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1)  A summary of the problems facing Green Haven Florists
Green Haven Florists is a local flower shop in Norwich, started in 2016. The shop is known for its custom arrangements, eco-friendly packaging, and strong ties to the community. However, it has seen a big drop in sales over the past year. In-store sales have fallen by 30% as fewer shoppers visit the high street, operational costs rise, and competition from online florists intensifies. These online competitors offer more convenience and lower prices. Although online orders have increased slightly, the shop’s outdated website and limited online marketing have held back its growth. New local rivals and changing customer needs make it harder for the shop to stay in business in the long term.

2) Here are solutions and explanations of how each one can fix the specific problem

 Solution 1: Launch a Flower Subscription Service  
Starting a weekly or monthly flower subscription service can help maintain steady revenue as store sales decline. Customers love the convenience this offers, including hassle-free deliveries, fixed costs, and personalised arrangements. This approach allows Green Haven to compete with larger online flower retailers. It also helps build customer loyalty, as subscribers often stay with the service long-term. By using locally sourced, sustainable flowers, the service enhances the shop’s eco-friendly reputation and increases profits through better inventory management and less waste.

Solution 2: Redesign and Modernise the Website  
Green Haven's old website limits online sales and makes it hard to attract new customers. A new, mobile-friendly site with easy navigation, clear pictures, and online ordering would improve customer experience. Adding options such as flexible delivery, click-and-collect, and simple payment methods would help the business compete more effectively with larger retailers. Better SEO and social media integration would boost visibility and draw in more customers. In summary, a modern website would turn more online visitors into paying customers and help offset the drop in foot traffic (Flower, 2022).
3a) PMI Evaluation of Proposed Solutions
a. Flower Subscription Service
Plus
· Creates predictable, recurring revenue, helping stabilise income during periods of low footfall (JungleWorks, 2024).
· Meets growing customer demand for convenience and automated deliveries.
· Strengthens customer loyalty and encourages long‑term relationships.
· Supports sustainable branding through seasonal, locally sourced arrangements.
Minus
· Requires upfront planning for delivery coordination and subscription management.
· Risk of overproduction or stock shortages if demand fluctuates.
· May require investment in packaging, scheduling software, or delivery resources.
Interesting
· Opportunity to target corporate clients, boosting high‑value recurring orders.
· Can be marketed as an eco‑friendly lifestyle product, differentiating Green Haven from competitors.
· Potential to expand into gift subscriptions and seasonal boxes.
b. Website Redesign and Modernisation
Plus
· Improves customer experience, increasing online conversions and sales.
· Enhances competitiveness against digital‑first florists.
· Enables new features such as click‑and‑collect, flexible delivery, and integrated payments.
Minus
· Requires financial investment and time to develop.
· Liam and Priya may need external support to maintain digital content and SEO.
· Risk of limited impact if not paired with ongoing digital marketing.
Interesting
· A modern site can integrate social media, boosting visibility and engagement.
· Provides a platform to promote subscriptions, workshops, and seasonal campaigns.
· Could attract younger, tech‑savvy customers who prefer online shopping.
3b) preferred solution
Starting a Flower Subscription Service is the best solution for Green Haven's main problem: falling revenue. Subscriptions generate steady income, build customer loyalty, and meet the growing demand for convenience. While updating a website can improve visibility, it does not guarantee sales. A subscription model provides regular cash flow and highlights the shop’s unique, sustainable arrangements. It also opens the door to corporate contracts and seasonal marketing. In short, this strategy offers the best long-term financial benefits and sets the shop apart from its competitors.
4a) Risk Analysis: Flower Subscription Service
1. Demand Uncertainty
There is a risk that customer uptake may be lower than expected, especially if price‑sensitive customers prefer one‑off purchases. Low subscription numbers could limit the solution's monetary impact.

2. Operational and Delivery Challenges
Managing recurring deliveries requires reliable scheduling, stock planning, and logistics. Any delays, missed deliveries, or inconsistent quality could damage customer trust and lead to cancellations.

3. Supply Chain Variability
Flower availability and pricing can fluctuate due to seasonal changes, inflation, and import disruptions. This may affect the consistency of subscription bouquets or reduce profit margins.

4. Upfront Investment Requirements
The service may require initial spending on packaging, delivery resources, or subscription management tools. If revenue grows slowly, the return on investment may take longer than anticipated.

5. Increased Workload for Owners
Liam and Priya may face additional administrative and operational tasks, especially during the initial stages. Without efficient systems, this could lead to stress or service errors.

6. Competitive Response
Local competitors or national chains may introduce similar subscription offers, reducing Green Haven’s differentiation and limiting market share.
4b) Results of the risk analysis
The risk assessment shows that the Flower Subscription Service offers many long-term benefits, but it also entails operational and financial risks that require careful management. The main concerns are uncertainty about demand, delivery reliability, and changes in flower prices. These issues could impact customer satisfaction and profits. Additionally, starting the service requires an initial investment and might increase Liam and Priya's workload during the setup phase. However, with good planning, efficient scheduling, and clear communication with customers, these risks can be managed. In conclusion, the potential benefits of the subscription model outweigh the risks, making it a practical and strategic choice.
5a) Implementation Plan: Flower Subscription Service
1. Planning and Preparation (Weeks 1–2)
· Define subscription tiers (e.g., weekly, bi‑weekly, monthly; standard vs premium).
· Identify suitable seasonal and locally sourced flowers to ensure cost control.
· Set pricing based on cost analysis, competitor benchmarking, and desired profit margins.
· Select or set up simple subscription management software (e.g., recurring billing, customer accounts).
2. Website and Ordering Setup (Weeks 2–4)
· Add a resolute “Subscriptions” page to the website with clear product descriptions and images.
· Integrate recurring payment options and customer account features.
· Ensure mobile optimisation for easy sign‑ups.
· Evaluate the full ordering process to ensure reliability.
3. Operational Setup (Weeks 3–5)
· Create a weekly production schedule for bouquet preparation.
· Establish a delivery route plan and assign delivery days.
· Train staff (or owners) on managing recurring orders, customer preferences, and cancellations.
· Prepare eco‑friendly packaging and standardised bouquet templates to maintain consistency.
4. Marketing and Launch (Weeks 4–6)
· Promote the service on Instagram, Facebook, and local community pages.
· Offer an introductory discount (e.g., 20% off the first month).
· Partner with local cafés, offices, and wellness studios to target corporate subscriptions.
· Encourage existing customers to join through in‑store signage and email newsletters.
5. Monitoring and Improvement (Ongoing)
· Track subscription numbers, delivery performance, and customer feedback weekly.
· Adjust bouquet designs seasonally to maintain freshness and appeal.
· Introduce optional add‑ons (vases, gift cards, upgrades) based on customer demand.
· Review financial performance monthly to ensure profitability.
5b) Justifications for the activities
 The implementation plan aims to launch the subscription service smoothly and with minimal risk. First, we will set service tiers, pricing, and sourcing to establish a strong operational base before going public. Next, we will update the website, as a working online system is crucial for managing recurring orders. After that, we will streamline our operations by planning delivery routes and packaging, and defining staff roles, to ensure everything is ready before we start marketing. We will wait to promote the service until it is fully prepared. Ongoing monitoring will help Liam and Priya improve the service, maintain quality, and respond to customer feedback quickly.
6a) Appendix 4: KPIs and SMART Goals  
Key Performance Indicator (KPI): The count of active flower subscription customers every month (Deonde, 2024). This KPI indicates the performance and growth of the subscription service. 

SMART Goals  
· Specific: Draw in new customers by launching a three-tier flower subscription service. 
· Measurable: Achieve fifty active subscribers in the first three months. 
· Achievable: Implement targeted social media advertising, promote on our website, and market in-store. 
· Relevant: This strategy allows us to boost predictable online revenue and reduce our dependence on foot traffic.
· Time-Bound: Achieve the subscription goal by the end of Quarter 2 after launch.
6b) Monitor and evaluate the effectiveness of the solution.
Key Performance Indicators (KPIs) and SMART objectives help assess if the subscription service is meeting its goals. Liam and Priya can track the number of active subscribers each month to understand customer enrollment, revenue stability, and demand for the service. Their SMART goal is to reach fifty subscribers within 3 months, giving them a clear target. A steady rise in subscribers shows that their marketing strategies work, customers are happy, and the service runs well. If they do not meet their goal, the data will reveal where they need to change pricing, promotions, or delivery methods to improve.

7) Key Findings Summary
· Green Haven Florists has experienced a 30% drop in in-store sales. This is because fewer people are visiting the store, and online competitors are increasing.
· The website is old, and poor digital marketing is hurting online sales and stopping customers from engaging.
· Rising costs for flowers and eco-friendly materials are reducing profit margins. 
· Customers want an improved online shopping experience, more flexible delivery options, and flower subscription services.
· Competitors with a strong online presence and lower prices are making it harder to succeed in the market.
· The best solution is to start a Flower Subscription Service with a new website. This will provide a steady income stream and make us more competitive.
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