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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green Haven Florists, an independent flower shop, have suffered a 30% decline in in-store sales due to primarily closure of nearby businesses resulting in reduced foot traffic and a shift toward online shopping. Customers prefer the convenience of online shopping as it is easier and more efficient than shopping in-store, especially with the benefit of same-day delivery. An issue contributing to the root problem is the closure of nearby businesses which has made a once busy high street into a lifeless area. Another problem is the fact that Green Haven’s website is outdated and difficult to navigate, which will prevent online customers from shopping with them.

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal
One proposed solution I would suggest is to update the website. I think this is important because of the reduced foot traffic which has directly resulted in lower sales but also because of the convenience of online shopping, which offers same-day delivery and frequent discounts. Updating the website to make it easier to navigate could result in Green Haven’s long-time customers shifting their presence to the online store, which would compensate for the reduced foot traffic. This would mean that Green Haven would keep their loyal customer base and increase their revenue.

Solution B Proposal
Another proposal that Green Haven could consider is to relocate their business. With rising operational costs, this could be a smart proposition because the expenses to cover right now could be harder to manage because of the lack of sales especially considering the increased costs of materials. Fixed costs like rent could be costly for Green Haven as they have seen a 30% drop in in-store sales and other increased costs. Relocating to another busy high street can see Green Haven’s sales increase again and they would avoid the new competition in the local market.
Task 3b) Evaluation Results and Justifications
The PMI Analysis shows that Solution A (updating the website) is the most appropriate option for Green Haven. The positives include low cost, ease of implementation, and the ability to increase online sales and retain existing customers. Although there are some minor drawbacks, such as the need for technical skills and the lack of in-store experience, these are outweighed by the benefits, in comparison, Solution B has major negatives, including high relocation costs, greater risk, and time required to move. Overall, Solution A is justified as it provides a practical, low-risk solution that directly addresses declining foot traffic and helps increase revenue.

[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The risk Analysis shows that Solution A is the better option for Green Haven. The risks involved, such as the website crashing, customers not using it, or possible security issues, are manageable and can be reduced with proper planning. For example, using reliable systems, promoting the website, and improving security can lower these risks. The impact of these risks is not high compared to the potential benefits. In contrast, relocating the business would involve higher costs and greater uncertainty. Therefore, Solution A is the best choice because it has lower overall risk while still helping to increase sales and support business growth.



Task 5b) Justifications for the Implementation Plan
The plan is organised in a logical order to help the business grow. The website is improved first so customers can easily order online and access information. Enough time is given to make sure it works properly. Subscription and delivery services are introduced later, allowing time for planning and smooth setup. Partnerships with local businesses start early to increase awareness and attract more customers. Responsibilities are clearly shared, with experts completing technical tasks and staff managing the process. This helps ensure everything runs efficiently and goals are achieved. 




Task 6b) Justifications for the KPI and SMART Objectives
The KPI of monthly sales revenue growth will be used to monitor performance by tracking changes in sales over time. Weekly and monthly reports will show whether the 15% growth target is being met. If results fall below expectations, adjustments such as improving promotions or marketing can be made. The SMART objectives ensure the goals are clear and measurable. Regular monitoring allows the business to identify trends, evaluate success, and make informed decisions to improve performance and achieve sustained growth.

Task 7) Key Findings
· Updating the website is the most effective solution, as it addresses declining foot traffic by increasing online sales and improving customer accessibility.

· The digital approach is low-cost, low-risk, and easier to implement compared to relocating the business.

· Relocating would involve high costs, greater uncertainty, and longer disruption, making it a less practical option.

· Risk analysis shows that website-related issues (e.g. technical problems or security) are manageable with proper planning and systems.

· Clear KPIs and SMART objectives, such as increasing monthly sales by 15% will help track performance and ensure continuous improvement and sustainable business growth.
[bookmark: _Hlk208302504]
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Appendix 1 – Task 3a

PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Low cost to update the website.                          
+5
	Can’t replace in-store experience 
-2
	Opportunity for delivery and promotions 
+3

	Easy to carry out 
+4

	Need technical skills 
-4
	Could expand customer base 
+5

	
Increase online sales 
+5
	May not be successful straight away 
-3
	Website requires internet 
-1

	
Keeps existing customers 
+5
	Website may crash 
-2

	Customers might prefer viewing product in store rather than online
-3

	 TOTAL: +19
	
TOTAL: -11
	
TOTAL: +4



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = +12


	Solution B

	Plus
	Minus
	Interesting

	Potential for higher foot traffic 
+4
	Can be expensive 
-4
	Can attract new customers 
+5

	Better visibility 
+3

	High risk if it fails, would be costly 
-3
	Can attract more local competition 
-4

	Can be cheaper to run
+4
	Can be time-consuming 
-2
	Can offer promotions and attract customers +3

	May get customers re-purchasing 
+5

	May not have enough customers when newly set-up
-4
	Can find cheaper supplier in new area
+4

	
TOTAL: +16
	
TOTAL: -13
	
TOTAL: +8



Therefore: Overall Total for Solution B = +11
(Proctor, 2019, pp. 254-264; Fresh Produce Association, 2025)


Appendix 2 – Task 4a

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	The website can crash.

	2
	4
	8
	Regularly update the website and test it before launch.
	Have good technicians available 24/7 that can resolve this.

	2
	Customers may prefer to view the flowers in store.

	3
	3
	9
	Offer a free return within 3 working days so if customers are not satisfied, they can return it.
	Improve picture quality of the product so customers know exactly what they are receiving.

	3
	Customer’s payment data can be breached.

	2
	5
	10
	Use secure payment systems and regularly update security software
	Inform customers immediately, secure the website and offer refunds and account protection.



(Sproull, 2018, pp. 91-109)

Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Declining in-store sales and profitability due to rising costs, increased competition, and weak digital presence.
Name the solution you are implementing: Improve digital presence, modernise services, and increase customer engagement.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Improve the website
	Redesign the website to make it modern, mobile-friendly, and easy to navigate, with an option for customers to place order online 







	Weeks 1-8 (Launch by end of month 2)


	External web designer plus Liam (oversee project)


	Website is live, fully functional, and customers can place orders online



	2
	Develop social media marketing


	Improve social media presence, post regular content, on Instagram and Facebook, including   promotions, new products and customer engagement


	Start Week 2, ongoing (review monthly


	Priya (Lead) and marketing assistant


	Social media followers increase by 25% and engagement (likes/comments) improves



	3
	Subscription and delivery services
	Offer weekly or monthly flower subscription packages and provide flexible delivery options such as same-day and next-day delivery
	Plan in Month 1, and launch in Month 3


	Liam, Priya and delivery staff


	At least 20 customers sign up within first 2 months of launch, and delivery service is running smoothly with positive customer feedback



	4





	Build partnerships with local business 




	Work with local cafes, wedding planners, and offices to supply flowers and increase visibility 


	Start outreach in week 3 and secure partnerships by, Month 2



	Priya






	At least 3 partnerships agreed and generating regular orders






(Adair, 2013, pp. 99-102; Fresh Produce Association, 2025)

· 

Appendix 4 – Task 6a

The Key Performance Indicator is: Monthly sales revenue growth (%)

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Promoting seasonal bouquets and online orders will increase the sales






	Achieve a 15% increase in monthly sales revenue, tracked through weekly sales reports





	Use existing staff, social media platforms, and supplier relationships to implement promotions





	Supports business growth, profitability, and customer retention for Green Havens Florist





	Achieve the 15% increase within 6 months, with monthly progress reviews 








(Adair, 2013, pp. 99-102)
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