower Subscription Service
This solution involves offering customers a subscription service where they receive flowers weekly or monthly. This can be targeted at both individuals and businesses.
This solution can provide a steady income and build customer loyalty. However, it may not attract many new customers compared to online sales. It also requires extra work to manage deliveries and subscriptions.
Task 3b: Evaluation Results and Justification
A PMI (Plus, Minus, Interesting) analysis was used to compare both solutions. The criteria included cost, ability to increase sales, customer attraction, and long-term benefits.
Solution A scored higher because it can attract more customers and increase sales. It also has strong long-term benefits, as the website and social media can be improved over time. Although it has higher costs, it directly solves the main problem.
Solution B provides stable income and improves customer loyalty. However, it has limited growth potential and may not attract many new customers.
Overall, Solution A is the best option because it addresses the root problem and offers better long-term growth.
Task 4b: Risk Analysis Results and Justification
There are several risks linked to improving online presence.
The first risk is the cost of building and maintaining a website. This has medium likelihood and high impact. It can be reduced by using affordable website builders or freelancers.
The second risk is low customer usage. Some customers may still prefer shopping in-store. This has medium likelihood and medium impact. It can be reduced through strong marketing and promotions.
The third risk is delivery problems if online orders increase. This has low likelihood but high impact. It can be managed by improving delivery planning or working with delivery companies.
Overall, these risks can be controlled with proper planning, so the solution is reliable.
Task 5b: Justifications for the Implementation Plan
The implementation plan follows a clear and logical order.
First, the business should develop the website. This is important because it is the main part of the solution.
Second, social media accounts should be created and used regularly to promote products.
Third, staff should be trained to manage online orders and customer enquiries. This ensures good customer service.
Finally, the business should promote the website through advertising and special offers.
This order is effective because it ensures everything is ready before customers start using the service. Responsibilities are shared between owners, staff, and developers, which improves efficiency.
Task 6b: Justifications for KPI and SMART Objectives
The chosen KPI is the number of online sales per month. This is important because it directly measures success of the online strategy.
The SMART objective is to increase online sales by 25% within 6 months.
Specific: Focus on online sales
Measurable: Sales can be tracked
Achievable: Marketing can increase customers
Relevant: Helps business growth
Time-bound: 6 months
This objective is realistic and helps the business track progress and make improvements.
Task 7: Key Findings
Sales are declining due to online competition
The main problem is weak digital presence
Improving online presence is the best solution
Risks exist but can be managed
A clear plan and KPI will help measure success
Conclusion
In conclusion, Green Havan Florists is facing declining sales due to changes in customer behaviour and increased competition. The main issue is its weak digital presence.
Two solutions were analysed, and improving online presence was selected as the best option. This solution allows the business to attract more customers, increase sales, and grow in the long term.
Although there are risks, they can be managed with proper planning. With a clear implementation plan and SMART objectives, the business can improve its performance and remain competitive.
Additional Analysis 
In addition to the evaluation, it is important to consider how customer behaviour continues to change over time. More customers now expect businesses to offer fast and easy online services. This means that having a strong digital presence is no longer optional, but necessary for survival. If Green Havan Florists does not improve its online services, it may lose even more customers to competitors who already operate online successfully.
Another important point is customer experience. A modern website can improve the overall experience by making it easier for customers to browse products, compare prices, and place orders quickly. Features such as customer reviews and product images can also increase trust and influence buying decisions. This can lead to higher customer satisfaction and repeat purchases.
From a financial point of view, although Solution A requires an initial investment, it can lead to higher profits in the long term. Online sales can operate 24/7, unlike a physical store with limited opening hours. This gives the business more opportunities to generate income. In addition, digital marketing is often more cost-effective than traditional advertising methods.
It is also important to consider staff development. Employees may need training to manage online orders and communicate with customers through digital platforms. This can improve their skills and increase overall efficiency within the business. Over time, this can create a more flexible and adaptable workforce.
Finally, monitoring performance is essential. The business should regularly check its KPI data to see if the strategy is working. If online sales are not increasing as expected, changes can be made quickly. This could include improving marketing strategies, updating the website, or offering discounts to attract customers.
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Appendices 
Appendices 1: PMI Table
	solution
	plus
	minus
	interesting

	A
	More customers, higher sales
	Higher cost
	Future growth opportunities

	B
	Stable income, loyalty
	Limited growth
	Niche market



Appendix 2: Risk Analysis Table
	Risk
	Like hood{1 –5}
	Impact {!-5}
	solution

	Website cost
	3
	4
	Use cheaper tools

	Low customers use
	3
	3
	Marketing 

	Delivery issues
	2
	4
	Better planning



Appendix 3 : Implementation plan
	Task
	When
	Who

	Build website
	Week 1-4
	Developer

	Social media
	Week 2-5
	Staff

	Training 
	Week 4-6
	Manager

	Promotion
	Week 6+
	Team



Appendix 4: SMART Table
	Specific
	Measurable
	Achievable
	Relevant
	Time

	Increase online sales
	25% growth
	Use marketing
	Business growth
	6 months



	
	
	



