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Business Consultancy Report: Green Haven Florists 

1. Overview of Case Study
Founded in 2016, Green Haven Florists is a small, independent flower shop in Norwich. In-store sales at the company have reportedly decreased by almost 30% in the last year. Increased competition from online flower delivery services, growing operating expenses, and shifts in consumer behaviour are some of the causes that have affected this problem. In particular, a lot of customers now choose the convenience of online shopping (Statista, 2024), which has decreased foot traffic. Consequently, the company is having trouble sustaining profitability.

2. Proposed Solutions  
Solution 1:
One potential solution is improving the business’ website and creating a more efficient online ordering system. Customers would be able to browse products and make purchases more easily which would help the company compete with online retailers and draw in more customers. 

Solution 2:
Introducing a subscription-based flower delivery business is a second option. This would promote recurring purchases and offer a better source of income. It will also satisfy customer needs for regular delivery alternatives and ease. Both approaches aim to improve accessibility and adjust to shifting consumer preferences in order to address the drop in sales.






3A. Evaluation of using PMI Approach 
The two suggested ideas were assessed using a PMI (Plus, Minus, Interesting) approach (see Appendix 1). Increased online sales and a better customer experience are only two benefits of the website improvement solution. But it can cost more up front require someone with good technical understanding. Although it might need more resources and might not generate demand right away, the subscription service offers advantages like steady revenue generation and increased client loyalty. Overall, both solutions have potential advantages but also some limitations. 

3B. Most appropriate solution justification
The website improvement solution is the best choice, according to the evaluation. This is due to the fact that it immediately tackles important problems mentioned in the case study, like the out-of-date website and growing competition from online retailers. Enhancing the website will increase accessibility, draw in more clients, and help both online and in-store sales. Even while there are high upfront costs, the long-term benefits are probably greater than the disadvantages.

4A. Risk Analysis of chosen solution 
To find any problems with the chosen approach, a risk analysis was carried out (see Appendix 2). The cost of creating and maintaining the website, which could have an effect on the company's budget, is one of the biggest risks. The implementation process may also be slowed down by technological issues or delays. Additionally, it's possible that clients won't interact with the new website right away, which would reduce how efficient it is. In addition, to effectively handle the system, employees could also need training.



4B. Summary of Risk Analysis 
In spite of these risks, they are seen as controllable. Careful planning, such as creating a clear budget, employing skilled developers, and successfully promoting the website, can reduce the majority of the risks that have been found. Additionally, staff training can assist to guarantee that the website is used effectively. Overall, improving the website has more potential advantages than disadvantages, so it's a good option for the company.

5A. Implementation Plan 
To guide the launch of the upgraded website, an implementation plan was created (see Appendix 3). Finding the essential characteristics is the first step in the process, after which a web developer is hired to build and design the website this is because a good website improves customer experience (Fifteen n.d). Before the website is publicly published, it will be tested to make sure it is functional and easy to use. The company will use social media to advertise the website after it launches in order to bring in clients and boost engagement.


5B. Justification of Implementation Plan 

The implementation plan works logically, starting with research to make sure the website satisfies user needs. Early hiring of a developer lowers the possibility of technical issues and provides professional quality. It is important to test the website before the launch in order to find and address any issues. Lastly, marketing the website once it goes public increases the chance to draw in clients. The timeline is reasonable, giving enough time for development while ensuring effective implementation of the solution.



6A. Measuring effectiveness 

A set of Key Performance Indicators (KPIs) has been created to test the effectiveness of the chosen solution (see Appendix 4). These KPI’s are increase in online sales, growth in website traffic and change in rate of conversion. To make sure the aim is specific and achievable, SMART objectives have been created to make sure that these goals are specific, measurable, achievable and time bound. For example, the company aims to boost online sales by 20%, boost website traffic by 50% and reach a conversion rate of 2- 3% within six months of after the website’s launch. 


Section 6B. Monitoring and Evaluation 
These metrics will be used to track and assess the solution's efficacy over time. By monitoring online sales, the traffic of the website, and the conversion rates, the company can determine whether the new website is attracting new clients. Adjustments, including improving website design or stepping up promotional efforts, might be made if the goal is not reached. This enables the company to make constant improvements and guarantee that the solution produces the desired outcomes. 

7. Key Findings 

• Due to heightened competition, growing expenses, and shifting consumer behaviour, Green Haven Florists is seeing a drop in in-store sale.
• Enhancing the website and launching a subscription service were found to be two possibilities. 
• A PMI analysis showed that while both approaches have advantages, improving the website is the best choice. 
• Risk analysis showed that such difficulties are controllable with careful preparation.
 • To direct the process of enhancing the website, an implementation strategy was created. 
• To track the effectiveness of the solution, KPIs and SMART goals were set, with an emphasis on boosting online sales. 

Appendix 1: PMI Table

Solution 1: Website Improvement
	Plus (+):
	Minus (–):
	Interesting

	
· Enhances the client experience
· Boosts internet sales 
· Aids in competing with online companies
	
· Expensive initial costing
· Needs technical assistance 
· It can take some time to implement
	
· May draw in clients from outside the area
· Could help sustain long-term business growth

	
Solution 2: Website Improvement 

	
	

	Plus (+):
	Minus (–):
	Interesting

	
· Produces consistent income 
· Promotes client loyalty
· Fulfils the need for convenience
	
· Needs a good delivery system
· The possibility of low client interest 
· More operational work 
	
· Could set the company apart from other ones
·  The chance to develop customised offers



Appendix 2: Risk Analysis 

	Risk 
	Impact 
	Likelihood
	Mitigation Strategy

	High website development costs
	Could impact the budget
	Medium
	Create a clear budget and evaluate developers


	Delays or technical problems 

	Implementation is slowed
	Medium 
	Employ skilled professionals

	The website might not be used by customers

	Minimal return on investment
	Low- medium

	Use social media to advertise the website

	Employees are not proficient in digital skills 
	Weak website management
	Medium 
	Give basic training






Appendix 3: Implementation Plan 

	Step
	Activity
	Timeframe
	Responsibility

	1
	Examine the characteristics and requirements of the website
	Week 1
	Owners (Liam & Priya)

	2
	Employ a web designer or developer
	Week 2
	Liam & Priya 

	3
	Create and design the website
	Weeks 3–6
	Developer

	4
	Evaluate the usability of the website
	Week 7
	Liam & Priya Developer

	5
	Start the new website
	Week 8
	Liam & Priya

	6
	Use social media to advertise the website
	Ongoing
	Liam & Priya




Appendix 4: KPI and SMART Objectives 

	KPI
	Specific
	Measurable
	Achievable
	Relevant 
	Time-bound

	Boost internet sales
	Boost online sales with digital marketing and the new website

	Boost online sales by 20% 

	Achievable through improved marketing and usability of websites 

	Confronts the drop in in-store sales and promotes company expansion 

	6 months after the website's launch 


	Growth in website traffic 

	Increase the website's popularity 

	Boost website traffic by 50% 

	Achievable via online marketing and social media 

	Helps client reach and internet exposure 

	Within 6 months 

	Rate of conversion 

	Turn website visitors into paying clients 

	Reach a conversion rate of 2- 3%. 

	Achievable with better user experience and layout 

	Increases the efficacy of the website 

	Within 6 months 
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