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1. Introduction
This report analyses the case study of Green Haven Florists and examines the key problem affecting the business. The purpose of this report is to apply problem-solving and decision-making techniques to identify suitable solutions and recommend the most effective strategy. The report evaluates two alternative solutions, assesses risks, and develops an implementation plan. In addition, Key Performance Indicators (KPIs) and SMART objectives are used to measure success. The aim is to support business improvement and long-term growth.

2. Business Problem
Green Haven Florists is experiencing declining sales and reduced customer engagement. The main issue is its weak online presence, which limits its ability to attract new customers. In today’s digital environment, customers expect businesses to operate online, but Green Haven relies mainly on traditional methods. This reduces visibility and competitiveness.
Additionally, the company does not fully meet customer expectations in terms of convenience, as it lacks modern ordering options. This creates a gap between the business and its target market. As a result, the company struggles to maintain its market position and compete with other florists that use digital strategies. Overall, the problem is not only related to marketing but also to the company’s ability to adapt to changing customer behaviour.

3. Two Alternative Solutions
Solution A: Improve Online Presence
This solution involves developing a professional website and using social media platforms to promote products and engage with customers. A strong online presence would increase visibility, improve brand awareness, and attract a wider audience.
PMI Analysis:
Positive: Increased visibility, higher customer reach, improved sales potential
Minus: Initial cost, need for digital skills
Interesting: Long-term growth and scalability







This solution addresses the problem directly by helping the company adapt to the digital market.
Solution B: Introduce Delivery Service
This solution focuses on offering delivery services to customers, making it easier for them to purchase products without visiting the store.
PMI Analysis:
Positive: Improved customer convenience, potential increase in sales
Minus: Additional costs (transport, staff), logistical challenges
Interesting: Opportunity to expand service area
This solution improves customer experience but does not fully address the core issue of limited visibility.


4. Justification
Based on the evaluation, improving the online presence is the most effective solution. This option has a greater impact on customer reach and long-term growth compared to the delivery service. The weighting of factors such as customer impact and business growth supports this decision. While the delivery service improves convenience, it does not solve the main problem of low visibility. Therefore, focusing on digital marketing is more appropriate for achieving sustainable success.


5. Risk Analysis
The selected solution involves several risks, including financial costs, lack of digital expertise, and strong competition in the online market. However, these risks can be managed through proper planning, staff training, and gradual implementation. The benefits of increased visibility and higher sales outweigh the potential risks, making the solution acceptable. Overall, the level of risk is moderate and manageable.


6. Implementation Plan
The implementation of the selected solution should follow a structured approach. First, the company should develop a professional website that clearly presents its products and allows customers to place orders easily. This step is essential as it creates the foundation for the digital strategy. Next, the business should establish a presence on social media platforms such as Instagram and Facebook to promote products and engage with customers.
Following this, marketing campaigns should be introduced to increase awareness and attract new customers. These campaigns may include online advertisements and promotional offers. Responsibilities should be assigned to employees with relevant skills or outsourced to professionals if necessary. The order of these steps ensures that the company builds a strong digital foundation before investing in promotion. This structured approach allows efficient use of resources and reduces the risk of failure.


7. Measuring Effectiveness (KPI & SMART)
The key performance indicator (KPI) for this solution is an increase in online sales. This KPI is directly linked to the objective of improving the company’s digital performance.
The SMART objective is to increase online sales by 20% within six months. This objective is specific, measurable, achievable, relevant, and time-bound. By tracking online sales data, the company can monitor progress and evaluate whether the strategy is successful. These metrics provide clear evidence of performance and allow adjustments if necessary.


8. Conclusion
In conclusion, Green Haven Florists faces challenges due to its weak online presence and limited marketing strategy. This has resulted in declining sales and reduced competitiveness. Two solutions were evaluated, and improving the online presence was identified as the most effective option. Although there are some risks involved, they are manageable and do not outweigh the benefits. With a clear implementation plan and appropriate performance measures, the company can improve its market position and achieve long-term growth. The key finding is that adapting to digital trends is essential for business success in the modern environment.
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10. Appendices 


Appendix 1 Grid Analysis (PMI Table)

	Criteria
	Solution A: Online Presence
	Score
	Solution B: Delivery
	Score

	Customer Reach
	High
	+3
	Medium
	+2

	Cost
	Medium
	-1
	High
	-2

	Growth Potential
	High
	+3
	Medium
	+2

	Ease of Implementation
	Medium
	+1
	Low
	-1

	Total Score
	
	6
	
	1

	
	
	
	
	




Appendix 4 KPI and Smart Table

	KPI
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Online Sales Growth
	Increase sales by 20%
	Yes
	Yes
	Yes
	Yes
	6 months

	Website Traffic
	Increase visits by 30%
	Yes
	Yes
	Yes
	Yes
	6 months

	Social Engagement
	Increase followers by 25%
	Yes
	Yes
	Yes
	Yes
	6 months





