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Task 1: Overview of Case-study
Green Haven Florists, a small environmentally friendly flower store, is dealing with serious organisational and market-driven issues. Liam and Priya Patel founded the company in 2016, and it gained recognition for its superior flower arrangements, attentive client care, and steadfast dedication to ecologically friendly methods. The store's performance has recently significantly declined despite this strong base, necessitating a thorough assessment of both its internal and external operations.
Over the past year, in-store sales at Green Haven Florists have declined by 30%, primarily due to reduced foot traffic and changing consumer behaviour. While online orders have increased slightly, they have not fully offset the loss of walk-in customers, underscoring the shop's difficulties in adapting to the broader trend toward digital purchases.
Task 2: Two Proposed Solutions
Solution A Proposal
The performance of Green Haven Florists can be greatly enhanced by investing in a strong digital strategy, such as utilising social media marketing and updating the website to offer a more seamless ordering experience, both of which are important steps in boosting online sales and digital presence. By adopting a digital strategy – Social media marketing -, the business will be able to effectively compete with online flower delivery services and counteract diminishing foot traffic, guaranteeing its relevance in a market that is evolving.
Solution B Proposal
Improving internal procedures and the calibre of client service is a crucial success strategy. While training guarantees consistent, individualised service, better communication can help employees feel appreciated and involved. Customers will feel more at home if in-store operations and change management are streamlined. Green Haven Florists can restore client loyalty and differentiate itself from rivals by increasing productivity and service quality (Slack, Brandon-Jones, and Burgess, 2022).
Task 3b) Evaluation Results and Justifications
[bookmark: _Hlk205982530]To choose the most appropriate solution, a detailed evaluation using the PMI approach (Pittner et al.,., 2020) was employed. Solution A, which attempts to improve the company's online visibility, is the more appropriate solution according to the PMI study in Appendix 1. Stakeholders should be pleased with the study's good outcomes, which have produced tangible performance advantages like better online visibility, higher engagement, and an increase in online orders. Despite decreasing foot traffic, the company was able to reach new audiences and satisfy contemporary customer expectations for convenience thanks to this well-justified investment. The long-term advantages of this strategic initiative, such as data-driven decision-making, improved branding, and new digital revenue streams, outweigh the initial expenses and staff modifications that were required (Statista, 2023).
Task 4b) Risk Analysis Results and Justifications

The next step in the problem-solving process is to conduct a comprehensive risk analysis of the chosen solution. For this, a risk analysis of solution a. Summary of Key Risks for Green Haven Florists:
Risk of Sales Reduction: Sales may drop due to low foot traffic and a weak online presence. To improve customer acquisition and retention, strategies like social media campaigns and local SEO are recommended (Chaffey and Ellis-Chadwick, 2019).
· Increased Operating Costs: Rising expenses for fresh flowers, sustainable packaging, and utilities pose a medium-to-high risk to profit margins. Enhancing inventory management and process efficiencies can help control costs and reduce waste.
· Poor Customer Experience Risk: Inconsistent service and communication issues can harm the company's reputation. Training employees and tracking client satisfaction are vital for maintaining loyalty (Armstrong and Kotler, 2021).
· Loss of Competitive Advantage: Failing to leverage sustainable practices and personalised service can weaken market position. The company should promote its eco-friendly initiatives to retain customers.

Task 5b) Justifications for the Implementation Plan
Green Haven Florists' main concerns—declining sales, a poor online presence, inconsistent service quality, and growing operating expenses—are addressed by the implementation strategy. By addressing these issues, stakeholders are able to assess the strategy's likelihood of success. Every stage tackles a distinct problem, allowing for effective use of resources and significant improvements.
The strategy improves internet capabilities, streamlines operations, and promotes the shop's eco-friendly image, making it suitable for a small, independent florist. It also provides key performance indicators (KPIs) and communication strategies for tracking progress and engaging staff, providing a clear foundation for long-term success.
Task 6b) Justifications for the KPI and SMART Objectives

The KPIs and SMART objectives for Green Haven Florists align with the company’s strategic goals, such as increasing online sales and customer satisfaction. They establish clear, measurable targets that address key performance challenges (Statista, 2023) and enable monitoring of progress in areas such as sales, satisfaction, waste reduction, and marketing effectiveness. By setting specific, time-bound objectives, teams can focus and create realistic plans. This approach encourages evidence-based decision-making, allowing owners to assess performance and adjust strategies as needed, facilitating intentional, data-driven growth (MindTools, 2023).
[bookmark: _Hlk208302504]Task 7) Key Findings
· Due to a decrease in foot traffic and a dependence on conventional retail techniques, Green Haven Florists is seeing a drop in in-store sales. The store's outdated website and limited online presence point to significant potential for online expansion.

· Inconsistent customer experiences arise from poor communication and unclear processes, which need to be improved to build trust and satisfaction.

· Rising operational costs and inventory wastage are straining profit margins, while the shop's sustainability ideals are not effectively attracting customers.  

· Additionally, the lack of performance monitoring, such as key performance indicators (KPIs), limits the company's ability to assess progress and make informed decisions.
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Appendices
[bookmark: _Hlk205987492]Appendix 1 – Task 3a
PMI Analysis Table for Solution A and B
	Solution A

	Plus
	Minus
	Interesting

	Increased number of customers 5
	Increased costs -2
	Hackers may break into the website -2

	
Increases the visibility of the business 5
	More time required -4
	

	
Will increase the business networks and collaborators 5
	Will require more documentation and engagement with delivery partners etc - 3
	

	
TOTAL: 15
	
TOTAL: -9
	
TOTAL: -2



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = 4
(Kotler et al., 2020)

	Solution B

	Plus
	Minus
	Interesting

	More number of customers 3
	Cost may increase -2 
	The website may be hack -2

	Collaborators and business networks will increase
3
	Require more paperwork and engagement with delivery partners, etc. - 3
	The documents will be at risk of being lost -2

	
Increases the number of businesses 3
	
Involved more time -3
	 
Misuse of time -2

	
TOTAL: 9
	
TOTAL: -8
	
TOTAL: -6



Therefore: Overall Total for Solution B = -5
[bookmark: _Hlk219478739](DEFRA, 2023)

Appendix 2 – Task 4a

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
	Low digital engagement 
	2
	2
	
4
	To use targeted ads, promote online offers 
	
To monitor analytics to adjust strategy 

	2
	Staff resistance to change (Kotter, 2012).

	2
	3
		
	6
	Provide training, involve staff in planning
	
To offer ongoing support 

	3
	
Technical issues with the website 
	
3
	
5
	
15.
	Use a reliable developer, test thoroughly before launch 
	
To maintain regular updates 



(Small Business Administration, 2022)


Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Strengthen Digital Presence and Online Sales
Solution A
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Upgrade website & online ordering 

	Redesign website, enhance navigation, include safe payment options, and refresh product images.
	20/03/2026 – 27/03/2026 

	The Owner & Web developer 
	Increased online traffic and conversion rates.

	2
	Improve customer service quality
	Staff training, customer-service checklist, and communication guidelines.
	27/03/2026 – 04/04/2026 

	External trainer/ Owner

	More constant service and increased client satisfaction

	3
	Launch targeted social media marketing
	Weekly content, local paid ads that emphasise sustainability and seasonal incentives.
	11/04/2026

19/04/2026
	Owner / Marketing assistant

	Improved brand visibility and customer engagement

	4
	
Enhance inventory & waste management

	Implement a stock tracking system, examine supplier contracts, and decrease waste.


	26/04/2026

03/05/2026




	
Senior staff & Owner

	
Lower expenses, less waste, and better sustainability




(MindTools, 2023)

Appendix 4 – Task 6a
The Key Performance Indicator is: Increase Online Visibility and Increase Online Sales
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	1, Improve the website and post consistently on social media.


2, Increase online sales through improved product listings and digital marketing




	Track website visits, engagement rate, and follower growth.




15% increase in online sales revenue
	Achievable with planned website updates and a posting schedule.




Realistic with better visuals, descriptions, and targeted ads
	Supports the goal of attracting more customers beyond walk‑ins.



Directly supports business growth and compensates for reduced foot traffic.

	To be achieved within 3 months.






To be achieved within 6 months.


MindTools (2023)
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