
 
 
CertHE in Business Skills 
 
Student Name: DUMITRU NICUSOR SPERLEA
Student Number: 2439085
Course Name: PROBLEM SOLVING AND DECISION MAKING LCLM4004
Lecturer Name: MOHAMMSD RSHMSN
Session: OCTOBER 2025 Term 
 









Contents Page
1.	Introduction …………………………………………………… 1
2.	Business Problem Analysis ………………………………. 2
3.	Alternative Solutions ………………………………………… 3
           3.1 Solution 1: Digital Transformation Strategy ………. 3
           3.2 Solution 2: Cost Leadership and Product Rationalisation …. 4
4.	Evaluation of Alternatives ……………………………….. 5
5.	Justification of Selected Solution ……………………… 6
6.	Risk Analysis …………………………………………………. 7
7.	Implementation Action Plan …………………………….. 8
8.	Measuring Effectiveness …………………………………. 9
9.	Conclusion …………………………………………………… 10
10.	References …………………………………………………. 11
 
Appendices
Appendix A: PMI Evaluation Table
Appendix B: Risk Analysis Table
Appendix C: Implementation Timeline
 
⸻
 
1. Introduction
 
Small independent retailers face increasing pressure from digital disruption, rising operational costs, and changing consumer behaviour. Green Haven Florists, an independent flower shop based in Norwich, has experienced a sharp decline in revenue and foot traffic over the past year. Despite a strong brand identity centred on sustainability and bespoke floral design, the business is struggling to compete with online flower retailers and new local competitors.
This report analyses the core business problem facing Green Haven Florists, evaluates two alternative solutions, and recommends the most suitable option. It further provides a risk analysis, an implementation plan, and methods to measure the effectiveness of the chosen strategy.
 
⸻
 
2. Business Problem Analysis
 
The primary business problem facing Green Haven Florists is a misalignment between its traditional business model and current market conditions. In the last 12 months, in-store sales have declined by 30%, largely due to reduced high street footfall and a shift in consumer preference towards online shopping (Kotler et al., 2022).
 
Although online orders have increased marginally, Green Haven’s outdated website and limited digital marketing capabilities prevent the business from fully capitalising on this channel. Customers have reported difficulties navigating the website and a lack of flexible delivery and subscription options—features that are now standard in the floristry industry (Chaffey & Ellis-Chadwick, 2019).
 
Rising costs further compound the issue. Inflation and supply chain disruptions have increased the price of imported flowers and sustainable packaging materials, placing pressure on already shrinking profit margins (ONS, 2023). Meanwhile, competition has intensified with the entry of a national chain offering aggressive pricing and a boutique florist with a strong social media presence.
 
In summary, Green Haven’s challenges stem from declining foot traffic, insufficient digital capability, rising costs, and increased competition. Without strategic intervention, the business risks continued financial decline.
 
⸻
 
3. Alternative Solutions
 
3.1 Solution 1: Digital Transformation and Omnichannel Strategy
 
This solution involves modernising Green Haven’s digital presence through:
•	Redesigning the website to improve usability and mobile compatibility
•	Introducing online subscriptions (e.g., weekly or monthly flower deliveries)
•	Expanding delivery options, including same-day local delivery
•	Investing in digital marketing, particularly Instagram and local SEO
 
An omnichannel strategy would allow Green Haven to integrate its physical store with online operations, offering customers convenience while retaining its personalised service (Verhoef et al., 2021).
 
⸻
 
3.2 Solution 2: Cost Leadership and Product Rationalisation
 
This alternative focuses on reducing operational costs by:
•	Narrowing the product range to prioritise high-margin, locally sourced flowers
•	Reducing reliance on expensive imported varieties
•	Renegotiating supplier contracts
•	Passing cost savings to customers through competitive pricing
 
This approach aims to compete more directly with national chains on price while maintaining sustainability credentials.
 
⸻
 
4. Evaluation of Alternatives
 
Both solutions were evaluated using the PMI (Plus, Minus, Interesting) tool (see Appendix A).
 
Solution 1 – Digital Transformation
•	Plus: Expands market reach, improves customer convenience, strengthens brand differentiation
•	Minus: Requires upfront investment and new digital skills
•	Interesting: Potential to develop long-term customer loyalty through subscriptions
 
Solution 2 – Cost Leadership
•	Plus: Reduces immediate financial pressure and simplifies operations
•	Minus: Risks diluting the brand’s bespoke and premium positioning
•	Interesting: Could appeal to more price-sensitive customers
 
The evaluation indicates that while cost leadership offers short-term relief, digital transformation provides greater long-term strategic value.
 
⸻
 
5. Justification of Selected Solution
 
The Digital Transformation and Omnichannel Strategy is the most appropriate solution for Green Haven Florists.
 
Firstly, it aligns closely with changing consumer behaviour, as customers increasingly expect seamless online experiences and flexible delivery options (Kotler et al., 2022). Secondly, it reinforces Green Haven’s existing strengths—personalisation, creativity, and sustainability—rather than undermining them through price competition.
 
Unlike cost leadership, which places Green Haven in direct competition with national chains, digital transformation allows differentiation through storytelling, ethical sourcing, and community engagement. Additionally, subscription services provide predictable recurring revenue, improving cash flow stability.
 
Therefore, this solution offers both short-term recovery and long-term sustainability.
 
⸻
 
6. Risk Analysis
 
A basic risk analysis of the selected solution is provided in Appendix B. Key risks include:
•	Financial Risk: High initial investment in website redevelopment and marketing
•	Operational Risk: Limited digital expertise among owners
•	Market Risk: Online growth may not immediately offset declining in-store sales
 
Mitigation strategies include phased implementation, outsourcing web development, and using low-cost digital marketing tools such as social media analytics.
 
⸻
 
7. Implementation Action Plan
 
The implementation plan (see Appendix C) would be executed over six months:
 
Phase 1 (Month 1–2): Planning and Setup
•	Hire a freelance web developer
•	Define subscription packages and delivery zones
•	Set marketing objectives
 
Phase 2 (Month 3–4): Digital Launch
•	Launch new website
•	Introduce subscription service
•	Begin targeted social media campaigns
 
Phase 3 (Month 5–6): Optimisation
•	Gather customer feedback
•	Refine online offerings
•	Adjust marketing strategy based on performance metrics
 
Responsibility would remain with Liam and Priya, with external support where required.
 
⸻
 
8. Measuring Effectiveness
 
Effectiveness would be measured using Key Performance Indicators (KPIs):
•	Increase in online sales revenue
•	Website traffic and conversion rates
•	Number of active subscription customers
•	Social media engagement metrics
•	Overall profitability
 
Monthly performance reviews would enable continuous improvement and strategic adjustments.
 
⸻
 
9. Conclusion
 
Green Haven Florists faces significant challenges due to declining foot traffic, rising costs, and increased competition. This report identified digital transformation as the most effective strategic response. By investing in an omnichannel model, Green Haven can adapt to modern consumer expectations while preserving its core values. With careful implementation and ongoing performance monitoring, the business can restore profitability and secure long-term sustainability.
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