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Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists, an independent flower shop in Norwich, has experienced a significant decline in revenue and foot traffic over the past year. The root problem is the shop’s inability to adapt to the evolving retail environment, particularly the shift toward online shopping. Contributing issues include rising operational costs, reliance on an outdated website, limited digital marketing, and increasing competition from online retailers and boutique florists. Additionally, changing customer preferences for flexible delivery and subscription services exacerbate the challenge. These factors collectively hinder sales growth and threaten the sustainability of Green Haven’s business model.
[bookmark: _Hlk205982497] Two Proposed Solutions
Solution A Proposal
Enhanced Social Media Strategy
Green Haven Florists should develop a structured social media approach to increase brand visibility. This is supported by evidence in the literature that says social media approaches increase brand visibility(Clearbusiness.co.uk, 2024), engage customers, and drive both in-store and online sales. This includes creating regular content showcasing bespoke floral arrangements, eco-friendly practices, promotions, and seasonal offerings on platforms like Instagram, Facebook, and TikTok. Engaging posts, stories, and customer-generated content can strengthen community ties and attract younger audiences. A consistent social media presence enhances brand recognition, encourages repeat purchases, and supports online ordering, helping Green Haven compete with larger online retailers while maintaining its local and sustainable identity. (for, 2016)
Solution B Proposal
Developing mobile app 
Green Haven Florists could develop a mobile app allowing customers to browse floral arrangements, customize orders, schedule deliveries, and choose click-and-collect options (Lindsay, 2024). The app would streamline the purchasing process, provide notifications for promotions or seasonal collections, and enable loyalty rewards for repeat customers dedicated mobile platform enhances convenience, attracts tech-savvy customers, and encourages online engagement while supporting in-store visits (Head channel, 2025). By integrating sustainable packaging and personalization options, the app reinforces Green Haven’s brand identity, increases sales, and strengthens customer retention in a competitive market.
 Evaluation Results and Justifications
To choose the most a prorate solution, an evaluation is require by using Grid analysis which is A graphic provided to focus group participants in conceptual mapping and attitudinal scaling exercises (Quirks.com, 2024). A grid analysis was used to evaluate two proposals: strengthening social media marketing and developing a mobile ordering app. The social media strategy scored significantly higher overall due to its lower cost, faster implementation, lower risk, and strong potential to increase both online and in-store sales. It is financially realistic for a small independent business and directly addresses declining visibility and competition. In contrast, the mobile app scored lower because of high development costs, technical complexity, and uncertain customer uptake. The solutions were using Grid analysis (see Appendix 1). Solution A, strengthening social media marketing, is the most appropriate option for Green Haven Florists because it delivers strong impact with lower financial risk. The criteria used in the grid analysis were cost, speed of implementation and impact on sales. These were selected as they directly reflect the business’s current challenges of declining revenue, limited resources and increasing competition. Higher weightings were given to cost and sales impact because cash flow and revenue recovery are critical priorities. Social media scored highest overall, making it the most feasible, realistic and strategically justified solution to improve performance.
[bookmark: _Hlk205982530] Risk Analysis Results and Justifications

What Is Risk Analysis?
Risk analysis refers to the assessment process that identifies the potential for any adverse events that may negatively affect organizations or the environment (Rosencrance, 2023). It's commonly performed by corporations, governments, and nonprofits. Conducting a risk analysis can help organizations determine whether they should undertake a project or approve a financial application and what actions they may want to take to protect their interests.
This type of analysis facilitates a balance between risks and risk reduction. Risk analysts often work with forecasting professionals to minimize future negative unforeseen effects (Hayes, 2023).
These three risks are the most significant because they can directly affect the success of the social media marketing strategy and the reputation of Green Haven Florists. Proper planning, learning new skills, and maintaining good customer communication can help reduce these risks.
The proposed solution of improving social media accounts may face several risks (see appendix 2). One risk is lack of time to manage accounts regularly, which could reduce engagement. Another risk is limited digital marketing knowledge, which may prevent posts from reaching the right audience. Negative customer comments are also possible and could affect the business reputation. The criteria used in the risk analysis were likelihood and impact because they help identify the most serious risks. A weighting scale of 1–5 was used to measure these factors clearly. Despite these risks, the solution is reliable because social media marketing is low-cost, widely used by businesses, and can significantly increase brand awareness and customer engagement.
 Justifications for the Implementation Plan
What is an implementation plan?
A project implementation plan is an essential component of your project. It’s a detailed document that defines the execution of a project or initiative. Teams use implementation plans to coordinate and manage resources, tasks, and potential risks throughout the project life cycle. Beyond that, it aligns the work with business objectives, timelines, and budgets. (Atlassian, 2024).
An implementation plan provides a clear roadmap for improving Green Haven Florists’ social media. It outlines tasks, deadlines, and responsibilities, ensuring work is organised and consistent based on (Manager’s Office, 2017). This helps Liam and Priya manage time effectively, monitor progress, and achieve their goal of increasing online visibility, attracting new customers, and boosting both in-store and online sales.
The tasks are ordered to ensure efficiency. The implementation plan is on appendix table 3.Creating social media accounts comes first, as a foundation for all other activities. Developing a content plan follows, guiding consistent and engaging posts. Regular posting starts once the plan is ready, maintaining visibility. Advertising is scheduled after accounts and content are established to maximize effectiveness. Monitoring performance is ongoing to track results. Responsibilities match strengths: Priya handles creative content, Liam manages posting, ads, and analysis, ensuring tasks are completed efficiently and effectivelly.

 Justifications for the KPI and SMART Objectives
The KPI and SMART objective proposed focus on measurable increases in social media engagement and online orders, which directly support Green Haven Florists’ goal to improve visibility and sales based on (The Institute of Local Marketing, 2024) which explain how digital marketing help companies.
Key performance indicators (KPI) are quantifiable measures that help businesses evaluate their progress toward achieving important objectives. Although different businesses use different metrics, KPI are always central to understanding how your company is performing and how you can improve that performance, which we can find on  (Mailchimp, 2019). SMART criteria ensure goals are Specific, Measurable, Attainable, Relevant, and Time‑Bound, providing structure and clarity to the strategy rather than vague intentions. This approach makes it easier to track performance and adjust plans based on data (Ready, 2025). SMART objectives paired with KPIs help guide purposeful social media efforts and evaluate their impact on business performance. We can find the KPI and SMART objectives on appendices.(see appendix 4).

 Key Findings 
The report analyses Green Haven Florists’ challenges, including declining sales, reduced footfall, and limited digital presence. Two solutions were proposed: a mobile app for recurring revenue and improved social media marketing to increase visibility and engagement. Risks such as time constraints, lack of marketing skills, and negative reviews were identified and managed through planning and monitoring. A structured implementation plan and SMART KPIs ensure measurable progress.
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Grid Analysis Table

	Factors to consider
	cost
	Time for installing
	Impact in store sales 
	Impact in online orders
	Total

	Weighting      
	5
	4
	5
	4
	

	Social media

	4        20
	4          16
	4      20
	4           16
	72

	
Mobile app
	1     5
	2       8
	3         15
	5           20
	48



Appendix 2 

Risk Analysis Table

	
	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 = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Requires more resources manage social media regularly.

	4
	3
	12
	Create a content schedule and plan posts weekly.
	Hire social media assistant or reduce posting frequency.

	2
	Staff lack of understanding may increase XYZ

	3
	4
	12
	Learn basic digital marketing skills through online course
	Seek help from social media management or marketing professional.

	3
	Negative comments or poor online reviews.

	3
	4
	12
	Provide good customer service and respond politely to feedback.
	Address complains quickly, apologise and resolve problem privately.





Appendix 3 
Implementation Plan

Name the problem you are solving: Declining sales 
Name the solution you are implementing: create and improving social media accounts
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Customers feed back
	By making small research about what comment they have on reviews or in any other file they can see what customers need from them.
	13/03/2026-15/03/2026
	Liam
	Now they will know what content should give to customers.

	2
	Create social media accounts.


	Set up or improve business accounts on Instagram, Facebook and TikTok.

	
16/03/2026

	
liam

	Accounts successfully created and updated


	3
	
Develop content plan

	Plan weekly posts such as bouquet photos, promotions and behind-the-scenes videos


	
17/03/26-24/03/26

	
Priya

	Content calendar prepared


	4
	Post regular content


	Upload photos, reels and stories to promote products and services

	
24/03/26-24/04/26

	
Liam-priya

	At least 3 posts per week published



	5
	Evaluate performance.

	Track followers, engagement and sales from social media

	Every week after developing the content

	
Liam -Priya

	performance report completed
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The Key Performance Indicator is: social media strategy.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase engagement on social media platforms by posting regular content and running targeted ads.





	Achieve a 20% increase in followers, 15% increase in post interactions, and 10% increase in online orders from social media within three months.




	Targets are realistic based on current audience size and resources.



	Directly supports increasing online visibility, attracting new customers, and boosting sales.



	Goals to be achieved within three months of implementing the social media strategy.
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