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Introduction

This report analyses the current challenges faced by Green Haven Florists, a small independent flower shop based in Norwich. Over the past year, the business has experienced a decline in sales and customer engagement. This report will explain the nature of the problem, propose two realistic solutions, evaluate them using a PMI analysis, and recommend the most suitable option. It will also include a risk analysis, an implementation plan, and performance measures to ensure the success of the chosen strategy.
 



Overview of the Case Study

Green Haven Florists has experienced a 30% decline in in-store sales over the past 12 months. This decline is mainly due to reduced foot traffic on the high street, increased competition from online flower delivery companies, and changing customer behaviour. Many customers now prefer the convenience of ordering flowers online at lower prices. Additionally, the business is facing rising costs due to inflation and supply chain disruptions, especially for imported flowers. Customer feedback also shows dissatisfaction with the current website, which is outdated and difficult to use. This highlights the need for digital transformation to remain competitive (Kotler et al., 2019; Statista, 2023).

Proposed Solutions

The first proposed solution is to improve the digital presence of the business. This includes developing a modern, user-friendly website that allows customers to easily browse products, place orders, and select delivery options. The website should also be mobile-friendly, as many customers use smartphones to shop online. In addition, the business should invest in social media marketing through platforms such as Instagram and Facebook. These platforms can be used to showcase floral designs, promote special offers, and engage with customers. Digital marketing strategies such as email marketing and online advertisements can also help attract new customers (Chaffey, 2022).
 


The second proposed solution is to introduce a subscription-based flower delivery service. Customers can sign up to receive flowers on a weekly or monthly basis. This approach creates a steady stream of income and builds long-term relationships with customers. Subscription services are increasingly popular because they offer convenience and reliability. The business could also offer flexible delivery options, including same-day delivery, to meet customer expectations. This solution focuses on improving customer retention and increasing repeat purchases (Kotler et al., 2019).

Evaluation Using PMI Analysis

The digital presence solution has several advantages. It increases visibility, allows the business to reach a wider audience, and improves customer experience. However, it requires an initial financial investment and technical knowledge. On the other hand, it provides long-term benefits and helps the business compete with larger online retailers.
 
The subscription service also has benefits, such as generating regular income and building customer loyalty. However, it may involve additional delivery costs and require strong organisation. It is also dependent on having a reliable online system in place.

Preferred Solution

Based on the evaluation, improving the digital presence is the preferred solution. This is because it directly addresses the main problem, which is the shift towards online shopping. A strong online platform will allow Green Haven Florists to attract new customers, improve accessibility, and increase sales. It also supports future growth and allows the business to expand beyond the local area. Although subscription services are useful, they depend on having an effective website first. Therefore, digital transformation is the most practical and impactful strategy (Laudon and Traver, 2021). 

















Risk Analysis

There are several risks associated with implementing the digital solution. The main risk is the cost of developing a new website and running digital marketing campaigns. Another risk is the lack of digital skills among staff, which may affect the quality of implementation. There is also a possibility that customers may not immediately engage with the new platform. Technical issues, such as website errors, could also affect customer experience.
























Risk Evaluation


The risk analysis shows that while there are some challenges, they can be managed effectively. The biggest risk is the cost of developing a new website, but this can be controlled by planning and budgeting. Another risk is the lack of digital skills, which can be solved through training or hiring professionals. Customer engagement may take time, but marketing strategies can improve this. Overall, the risks are moderate and manageable, and the potential benefits outweigh the drawbacks. This makes the solution realistic and suitable for implementation (Laudon and Traver, 2021).




















Implementation Plan

The implementation plan will be carried out over four months. In the first month, the business will conduct research to understand customer needs and plan the website design. In the second month, a professional developer will be hired to create the website. In the third month, the website will be launched and tested to ensure it functions properly. In the fourth month, digital marketing strategies will be introduced, including social media campaigns and online advertisements. After this, the business will continuously monitor performance and make improvements where necessary.






















Justification of Implementation Plan

The step-by-step plan ensures that each stage is completed effectively before moving on to the next. Planning is important to avoid mistakes and ensure the website meets customer expectations. Developing the website before launching marketing ensures that customers have a functional platform to use. The timeline is realistic and allows time for testing and adjustments. This structured approach reduces risks and increases the chances of success (Kotler et al., 2019).























KPI and SMART Objectives

The main Key Performance Indicator (KPI) for Green Haven Florists will be online sales revenue growth. This KPI is important because the business is currently struggling with declining in-store sales, and improving online performance will help compensate for this loss and increase overall profitability. Online sales can be tracked through the website system, allowing the business to measure progress accurately each month (Chaffey, 2022).

To support this KPI, the following SMART objectives will be used:
	•	Specific: Improve online sales through website and marketing
	•	Measurable: Increase online sales by 25%
	•	Achievable: Based on improved digital presence
	•	Relevant: Addresses decline in sales
	•	Time-bound: Within 6 months
















Monitoring and Evaluation

The KPI and SMART objectives will be used to monitor the effectiveness of the solution by tracking performance regularly. For example, online sales data can be reviewed monthly to measure whether the 25% increase target is being achieved. Website analytics tools, such as Google Analytics, can provide data on visitor numbers, bounce rates, and customer behaviour. These insights help the business understand how customers interact with the website and identify areas for improvement (Laudon and Traver, 2021).

Customer engagement on social media, such as likes, shares, and comments, will also be monitored to evaluate marketing success. If performance is below expectations, the business can adjust its strategy by improving website design or increasing promotional efforts. Continuous monitoring ensures that the business remains competitive and responsive to customer needs (Kotler et al., 2019).


















Key Findings

The main findings of this report show that Green Haven Florists is facing challenges due to changing customer behaviour and increased competition. The lack of a strong digital presence is a major weakness. Two solutions were proposed, but improving the digital platform is the most effective option. The risks are manageable, and a clear implementation plan can support success. Monitoring performance through KPIs will help ensure continuous improvement. (Statista, 2023).























Conclusion 

This report has shown that Green Haven Florists is currently facing a decline in sales due to increased competition, changing customer preferences, and rising operational costs. The analysis identified that the main weakness of the business is its limited digital presence, which prevents it from fully benefiting from online market opportunities. Two solutions were considered, but improving the website and digital marketing was selected as the most effective approach. This solution is practical, manageable, and directly addresses the key problem. With a clear implementation plan, defined KPI, and SMART objectives, the business can monitor progress and make improvements where needed. Overall, adopting digital strategies will help Green Haven Florists grow, attract more customers, and remain competitive in the future (Chaffey, 2022; Kotler et al., 2019).
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