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[bookmark: _Toc1147681446]Introduction 
This report focuses on problem solving and decision making within a high street retail business, experiencing a decline in sales. Problem solving involves identifying business issues and developing effective solutions, while decision making refers to selecting the most appropriate option based on analysis (Johnson et al., 2017). The report will examine the causes of the problem and propose two alternative solutions. These solutions will be evaluated using PMI analysis, followed by justification of the chosen solution. The report will also include a risk analysis, an implementation plan, and methods to measure effectiveness using Key Performance Indicators (KPIs) and SMART objectives (Kotler and Keller, 2016).

[bookmark: _Toc1390631903]Brief Explanation of the Specific Business Problem 
[bookmark: _Int_p939IGmg]Green haven Florist is currently facing a 30% decrease in sales, which is negatively affecting its profitability and long-term sustainability. This issue is common among high street businesses due to increasing competition and changes in consumer behavior. One major cause of this problem is the growth of online shopping, rather than visiting physical stores (Chaffey, 2019). The business currently lacks a strong online presence, limiting its ability to reach a wider audience. Additionally, reduced footfall in physical stores due to convenience-driven shopping trends (Porter, 2008). has contributed to fewer sales opportunities. Poor marketing strategies may also mean that the business is not promoting its products effectively or engaging with customers.
Another factor that is contributing to this is the in-store experience. If the store layout is outdated or customer service is not engaging, customers may choose competitors instead. Rising costs such as rent and utilities further increase financial pressure.
[bookmark: _Int_sbKOKuP4][bookmark: _Int_LcWTwLPs]If the problem is not addressed, the business risks continued decline, loss of customers, and closure. Therefore, effective solutions must be put in place to improve sales and competitiveness.

[bookmark: _Toc1155722141]Suggested Two Alternative Solutions
[bookmark: _Toc591852988]Solution A: Develop an Online Sales Platform 
This solution involves creating an e-commerce website and using digital marketing such as social media and email campaigns.
PMI Analysis:
Plus (+):
· Access to a wider market
· 24/7 sales opportunities
· Increased customer convenience
Minus (–):
· High setup and maintenance costs
· Requires technical skills
· Strong online competition
Interesting (I):
· Ability to collect customer data
· Opportunity to expand the business nationally
This solution addresses the problem by adapting to modern consumer behavior. It allows the business to reach more customers and increase sales beyond the limitations of a physical store.

[bookmark: _Toc688857429]Solution B: Improve In-Store Experience 
This solution focuses on enhancing the physical store through better customer service, improved layout, and promotions.
PMI Analysis:
Plus (+):
· Improves customer satisfaction
· Encourages repeat business
· Builds brand loyalty
Minus (–):
· Limited to local customers
· May not significantly increase new customers
· Training costs for staff
Interesting (I):
· Opportunity to create a unique shopping environment
· Can differentiate from competitors
This solution helps increase customer retention and improves the shopping experience, which can lead to higher sales over time.

[bookmark: _Toc233095734]Justification for Selected Solution 
Solution A is the most appropriate option as it directly addresses the main cause of declining sales, which is the shift towards online shopping. Greater weighting was given to market reach (40%), revenue potential (35%), and long-term sustainability (25%). Solution A scores higher in all these areas compared to Solution B. While Solution B improves customer experience, it does not significantly increase customer reach. Therefore, developing an online platform provides greater opportunities for growth and ensures the business remains competitive in a digital market.

[bookmark: _Toc657532730]Risk Analysis of the Selected Solution 
The chosen solution presents several risks, including financial risk due to setup costs, technological risk from potential system failures, and competitive risk from established online retailers. The criteria used for this analysis are likelihood and impact. Financial risk has a high impact but medium likelihood, while technical issues have a medium impact and likelihood. To reduce these risks, the business can start with a simple website, use experienced developers, and gradually expand. Monitoring performance regularly will help minimise potential problems.

[bookmark: _Toc440309674]Plan to Implement the Selected Solution 
The implementation will follow a structured plan. First, market research will be conducted to understand customer preferences and online trends. This will take approximately two weeks and will be carried out by the marketing team.
Next, the business will develop an e-commerce website. This process will take 4 to 6   weeks and will include setting up product listings, payment systems, and mobile compatibility. External developers may be hired to ensure quality and efficiency.
Following this, staff training will be conducted to ensure employees can manage online orders and customer enquiries. This step is essential to maintain smooth operations once the website is live.
After the website is ready, a digital marketing campaign will be launched. This includes social media advertising, email marketing, and promotions to help attract customers to look at the website.
The order of tasks is important. Market research must come first to guide decisions. Website development is the core stage, followed by training to prepare staff. Marketing is implemented last to drive traffic.
Responsibilities are clearly assigned: management oversees the project, IT handles development, and marketing manages promotion. This ensures accountability and effective execution.

[bookmark: _Toc1879579137]Means of Measuring Effectiveness 
The success of the solution will be measured using KPIs and SMART objectives.
KPIs:
· Online sales revenue
· Website traffic
· Conversion rate
· Customer satisfaction
These KPIs are relevant because they measure both financial performance and customer engagement.
SMART Objectives:
· Increase sales by 20% within 6 months
· Achieve 1,000 website visitors per month within 3 months
· Reach a 10% conversion rate within 6 months
These objectives are specific, measurable, attainable, relevant, and time bound. Data will be collected using website analytics, sales reports, and customer feedback.
This allows the business to track progress and make improvements where necessary.

[bookmark: _Toc683466912]Conclusion 
This report analysed a decline in sales within a high street business and identified key causes such as changing consumer behavior and lack of online presence. Two solutions were evaluated which were developing an online platform and improving in-store experience.
The analysis concluded that developing an online platform is the most effective solution due to its ability to reach a wider audience and increase revenue. Although there are risks involved, these can be managed through careful planning and monitoring.
The implementation plan provides a clear structure for introducing the solution, while KPIs and SMART objectives ensure performance can be measured effectively.
Overall, adopting digital strategies is essential for business success in today’s market. The selected solution offers long-term growth and sustainability, making it the best option to address the problem.
[bookmark: _Toc1045080752]PMI Tables – Green Haven Florist
[bookmark: _Toc119810805]Solution A: Launch Online Ordering & Delivery Service
	PMI
	Details (Green Haven Florist)

	Plus (+)
	Reach customers beyond the local area

	
	Accept orders 24/7 (weddings, events, last-minute gifts)

	
	Increase sales during peak seasons (Valentine’s, Mother’s Day)

	
	Offer delivery for convenience

	Minus (–)
	Website setup and delivery costs

	
	Need to manage fresh stock carefully (flowers perish quickly)

	
	Requires time to manage online orders and logistics

	Interesting (I)
	Opportunity for subscription services 

	
	Can promote via Instagram/Facebook 

	
	Potential to partner with local event planners



[bookmark: _Toc1533859009]Solution B: Enhance In-Store Experience
	PMI
	Details (Green Haven Florist)

	Plus (+)
	Creates a welcoming and relaxing shop atmosphere

	
	Encourages impulse purchases

	
	Builds strong relationships with local customers

	Minus (–)
	Limited to walk-in customers

	
	Less impact on overall sales growth

	
	Costs for redesign, displays, and staff training

	Interesting (I)
	Can host workshops for flower arranging

	
	Opportunity to create a “luxury florist” brand 

	
	Themes (Christmas, weddings, funerals)



[bookmark: _Toc1919252429]KPI Table – Green Haven Florist (Selected: Online Platform)
	KPI
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase Sales
	Boost total flower sales via online orders
	25% increase in monthly revenue
	Based on seasonal demand and marketing
	Improves business profitability
	Within 6 months

	Online Orders
	Number of orders placed online
	50+ orders per month
	Realistic for a small florist
	Shows success of online system
	Within 3 months

	Website Traffic
	Attract potential customers
	800–1,000 visitors per month
	Achievable with social media marketing
	Indicates customer interest
	Within 3 months

	Customer Satisfaction
	Improve service quality
	4.5★ average reviews
	Based on good service and quality flowers
	Builds reputation and repeat business
	Ongoing (monthly review)

	Delivery Efficiency
	Timely delivery of flowers
	95% on-time deliveries
	Achievable with planning
	Ensures customer trust
	Within 3 months
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