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[bookmark: _Hlk205982484]
 Overview of Case-study

[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green haven florist is a small business in Norwich that over the last 10 years has had a sharp decline in store sales and increased competition. 
In store sales have dropped by 30% largely due to changing customer trends, the increase of online retailers offering competitive prices, rising cost, including supply issues and sustainable sourcing have further reduced profitability. The companies outdated websites and lack of digital marketing have weakened its ability to compete effectively accordingly to industry trends customers increasingly prefer online purchasing and flexible delivery services (floor industry trends, 2025) therefore Greenhaven must adapt its business model to remain competitive and sustainable.
          Therefore, these issues contributing will need to be addressed if they want to   compete with other florists in the area.
And with these skills and social media and by networking should be able to source cheaper material.


[bookmark: _Hlk205982497] Task 2: Two Proposed Solutions
 Solution A Proposal

          Solution A: Website upgrade and online services
Greenhaven should invest in a modern user-friendly website that includes online ordering flexible delivery options and subscription services this will improve customer convenience and allow the business to compete with larger online retailers. Research suggests that digital accessibility is key to modern consumer behaviour (floral Consumer Trends 2025) Subscription services should also generate consistent revenue streams. 

Solution B Proposal

Solution B: Plan for digital marketing and social media
The business needs to make its social media presence known  especially on platforms such as Instagram, Facebook,  Pinterest , Amazon Ads, this would increase brand awareness and attract new customers especially the younger audience Social media marketing is a cost effective strategy that can improve engagement and customer loyalty It also aligns with industry trends where visual content influences purchasing decisions (Cut flower Market size and share, 2025) 

Task 3b) Evaluation Results and Justifications

PMI analysis supports structured decisions making by highlighting advantages and limitations (Proctor, 2019) based on the PMI analysis the website upgrade is the better solution It scored higher for positives especially in increasing sales improving customer experiences and competing with online businesses although it has some disadvantages such as cost and maintenance the benefits are stronger and more long term In comparison social media marketing is useful for promotion but does not directly solve the main issue of limited on sale online sales The website provides a direct way for customers to browse and buy products easily therefore upgrading the website is the most effective and practical option for improving both online and overall business performance for Green Haven.
[bookmark: _Hlk205982530]   Task 4b) Risk Analysis Results and Justifications

Based on the risk analysis in Appendix 2, the main risks are high-cost low customer use, and technical issues. These were assessed using requirements such as financial impact, likelihood, and customer experience as they directly affect business success (Adair, 2013). Greater weight was given to financial impact and customer experience because they are more important for profit success and customer satisfaction technical risks were given a lower way as they can be managed with support overall the website’s situation is reliable because the risk can be reduced through planning and monitoring supporting effect decision making Potter 2019

Task 5b) Justifications for the Implementation Plan
[bookmark: _Hlk205981406]
The implementation plan is structured in clear steps to make sure the website is develop and launched successfully starting with planning and budgeting helps costs control cost and avoid problems later choosing a suitable platform ensures the website is reliable and easy to use designing and testing the website before launch reduces the risk of technical issues issues staff training is included so employees can confidently manage the system finally promoting a website helps attract customers and increase sales this step by step approach keeps the process organised and improves the chances of success a day 2013 Prop to 2019


Task 6b) Justifications for the KPI and SMART Objectives
[bookmark: _Hlk205981688]
The chosen KPI is online sales because it directly shows whether the new website is successful. If online sales increase it means more customers are using the website and the solution is working. This makes it a reliable way to measure performance (Parmenter, 2015). the SMART objective is to increase online sales by 20% within six months this is specific and focus on one goal it is measurable using sales data achievable based on improved online access and relevant to solving the problem of declining sales The six months timeframe allows enough time to see progress. Using SMART objectives help set clear and realistic targets (Doran, 1981).

Task 7) Key Findings
[bookmark: _Hlk208302504]
· The business is losing money because fewer people are coming into the shop.
·  More customers now prefer to buy flowers online instead.
·  The business website is outdated and not easy to use.
·  Improving the website would help customers offer order more easily.
· Social media can help promote the business and attract new customers.
· There are some risks (like cost and technical issues), but they can be managed.
· Increasing online sales is the best way to improve the business and growth.
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 Appendix 1 – Task 3a    

PMI Analysis Table
This evaluation method is a decision making tool use to evaluate alternatives systematically (Proctor 2019)

	Solution A: website update

	Plus
	Minus
	Interesting

	Increase online sales   5
	High setup costs  4
	Allows for subscription models  5

	
Improve customer experience  5
	Requires staff training  3
	Customer data insights  4

	
Competes with online retailers  5
	Requires upkeep   3
	Marketing incorporation  4

	
Expand delivery  services 4
	Technical risks  2
	Shift to on line sales  3

	
TOTAL: 19
	
TOTAL: 12
	
TOTAL: 16



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = (19-12)+16=23




	Solution B: Social Media Marketing

	

	Plus
	Minus
	Interesting

	Cheap promotion   5 
	Time consuming    4
	Improve business identity, builds the brand   4

	
Increased awareness   4
	Slow results      3
	Opportunities such as       influencer   4

	
Customer interest/engagement   4
	 Slow results navigating the  site     3
	Will create website traffic    4   

	
Customer loyalty    4
	Needs consistency     3
	Content designation by the customer   3

	
TOTAL: 17
	
TOTAL: 13
	
TOTAL: 15



Therefore: Overall Total for Solution B = (17-13)+15=19








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
	High upfront costs

	5
	4
	20
	Set a budget
	Prioritising essential features first

	2
	Customers might not immediately use the site

	5
	5
	25
	Promote it through social media
	Offer discounts

	3
	Technical problems

	5
	5
	25
	Test before launch
	Technical support





According to Sproull (2018), Risk Analysis helps businesses identify and prepare for potential problems before they occur Similarly decisions making models suggest that careful planning and evaluation can reduce uncertainty and improve outcomes (Adair,2013; Proctor, 2019).


   Appendix 3 – Task 5a  Implementation Plan



Name the problem you are solving: Declining sales due to limited online presence and lack of foot traffic.
Name the solution you are implementing: Developing a new website with online ordering and delivery services.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Plan Website

	 Plan and set a budget Cost goals features



	
Weeki 1

	
Liam & Priya

	



	2
	Website choice


	Choose website platform (e.g. Wix, Shopify)


	
Week 2

	Liam


	



	3
	
Design and build the website 

	
Add products images payments and delivery options

	
Week 3-5

	
Developer & Priya

	



	4
	Test & launch website


	Promote website using social media and offers

	Week 6-8


	
Liam & Priya

	







This plan follows a clear step by step approach which helps the business stay organise, reduce mistakes, and make sure each task is completed properly Proctor; 2019 Adair, 2013).

· 

Appendix 4 – Task 6a

The Key Performance Indicator is: online sales

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
increase online sales through the new website





	
Achieve a 18 to 20% increase in online sales



	
Realistic based on the improved website and marketing this is achievable




	
Help solve the problems of low sales and limited online activity 


	
Within six months of website launch








The KPI is online sales because it shows if the new website is working well, the goal is to increase online sales by 20% which can be checked by using sales numbers. This target is realistic because the new website will make it easier for customers to buy products. It is important because the business is currently losing sales, so improving online sales will help fix the problem, The six months time limit gives the business enough time to see results using SMART objectives helps the business set clear goals, and KPIs help track progress (Doran,1981; Parmenter, 2015).
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