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Problem solving is defined as process of determining issues, finding root cause and asking question and then ultimately providing best solution to an organisation (Semerádová and Weinlich, 2022). This report will provide a detailed analysis on the Green Haven Florists and will enlighten the problems, which impact the organisation. In addition to this, it will also provide solutions and explain how solution can resolve the problems, then it will use PMI technique and will also conduct a risk analysis of the selected solution. In addition to this, an implementation plan within the report will also be structured in order to guide how the solution can be implemented. Moreover, the KPI indicator will also be proposed and a set of SMART objectives will be stated in the report. 
[bookmark: _Toc224990486]1. Overview of the Case Study and the Nature of the Problem 
Green Haven Florists is a small flower shop in Norwich, the UK. It was established in 2016 by the partners Priya Patel and Liyam Patel. The organisation developed its brand image by offering eco-friendly packaging, bespoke floral arrangement and strong community connections. In addition to this it also offers its products by providing walk-in services, wedding clients and corporate events. The primary issue for the organisation is a major downturn in profitability and revenue which is caused by the several intersecting elements. Moreover, instead of its initial success, the organisation is now facing 30% drop in the sales from past one year within rapid and competitive retail landscape.
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There are two possible solutions for the decreased sales and outdated digital presence problem, and they are implementing a subscription model & subscription based loyalty program and modernising digital presence through social selling. 
Implementing a Subscription Model & Subscription Based Loyalty Program
Creating subscription service and offering monthly or weekly deliveries for offices, cafes and homes can help in increasing the sales and income (Shukla, Kumari and Thakur, 2025). This could directly resolve the problem by offering a predictable and a fixed income and sales which reduces the dependency on walk-in offers. 
Modernising Digital Presence through Social Selling
Conducting social selling through using social media apps such as TikTok and Instagram, this will directly help the brand in reaching their targeted youth and café customers. This could resolve problems as social media apps capture attention of the customers and convert their viewers into buyers through aesthetic and direct appeal. Social media apps also develop trust within customers as they seek high quality work, decreased fear of poor quality work and outdated designs and thus developed credibility (Sombultawee and Wattanatorn, 2022). 
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The PMI technique is chosen in order to analyse and evaluate the solutions and some factors have been determined in the table which is present in the appendix. Some factors are Predictable revenue, Operational complexity and Sun Cost Fallacy which falls under the subscription model solution and Mass Reach, Reputation Management Risk and Social Listening and adaptability falls under the modernising digital presence through social selling solution. 
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On the basis of the PMI analysis, the results are that both the solutions are accurate according to the problems which is faced by Green Haven Florists. But, the subscription model do have some cons as there is high operational complexity such as maintaining consistent quality,  managing complex logistics etc. which will be needed while implementing in the model in the company. So, at this stage Green Haven Florists cannot afford this much expenses. So, the best and preferred solution for Green Haven Florists will be modernising digital presence through social selling. This is because the immediate modernised digital presence will foster immediate brand visibility and new customer acquisition, low cost of entry, adaptability and reputation management engagement (Karpii and Mykhailyk, 2025). 
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There are four major risks which were identified in the risk matrix which is attached in the appendix. The risks are operational, reputational, technical and security. The probability of these risks are stated as respectively High, Medium, High and Low.
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The analysis of the results, include immediate gain, strategic advantage and reputation management, as instead of the time-intensive nature, social selling provides immediate visibility, which is needed in order to mitigate the risk. In addition to this, Green Haven Florists can also gain strategic advantage by interacting with Gen Z and local café audiences on the online platform. This eventually decreases the risk of failure. The feasibility of the solution is that it is very cost feasible, technical feasible and time feasible as well (Fatorachian, Arboleda and Linh, 2025). Social media applications are free to use and they are user friendly as well so it will be very beneficial for Green Haven Florists to adapt to the second solution i.e. Modernising Digital Presence through Social Selling. 
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The social selling modernisation plan aims to elevate the local presence and sales of brand via targeted engagement
	Phases
	Description
	Timeline

	Phase 1: Setup and Strategy 
	Optimisation of Instagram and Facebook profiles, via updating high-quality floral imagery, professional bios with booking links, and verified contact information. Training of team members on social listening techniques for tracking brand mentions and hashtags (Alcaras, and Fürst, 2025). Establishment of proactive consumer care protocol to make sure about 1-hour response time to DMs and comments.
	Weeks 1 to 2

	Phase 2: Content creation and Scheduling 
	Creation of content calendar with the help of tools like Buffer or Hootsuite to schedule daily posts, emphasising on behind-the-scenes reels along with local event stories, it also focuses on targeting youth aesthetics. The implementation of security protocols is included. 
	Weeks 3 to 4

	Phase 3: Active engagement and Selling
	Launch of “Local Friday” stories, featuring the collaborations with local café and business, which offer curated sustainable floral arrangements. Actively DM targeted local business with customised, high-value offers to drive b2b sales. 
	Ongoing 

	Phase 4: Evaluation
	Analysis of monthly social media engagement along with tracking of DM inquiries to evaluate the rate of conversion. Review the data to measure consumer acquisition cost and refine strategy to improve ROI
	Monthly
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The 4 week timeline make sure about the low-cost, immediate launch which suited with small budget. Setting up professional profiles at first to generate immediate trust. Scheduling enables the consistent activity without the making the staff to become overload. The proactive, 1 hour engagement protocol is prioritised in order to address the reputational risk from the negative comments, ensuring about instant resolution. The emphasis on Instagram especially the reels and post tends to align with youth or the café trends in such area, which enable high visual impact for driving the new consumer acquisition without expensive advertising (Lambert, 2024). 
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[bookmark: _Toc224990498]6 (a) Key Performance Indicator (KPI) and SMART objectives
Key Performance Indicator (KPI): Monthly engagement rate like the Comments, likes, shares and DM inquiries. 
SMART Objectives: 
· Specific: Enhancement of total Instagram engagement with the help of likes, comments and DMs via 30%, by targeted, behind-the scenes video content. 
· Measurable: Utilisation of the Instagram insights for tracking the monthly numbers of interaction (Divya, Mehta, and Rayi, 2023). 
· Achievable: Emphasis on high-quality of visuals of sustainable arrangements and prompts. 
· Relevant: It directly enhances the brand visibility and reaches new consumers, decreasing reliability on declining foot traffic. 
· Time-bound: These metrics tends to be attained within 3 months of the time. 
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The rate of engagement tends to be measured on Instagram insights at the end of month. The higher engagement rate implicate about the content resonance with café trends and youth, If the rate of engagement is high while the sales are lesser, then the sales closing procedure tend to be reviewed. Simultaneously, the tracking of numbers of inbound DMs associated with the pricing and the custom designs tend to be serve as the main generation metric (Huggins, and Hansen, 2023). It directly showcase the conversion of social engagement rate into the possible consumer leads. 
[bookmark: _Toc224990500]7. Key Findings 
· Green Haven Florists is a small flower shop in Norwich, the UK established in 2016.
· It offers flowers by providing walk-in services, wedding clients and corporate events.
· But, the organisation is now facing 30% drop in the sales. 
· There are two possible solutions such as implementing a subscription model & subscription based loyalty program and modernising digital presence through social selling. 
· The subscription model have high operational complexity, so, the preferred solution for Green Haven Florists will be modernising digital presence through social selling.
· Operational risks under the preferred solution are operational, reputational, technical and security. 
· The feasibility of the solution is that it is very cost, technical and time effective. 
· Lastly, the report identified that accomplishing the solution towards problem of Green Haven florists might comprise of some risks and will need an advanced plan for resolving the arising risks. 
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	PMI technique
	Subscription Model & Subscription Based Loyalty Program
	Modernising Digital Presence through Social Selling

	Plus 
	Predictable revenue: As it creates a fixed and recurring income. 
	Mass Reach: Can directly reach mass level of customer through low marketing cost. 

	Minus 
	Operational complexity: Managing the subscriptions and logistics in expensive and demanding enough (Balakrishnan Sundaresan and Mohapatra, 2024). 
	Reputation Management Risk: Some negative feedback can breach the brand image of Green Haven Florists. 

	Interesting 
	Sun Cost Fallacy: It is a strategy where customers are more likely to visit the store or purchase products because they have already paid.  
	Social Listening and adaptability: Through ongoing digital trends, Green Haven Florists can understand the needs of youth and café and this can acts as an emerging opportunity. 
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	Risk ID
	Risks
	Impact Score
	Probability
	Strategic Approach

	1
	Operational
	4
	High 
	Use scheduling tools to plan and schedule the social media post in advance.

	2
	Reputational	
	5
	Medium	
	Implement a "proactive customer care" protocol: respond to all comments within 1 hour, handle complaints privately via DM immediately.

	3
	Technical	
	2
	High

	Diversify content types (reels, stories, posts) and build an email list of followers to reduce dependency on one platform.

	4
	Security	
	4
	Low

	Executing and enabling two factor authentication and restrict access to account credentials to the manager.
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