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Executive Summary
This report examines the principal causes of a thirty percent decline in in-store sales at Green Haven Florists and evaluates two strategic options to address the issue. Drawing on diagnostic analysis conducted in Component 1, the report recommends a staged digital marketing strategy as the primary intervention to restore visibility and improve customer engagement. The recommended solution is justified through a weighted Grid Analysis that prioritises cost-effectiveness and rapid implementation. A risk assessment and mitigation plan are provided alongside a six-month implementation schedule and measurable KPIs. The conclusion presents key findings and positions e-commerce as a subsequent strategic initiative to pursue after stabilisation.
Brief Explanation of the Specific Business Problem
Green Haven Florists is a small, family-run retailer specialising in fresh floral arrangements, event floristry and seasonal products. The business has experienced a 30% decline in in-store sales within a twelve-month period. This decline is multifactorial: the firm’s limited digital presence and ineffective customer-data practices have curtailed its ability to reach new and existing customers; market-wide shifts toward online purchasing and larger national retailers have increased competition; and economic factors have reduced discretionary spending for many consumers. The lack of integrated marketing and CRM capabilities has also constrained the firm’s capacity to implement targeted promotions or capture repeat business, which are important drivers of revenue in retail floristry. Consequently, the report focuses on addressing Green Haven’s digital marketing deficiency as the principal problem requiring immediate attention (Kotler and Keller, 2016).
Suggested Two Alternative Solutions
Solution A: Digital Marketing Strategy
Solution A advocates a modular digital marketing programme incorporating social media advertising, local SEO, customer email marketing and targeted paid campaigns. The objective is to increase brand visibility, convert online interest into in-store visits and capture customer contact information for ongoing engagement. The modular approach permits phased spending and rapid testing to identify high-performing channels. Evidence from marketing literature suggests that small retailers can achieve meaningful uplift through targeted digital interventions when resources are applied strategically (Ohno, 1988; Kotler and Keller, 2016).
Solution B: Integrated E‑commerce Platform
Solution B involves the establishment of an integrated e-commerce platform with real-time inventory integration and multiple fulfilment options. This solution addresses longer-term structural shifts in consumer behaviour by enabling online sales and delivery. The platform would provide data benefits for inventory optimisation and customer insight. However, it requires higher capital investment, technical integration, and operational adjustments for fulfilment and logistics. Therefore, while strategically compelling, Solution B presents a higher resource barrier and extended time to impact compared with Solution A (Ishikawa, 1985).
Justification for Selected Solution
A Grid Analysis (Appendix 1) was conducted using five criteria: cost, implementation time, impact on sales, staff capability and sustainability. Weights were applied to reflect the immediate priority of revenue stabilisation. Cost and implementation time were given higher weightings because Green Haven requires quick and affordable actions. Solution A secures greater weighted points due to lower upfront cost and faster time-to-market. The chosen criteria are defendable as they align to the operational reality of small retail businesses, where liquidity and rapid response often determine short-term viability. Consequently, Solution A is the recommended primary intervention, with Solution B retained as a medium-term strategy once initial recovery has been achieved (Yüksel, 2012).
Risk Analysis of the Selected Solution
Key risks include budget overruns, inadequate customer engagement and staff resistance to new practices. Each risk was evaluated by likelihood (1–5) and impact (1–5) in Appendix 2. Budget risk is moderate and manageable through defined campaign budgets, phased deployment and continuous monitoring. Customer engagement risk is mitigated via pilot testing, audience segmentation and content optimisation, while staff resistance is addressed through comprehensive training and involvement in planning. The risk weighting approach prioritises financial and operational resilience to ensure the solution remains reliable under variable market conditions (Juran, 1999).
Plan to Implement the Selected Solution
The implementation plan spans six months and is sequenced to generate early learning and incremental impact. Month 1 focuses on market research and audience segmentation; Month 2 on staff training and setup of basic CRM; Month 3 on campaign development and scheduling; Months 4 and 5 on phased campaign launches with controlled budgets and analytics monitoring; and Month 6 on evaluation and consolidation. The Marketing Manager will assume overall responsibility with support from IT and the Management Team. Regular weekly progress reviews will be instituted to resolve issues promptly and to reallocate resources according to channel performance.
Means of Measuring Effectiveness of Implementation of Selected Solution
Effectiveness will be measured through primary KPIs and SMART targets recorded monthly. Primary KPIs are a 20% increase in monthly sales and a 30% rise in online engagement within six months. Supporting metrics include conversion rates, average transaction value, customer acquisition cost and retention rates. Monthly dashboards and a final evaluation report will enable management to assess progress, make evidence-based adjustments and determine readiness to invest in the e-commerce platform as a follow-on initiative (Kotler and Keller, 2016).
In addition to monthly KPI reports, the business will establish benchmarking against comparable local florists and national online competitors to contextualise performance. Quarterly reports will summarise trends, lessons learned and recommended reallocations of budget. This benchmarking and cadence of reporting will support continuous improvement and ensure that management makes data-informed decisions about scaling or modifying the marketing mix.
Key Findings
• Inadequate digital marketing and CRM capability is the central factor contributing to the decline in in-store sales.
• Solution A offers the most immediate and cost-effective approach to restore customer visibility and revenue.
• Mitigation measures reduce the principal risks to acceptable levels when implemented with governance and training.
• A staged implementation with clear KPIs will enable the business to validate effectiveness and justify further investment.
• E-commerce investment remains a valuable medium-term objective and should be pursued following successful recovery.
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Appendix 1: Grid Analysis Table
	Criteria
	Weighting (1–5)
	Solution A Score
	Solution B Score
	Weighted A
	Weighted B

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Cost
	5
	4
	3
	20
	15

	Implementation Time
	4
	5
	3
	20
	12

	Impact on Sales
	5
	5
	4
	25
	20

	Staff Capability
	3
	4
	2
	12
	6

	Sustainability
	4
	4
	3
	16
	12

	Total
	
	
	
	93
	65




Appendix 2: Risk Analysis Table
	Risk Description
	Likelihood (1–5)
	Impact (1–5)
	Risk Factor (LxI)
	Mitigation Strategy

	Budget Overrun
	3
	3
	9
	Monitor costs and adjust campaign scope

	Low Customer Engagement
	2
	4
	8
	Optimise content and target audience

	Staff Resistance
	2
	3
	6
	Provide training and involve staff in planning




Appendix 3: Implementation Plan
Problem: Declining sales due to poor digital presence
Solution: Implement Digital Marketing Strategy
	Task
	When
	Who
	Done

	Conduct market research
	Month 1
	Marketing Manager
	

	Staff training on digital marketing
	Month 2
	HR and Marketing
	

	Develop campaign
	Month 3
	Marketing Team
	

	Launch campaign
	Month 4–5
	Marketing & IT
	

	Evaluate KPIs
	Month 6
	Management
	




Appendix 4: KPI and SMART Objective Table
KPI: 20% increase in monthly sales within six months
	Specific
	Launch targeted digital campaigns.

	Measurable
	Track sales and engagement monthly.

	Achievable
	Within budget and resource capacity.

	Relevant
	Aligns with organizational recovery goals.

	Time-Bound
	Achieve objectives within six months.
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