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[bookmark: _rrpe5zx9wdmi][bookmark: _Toc228222445]1. Introduction / Case Overview  
Green Haven Florists is a small, autonomous florist located in Norwich that has just suffered a 30% decrease in in-store sales, and an increase in flower and packaging expenses. Online retailers and new local competition with better digital visibility are also posing more competition to the business. Using the Problem Definition Model, the symptom is the decline in sales, and the root cause is the outdated website, the lack of digital marketing ability and the shift in consumer behaviour to convenience and online purchasing. 
[bookmark: _uy50zpum1yio][bookmark: _Toc228222446]2. Two Proposed Solutions 
To enhance the poor sales performance of Green Haven Florists, two practical solutions are suggested. The first is an online upgrade to the site that has better online ordering features. The existing site will need to be restructured into a mobile-friendly, appealing and user-friendly site. An upgrade in this case would certainly help in customer engagement and positive user experience (Dillon-Shallard, 2023). The main attributes should consist of the ability to book same-day delivery, safe online payment methods, flower subscriptions and search engine optimisation (SEO). This would enhance customer convenience, online conversions and assist Green Haven to compete better with the national online flower retailers. This is market penetration, whereby there is an increase in sales to the established markets by using superior digital platforms as part of the Ansoff Matrix.
The second solution will be a domestic digital marketing and loyalty programme. This would include periodic Instagram and Facebook ad campaigns, enhanced visibility of Google Business Profile, referral discounts, loyalty cards, seasonal promotions and collaboration with wedding planners or corporate clients. This would better appeal to the local customers, promote repeat customer purchase and brand recognition by the community (Paranjape, 2018). It is also associated with relationship marketing that emphasises long-term customer retention as opposed to a single transaction. 
[bookmark: _vq7ae64i6nw7][bookmark: _Toc228222447]3. Evaluation of Solutions
Both of the offered solutions were evaluated with the help of the Grid Analysis (refer to Appendix 1) to determine the most appropriate one. It is a method that ranks the options based on weighted criteria and assists in making objective decisions. The criteria chosen were the cost, speed of implementation, revenue impact, customer retention and ease of implementation. These aspects are very applicable since Green Haven Florists is a small company experiencing deteriorating sales, escalating expenses and competition.
The findings indicate that Solution 1: Website Upgrade + Online Ordering Improvement scored 52 in total. It has done well in revenue impact as a better site can lead to more online orders and reach more customers. It, however, rated lower in cost and ease of implementation because of the investment it takes to design, technical support and continued maintenance.
Solution 2: Local Digital Marketing  Loyalty Programme had the highest overall score of 61. It scored higher in cost, speed and ease of implementation since the introduction of social media promotion and loyalty schemes, which are fast and require less financial input. It also scored high on customer retention with incentives for repeat purchases and better customer relationships.
According to this assessment, the best solution is Solution 2. It is more appropriate in the current situation of Green Haven since it has quicker outcomes, minimised risk and is less expensive. Whereas Solution 1 offers greater benefits in the long term digitally, it needs more time and capital. Thus, the most feasible course of action in ensuring the realisation of both short-term and long-term sales growth, as well as customer retention, is Solution 2.
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The chosen solution, Local Digital Marketing and Loyalty Programme, was subjected to a Risk Analysis to determine possible impediments to successful implementation (refer to Appendix 2). The Risk Management Cycle, which consists of identify, assess, respond and monitor, can be used to make sure that potential issues are identified at an early stage and managed successfully (McGrath and Jonker, 2025).
The analysis reveals that the suggested strategy has certain operational and competitive risks, but they are not so critical as to discard the solution. The absence of high social media engagement is one of the most significant threats, as the campaigns might not reach an adequate number of customers (Atherton, 2023). This can be minimised by more powerful visuals, post customer-centred and specific paid advertising. The second danger is a shortage of digital skills (among staff or owners) that can constrain the quality of campaigns. Nevertheless, this problem can be solved with the help of basic training or freelance assistance.
One of the financial risks is that promotions or discount offers can lower profit margins when excessive (PSG, 2026). This can be controlled by establishing clear limits on discounts, time-based offers and emphasising value-added promotion but not deep-cut prices. A competitive risk of copying campaigns by rival florists also exists. Green Haven may react by differentiating the brand, by being more environmentally friendly and offering personalised customer service.
Time pressure on Liam and Priya is the greatest risk overall because it might be challenging to balance between daily running and marketing. The risk may be managed with the help of content scheduling tools, delegation or outsourcing of specific tasks.
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A detailed implementation plan of the selected solution has been created (Refer to appendix 3). A gradual process is suitable since Green Haven Florists is a small business that is characterised by little managerial time and financial capacity. Instead of opening all of the activities at the same time, gradual implementation minimises the disruption and enables the review of performance before additional investment (Burnes, 2020).
During Week 1, Liam and Priya are to set specific campaign goals, budgets and anticipated results. This is a preplanning step as it gives guidance on subsequent decision making on the promotional channels, expenditure levels and target markets. Marketing activity without quantifiable objectives turns out to be reactive and ineffective. Priya needs to develop the loyalty scheme in Week 2, before paid advertising. This sequencing is both strategic and critical due to the fact that new customers attracted by the promotion can be easily transformed into repeat buyers, which enhances customer lifetime value (Kotler and Armstrong, 2021).
Week 3 is dedicated to enhancing the Google Business Profile, replacing photos and making sure that all the contact information is correct. This must be done before advertising, since an enhanced online presence and professional presentation enhance credibility when prospective customers visit the business. During Week 4, an external freelancer is expected to initiate Instagram and Facebook campaigns. It is more effective to hire the services of a specialist than to presuppose the owners, in turn, to acquire high-digital skills overnight. Week 5 will then focus on existing customers by emailing marketing, which is a low-cost channel that can re-open past customers and referrals.
Week 6 presents a seasonal spring offer and creates urgency and spurs short-term sales. Within Weeks 7-8, Liam and Priya will need to assess outcomes, such as the increase in sales, the rate of engagement and loyalty sign-ups, and adjust future activity based on the outcomes. This is the PDCA Cycle, which works under the plan, do, check, act, where the actions are taken, followed and optimised (Moen and Norman, 2019). 
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The proposed Key Performance Indicator (KPI) and SMART objectives are presented in Appendix 4. The key KPI chosen is monthly sales revenue because sales are a specific indicator of whether the digital marketing and loyalty strategy is yielding business improvement. In the case of a small retailer that is experiencing a decrease in sales revenue, the revenue growth is more important than simply vanity metrics since it will indicate the real purchasing behaviour of customers and the ability to sustain the business (Kotler and Armstrong, 2021).
The SMART objectives will bring this KPI into specific and measurable objectives. Growing the monthly sales revenue by 15% in 3 months creates a specific financial objective, which is associated with recovery. Achieving 100 loyalty sign-ups in eight weeks is an indicator of the willingness of the customers to have a long-term relationship with the brand. Increasing the number of Instagram followers by 25% within three months implies a greater awareness and local coverage, whereas 20 repeat purchases per month reveal a higher retention and customer satisfaction. The existence of these objectives makes them specific, time-bound and measurable, which means that the management can measure the progress objectively as opposed to making assumptions (Doran, 1981).
It should be monitored on a monthly basis with a mere performance control process. The amount of revenue may be contrasted with the amount of sales made before the campaign to determine whether the marketing effort is generating a concrete payoff. Loyalty registrations are an indicator of repeat demand in the future, whereas the development of social media shows whether or not promotional content has hit the target audience. The value of repeat purchase levels is especially high as it is often cheaper to keep the existing customers than to find new ones (Chaffey and Ellis-Chadwick, 2022).
In case of a drop in results, then corrective measures must be taken. This might involve updating advertising messages, reassigning spending to more successful media, modifying promotional deals or increasing posting rates. 
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· Green Haven Florists is recording decreasing sales with decreasing footfall, increased costs, and increased digitally oriented competition.
· Two viable options were considered: the redevelopment of the websites and the local digital marketing and loyalty programme.
· The marketing/loyalty strategy was determined by Grid Analysis as the most feasible and economical solution.
· Despite the risks, these can be addressed by training, planning and appropriate workload management.
· The staged implementation plan helps in realistic implementation using a few resources.
· A KPI and SMART objectives monitoring will allow for measurable progress and continuous improvement.
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	Criteria
	Weight
	Solution 1: Website Upgrade + Online Ordering
	Weighted Score
	Solution 2: Digital Marketing + Loyalty Programme
	Weighted Score

	Cost
	3
	2
	6
	4
	12

	Speed of Implementation
	3
	3
	9
	5
	15

	Revenue Impact
	5
	5
	25
	4
	20

	Customer Retention
	4
	4
	16
	5
	20

	Ease of Implementation
	3
	2
	6
	4
	12

	Total Score
	
	
	62
	
	79


Scoring key 
1= very poor
2= poor 
3= Average 
4= Good
5= Excellent
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	Risk
	Likelihood
	Impact
	Risk Level
	Response / Mitigation

	Low social media engagement
	Medium
	High
	High
	Improve content quality, use customer photos, run targeted paid ads

	Staff lack digital skills
	Medium
	Medium
	Medium
	Provide basic training or hire freelance support

	Promotions reduce profit margins
	Medium
	Medium
	Medium
	Limit discounts, use short-term offers, monitor margins

	Competitors copy campaigns
	High
	Medium
	High
	Use unique branding, personalised service, eco-friendly positioning

	Time pressure on owners
	High
	High
	Very High
	Use scheduling tools, delegate tasks, outsource marketing activities
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	Week
	Action
	Responsibility

	1
	Set campaign goals & budget
	Liam & Priya

	2
	Create loyalty scheme
	Priya

	3
	Improve Google profile & photos
	Liam

	4
	Launch Instagram/Facebook ads
	External freelancer

	5
	Email existing customers
	Priya

	6
	Run spring promotion
	Team

	7–8
	Track results & adjust
	Owners
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Monthly Sales Revenue
	SMART Objective
	Target

	Increase monthly sales revenue by 15%
	Within 3 months

	Gain 100 loyalty sign-ups
	Within 8 weeks

	Increase Instagram followers by 25%
	Within 3 months

	Achieve 20 repeat purchases monthly
	Within 3 months
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