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Green Haven Florists Report

1. [bookmark: _Toc226049044]Overview of the Case Study and Problem
Green Haven Florists is a small independent flower shop located in Norwich, UK known for its eco-friendly products and personalised service. However, the business has experienced a decline in sales over the past year. This is mainly due to increased competition from online flower retailers and changing customers preferences towards online shopping. In addition, the company’s outdated website and limited digital presence have made it difficult to attract customers. As a result, the business needs to adapt in order to improve both its online and in-store sales. 

2. [bookmark: _Toc226049045]Proposed Solutions 
To address the decline in sales, two potential solutions are proposed. The first solution is to improve the company’s website and online ordering system. This would involve redesigning the website to make it more modern, user-friendly, and accessible on mobile devices. Features such as secure payment options, flexible delivery services, and clear product displays would improve the customer’s experience. This solution would help attract more online customers and increase sales.

The second solution is to introduce a subscription service where customers receive flowers on a weekly or monthly basis. This would provide a steady source of income and help build customers loyalty. The service could appeal to both individuals and business. However, it may require careful planning and strong customer’s demand. 

3. [bookmark: _Toc226049046]Evaluation of Solution 
A PMI (plus, minus, interesting) analysis was conducted to evaluate both solutions. The website improvement solution offers advantages such as increased online sales and improved customers experience, however, it requires financial investment and technical skills. The subscription service provides regular income and customer loyalty but may not attract enough customers and requires ongoing management.

Website Improvement:
	Plus 
	Minus 
	Interesting 

	Increases online sales 
	Cost 
	Depends on marketing 

	Attracts customers 
	Needs skills 
	Wider reach 






Subscription Service:
	Plus 
	Minus 
	Interesting 

	Regular income 
	Risk of low demand 
	Builds loyalty 

	Repeat customers 
	Needs management
	Works online 




[bookmark: _Toc226049047] 3A. Justification of selected solution 
Based on the evaluation, improving the website and online ordering system is the most suitable solution. This is because the main issue is the shift toward online shopping. By improving the website, the business can attract more customers and compete more effectively. Although the subscription service has benefits, it depends on having an existing customer’s base. Therefore, the website solution is more effective. 

4. [bookmark: _Toc226049048]Risk analysis 
A risk analysis was conducted to identify potential risks associated with the chosen solution. these include financial costs, technical issues, and low customers engagement.



Risk Analysis 


	Risk 
	Impact 
	Likelihood  
	Solution 

	High cost 
	High 
	Medium 
	Budget planning 

	Technical issues 
	Medium 
	Medium 
	Testing 

	Low usage 
	High 
	Medium 
	Marketing 




[bookmark: _Toc226049049]  4A. Risk Analysis Explanation
The most significant risk are high costs and the possibility that customers may not use the new website. If the development costs are too high, it may affect the business financially. In addition, if customers do not engage with the website, sales may not improve. However, these risks can reduce through proper planning, budgeting, and marketing strategies.

5. [bookmark: _Toc226049050]Implementation plan 
An implementation plan has been developed to guide the process of improving the website. This includes key steps, timelines, and responsibilities. 






Implementation plan

	Step 
	Action 
	Time 
	Responsibility 

	1
	Hire developer 
	Week-1 
	Owners 

	2
	Design website 
	Week 2-3
	Developer 

	3
	Build website 
	Week 4-5
	Developer 

	4
	Test website 
	Week-6 
	Team 

	5
	Laugh
	Week -7 
	Owners

	6
	Promote 
	Ongoing 
	Marketing 



 
[bookmark: _Toc226049051]5A. Justification of implementation plan 
The implementation plan follows a clear structure, starting with hiring a developer and moving through design, development, testing, and launch, Each step is organised logically to ensure efficiency. Responsibilities are clearly assigned, and sufficient time is given for each stage. This increases the chances of a successful outcome. 


6. [bookmark: _Toc226049052]KPI and SMART Objectives 
A key Performance indicator has been identified to measure success. The main KPI is to increase online sales. 
 




KPI – SMART 


	KPI 
	SMART objective 

	Increase online sales 
	Increase sales by 20% in 6 moths 


 
[bookmark: _Toc226049053] 6A. Monitoring and Evaluation 
The KPI and SMART objectives will be used to measure the success of the solution. For example, increasing online sales within a set timeframe will indicate success. Website improvements can be made. 

7. [bookmark: _Toc226049054]Key Findings 
· The business is facing declining sales due to online competition 
· The website is outdated and affecting performance 
· Two solutions were proposed: website improvement and subscription service 
· Website improvement was selected as the best solution
· Risks were identified but can be managed 
· An implementation plan provides clear steps  
· KPI and SMART objectives will measure success 
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