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1.Overview of the Case Study
Green Haven Florists is a small, independent flower shop based in Norwich, UK. It was founded in 2016 by Liam and Priya Patel, who built the business on a reputation for bespoke floral arrangements, eco-friendly packaging and strong ties with the local community. The shop serves a wide range of customers including walk-in buyers, corporate clients and wedding bookings.
However, over the past twelve months the business has experienced a significant downturn. In-store sales have fallen by 30%, driven by a combination of rising operational costs, reduced foot traffic and growing competition from online flower delivery services and new local rivals. Liam and Priya are now facing the challenge of adapting their business model in order to survive and grow in a rapidly changing retail environment. Following the presentation (Component 1), they have asked for a report that identifies one feasible solution to improve their in-store sales, online sales, or both. Green haven florists has struggled to keep pace with digital marketing trends and customer online ordering ,flexible delivery,and suscribe service. (source: Green Haven Florists Case Study ,Module Task Description,2026)                                                                                                                                     2.Proposed Solutions
After reviewing the issues facing Green Haven Florists, two solutions have been identified that could realistically address the decline in sales.
Solution 1: Rebuild the website and launch active social media marketing. Green Haven currently has an outdated website that customers find difficult to navigate, and their social media presence is minimal. Investing in a professional, user-friendly website with online ordering capabilities, combined with a consistent Instagram and Facebook presence, would allow the business to reach customers who are no longer visiting the high street. This solution directly tackles the digital gap identified in the analysis and positions Green Haven to compete with online flower retailers. Research shows that small businesses that invest in digital marketing see significant improvements in both online and in-store sales (Statista, 2024).
Solution 2: Introduce a local same-day delivery service and a flower subscription model. Many customers now expect the convenience of home delivery. By partnering with a local courier or using their own delivery, Green Haven could offer same-day delivery within Norwich. A monthly flower subscription — where customers receive a fresh arrangement each week or month — would also generate a reliable, recurring income stream. This solution addresses two of the biggest complaints in customer feedback: the lack of flexible delivery options and no subscription,service(GreenHavenFloristsCaseStudy,UWTSD).                                                                                                    3.A Evaluation of Solutions — Grid Analysis
A Grid Analysis has been used to evaluate the two solutions against four key criteria: cost to implement, impact on sales, ease of implementation and sustainability of the solution. Each criterion was scored out of 5, with 5 being the highest.
(See Appendix 1 for the full Grid Analysis table)
Solution 1 — Website and Social Media — scored higher overall (17/20), performing particularly well on impact on sales and sustainability. It is a lower-cost investment compared to setting up delivery logistics and can be maintained long-term with minimal ongoing cost. Solution 2 — Delivery and Subscription — scored 14/20, with strong marks for impact on sales but lower scores for ease of implementation and upfront cost, as it requires logistical planning and investment.

3B. Preferred Solution — Justification
Based on the Grid Analysis, Solution 1 — rebuilding the website and launching active social media — has been selected as the preferred solution. The primary reason is that the digital gap is the most urgent and impactful issue facing Green Haven. The business is currently invisible to a large portion of its potential customer base who search for florists online. A strong website and consistent social media presence would not only increase online sales but would also drive more customers into the shop by raising brand awareness locally.
This solution is also more affordable and quicker to implement than a full delivery operation, making it a realistic first step for a small business with limited resources. It builds on Green Haven's existing strengths — their beautiful arrangements and sustainability story — and gives them a platform to communicate those strengths to a much wider audience (ONS, 2024).

4A. Risk Analysis
(See Appendix 2 for the full Risk Analysis table)
Four key risks have been identified for the chosen solution. First, the cost of website development may be higher than expected, particularly if professional developers are hired. Second, if social media content is inconsistent or poorly managed, it could damage the brand rather than build it. Third, there is a risk that increased online visibility could attract negative reviews that harm the business. Fourth, staff time spent on digital marketing could take Liam and Priya away from running the shop day-to-day.

4B. Risk Analysis — Explanation of Results
The most significant risk is the financial cost of building a professional website. This can be managed by setting a clear budget from the outset and exploring affordable website builders such as Squarespace or Shopify, which are designed for small businesses. The risk of inconsistent social media can be mitigated by creating a simple content calendar — for example, posting three times a week — and potentially using a part-time social media manager or student intern. Negative reviews are a risk for any business going online, but they can be addressed promptly and professionally, which itself builds customer trust. The time pressure on Liam and Priya can be reduced by outsourcing the initial website build and social media setup to a specialist.

5A. Implementation Plan
(See Appendix 3 for the full Implementation Plan table)
The implementation will take place over three phases across six months. Phase 1 (Weeks 1-4): Research and planning — identify a web developer or platform, set a budget, gather brand assets such as photos and logos, and define target audiences for social media. Phase 2 (Weeks 5-10): Build and launch — develop the website with online ordering, create social media profiles, and launch an opening campaign. Phase 3 (Weeks 11-24): Monitor and grow — track website traffic and social media engagement, respond to customer feedback, and adjust content based on what is working.

5B. Justification of Implementation Plan
The phased approach has been chosen because it reduces risk and allows Liam and Priya to manage the process without overwhelming their small team. Starting with research and planning ensures that money is spent wisely and the website reflects the business accurately. Launching with a promotional campaign in Phase 2 creates immediate visibility and drives early traffic to the new site. The monitoring phase in Phase 3 is critical — it ensures that the solution is actually delivering results and allows for adjustments before further investment is made. This approach is realistic for a small business with limited time and budget.

6A. Key Performance Indicator (KPI) and SMART Objectives
(See Appendix 4 for the full KPI and SMART Objectives table)
The primary KPI is a 20% increase in online sales within six months of the website launch. The SMART objectives are: Specific — launch a new website with online ordering by Month 2; Measurable — achieve 500 website visits per month by Month 4; Achievable — using affordable platforms and existing brand assets; Relevant — directly addresses the digital gap causing the sales decline; Time-bound — all objectives to be achieved within six months of implementation.

6B. Monitoring and Evaluation
Progress will be monitored using Google Analytics to track website traffic, bounce rates and online orders. Social media platforms provide built-in analytics showing reach, engagement and follower growth. Monthly reviews will be held by Liam and Priya to assess whether the KPIs are being met. If website visits are not reaching the target by Month 4, the content strategy will be reviewed and a small paid advertising campaign on Instagram or Facebook will be considered. Customer feedback will also be gathered through a simple online survey linked from the website, providing qualitative data to complement the numbers.

7. Key Findings Summary
1. Two solutions were proposed: a digital overhaul (website and social media) and a delivery and subscription service.
1. Following a Grid Analysis, the digital overhaul was selected as the preferred solution due to its lower cost, faster implementation and high long-term impact.
1. A phased six-month implementation plan has been designed that is realistic for a small business team.
1. Key risks have been identified and mitigation strategies are in place.
1. Success will be measured by a 20% increase in online sales within six months, tracked through Google Analytics and social media insights.
1. Green Haven's core strengths — quality, sustainability and community reputation — remain solid and should be central to all digital marketing efforts.
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Appendix 1 — Grid Analysis
Criteria weighted out of 5. Solution 1 = Website & Social Media. Solution 2 = Delivery & Subscription.
Criteria     |     Solution 1 Score     |     Solution 2 Score
Cost to implement     |     4               |                2
Impact on sales     |     5     |     4
Ease of implementation     |     4     |               3
Long-term sustainability     |     4     |              5
TOTAL     |     17 / 20     |     14 / 20

Appendix 2 — Risk Analysis
Risk  |  Likelihood  |  Impact  |  Mitigation
Website cost overrun  |  Medium  |  High  |  Set a fixed budget; use affordable platforms
Poor social media content  |  Medium  |  Medium  |  Create a content calendar; consider an intern
Negative online reviews  |  Low  |  Medium  |  Respond promptly and professionally
Time pressure on owners  |  High  |  Medium  |  Outsource setup; use scheduling tools

Appendix 3 — Implementation Plan
Phase  |  Timeframe  |  Activities  |  Responsibility
1 — Planning  |  Weeks 1-4  |  Research platforms, set budget, gather brand assets  |  Liam & Priya
2 — Launch  |  Weeks 5-10  |  Build website, create profiles, launch campaign  |  Developer + Priya
3 — Monitor  |  Weeks 11-24  |  Track analytics, respond to feedback, adjust content  |  Liam & Priya

Appendix 4 — KPI and SMART Objectives
SMART Element  |  Detail
Specific  |  Launch a new website with online ordering capability by Month 2
Measurable  |  Achieve 500 website visits per month by Month 4; 20% increase in online sales by Month 6
Achievable  |  Using affordable platforms (e.g. Squarespace) and existing brand photos
Relevant  |  Directly addresses the digital gap identified as a key cause of the sales decline
Time-bound  |  All objectives to be achieved within 6 months of implementation start.                          
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