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Introduction 
What the report is about. 
Any definitions should be provided in this part of the report.
This report analyses the challenges facing Green Haven Florists, an independent flower shop in Norwich established in 2016. It identifies core issues driving revenue decline and competitive pressure, proposes two strategic solutions, evaluates their viability, and outlines a detailed implementation and measurement framework. The objective is to provide actionable recommendations that restore profitability, strengthen market position, and align the business with modern retail trends while preserving its sustainable and community-focused values.


[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
· Provide a brief overview of the case study. 
· Summarise the various causes that contribute to the problem.
Green Haven Florists has experienced a 30% drop in in-store sales over 12 months, with only modest growth in online orders unable to offset losses. Key causes include reduced footfall due to local business closures and shifting consumer preference toward online retailers offering lower prices and fast delivery. Rising operational costs stem from supply chain disruptions, inflation, and higher expenses for sustainable materials central to the brand’s identity. Customer feedback highlights an outdated, hard-to-navigate website and demand for flexible delivery and subscription options. Internal limitations include minimal digital marketing activity, relying instead on word-of-mouth. Additionally, two new competitors—one digitally focused boutique and one national chain—have intensified pressure, requiring the business to modernise while keeping its unique brand character.

[bookmark: _Hlk205979492]
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A:  Digital Transformation & E-Commerce Upgrade 

· Explain this solution 
This solution involves redesigning the website for ease of use, introducing online ordering, same-day and scheduled delivery, and subscription services for regular flower deliveries. It also includes building a stronger social media presence—particularly Instagram and Facebook—to display bespoke designs, highlight sustainable practices, and engage customers. Digital marketing such as targeted ads and email campaigns will be used to reach new and existing clients.

· Conduct a PMI analysis for solution A
	Plus
	Score
	Minus
	Score
	Intresting
	Score

	Expands reach beyond local customers, opening new markets 
	+3
	High initial costs for development, design and marketing
	-3
	Collects customer data to improve products and services
	+2

	Meets customer demands for online ordering, delivery, and subscriptions
	+3
	Required ongoing management and technical skills
	-2
	Allow creative showcasing of sustainability and unique designs
	+2

	Enables direct competition with large online retailers
	+2
	Reduces face to face interaction, weakening personal brand appeal
	-2
	Open potential for national or even international sales
	+2

	
	+8
	
	-7
	
	+6



· Justify how it will resolve the specific business problem.
Directly addresses issues of outdated digital presence and limited-service options. It makes buying easier for customers, matches the offerings of large online competitors, and allows the business to compete on quality and sustainability rather than just price.


Solution B : Experience-Based In-Store Strategy & Loyalty Programme

· Explain this solution.
This approach transforms the physical shop into a destination by offering workshops, seasonal events, and custom design consultations, emphasising the unique craftsmanship and sustainability of the business. A loyalty scheme will reward repeat customers with discounts, exclusive offers, and early access to new collections. Partnerships with local businesses—such as cafes and wedding planners.









· Conduct a PMI analysis for solution B
	Plus
	Score
	Minus
	Score
	Interesting
	Score

	Make use of connections to local community
	+3
	Growth limited to local area, restricting revenue potential
	-3
	Generates free promotion through word of mouth and local media
	+2

	Increase foot traffic and address the drop in store visit
	+3
	Requires a lot of time and work to manage events and activites
	-2
	Builds emotional connecting that increase long term cusomer value
	+2

	Build customer loyalty  
	+2
	Less successful in Brunson in new clients from outside networks
	-2
	Activities can also be promoted digitally to support online presence
	+1

	
	+8
	
	-7
	
	+5



· Justify how it will resolve the specific business problem.
 Combats falling footfall by giving customers a reason to visit beyond simply buying flowers. It highlights elements that online competitors cannot replicate—personal interaction, expertise, and a connection to local values—while encouraging repeat business through structured rewards.


Justification for Selected Solution
Selected Solution: Digital Transformation & E-Commerce Upgrade
This solution is preferred because it addresses the root causes of declining sales: changing consumer behaviour and increased online competition. While Solution B strengthens in-store appeal, it has a limited geographic reach and relies heavily on local activity, which is vulnerable to further changes in the high street. In contrast, Solution A opens national sales opportunities, aligns with how customers now prefer to shop, and provides flexibility to grow over time. The investment required is balanced by the potential for significant revenue growth, making it the most sustainable path forward.


[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Risks Identified:

• Financial Risk: High initial costs for web development and marketing may not deliver expected returns; cash flow could be strained.

• Operational Risk: New delivery and order management processes may be inefficient or error-prone, damaging customer satisfaction.

• Competitive Risk: Large competitors may lower prices further or copy new features, reducing differentiation.

• Reputational Risk: If digital services fail to reflect the brand’s quality or sustainability values, customer trust may decline.

Criteria Used: Risks were assessed based on likelihood of occurrence and potential impact on revenue, reputation, and operations. This approach ensures focus on risks that are both probable and damaging, allowing resources to be allocated effectively to mitigate them.
Plan to Implement the Selected Solution
[bookmark: _Hlk205981406]Based on the Implementation Plan you have provided: 
	Actions
	Description
	Time frame
	Staff responsible

	Preparation and Design
                      
	Consult with web designers to build a user-friendly site; research delivery partners; define subscription packages; develop brand guidelines for digital content.

	1 – 6 Weeks
	Priya Patel and Liam Patel

	Development and Testing
	Build website and e-commerce functions; test ordering, payment, and delivery processes; create initial social media content; train staff on new systems.

	7 – 12 Weeks
	External developers handle technical work. Staff training led by both owners.

	Launch and Promotion
	Official launch of new services; run targeted digital ads; send announcements to existing customers; monitor feedback and adjust services as needed.

	13 – 16 Weeks
	Marketing managed by Priya and Customer service overseen by Liam

	Review and Refinement 
	 Regularly review sales data and customer feedback; update content and features; explore new marketing channels.

	Every 4 weeks
	Liam and Priya 



Means of Measuring Effectiveness of Implementation of Selected Solution
 Based on the KPI and SMART Objective table you have provided:
Key Performance Indicators (KPIs)

1. Online Sales Revenue: Tracks growth in digital income compared to previous periods.

2. Website Traffic & Conversion Rate: Measures how many people visit the site and how many make a purchase.

3. Customer Retention Rate: Indicates satisfaction and loyalty, particularly among subscription users.

4. Social Media Engagement: Reflects brand visibility and customer interaction.

5. Delivery Accuracy & Speed: Ensures operational efficiency and service quality.

SMART Objectives

	Objective Type
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Sales Growth
	Increase online revenue
	40% rise
	Based on industry benchmarks
	Addresses revenue decline
	Within 12 months

	Website Performance
	Improve user experience
	50% reduction in complaints
	Supported by testing
	Boosts conversion
	Within 6 months

	Customer Base
	Grow subscription customers
	150 new subscribers
	Achievable via marketing
	Ensures recurring income
	Within 9 months

	Brand Reach
	Expand social media audience
	2,000 new followers
	Aligns with local market size
	Increases visibility
	Within 8 months



KPIs are selected to cover financial performance, customer satisfaction, and operational efficiency—all critical to the solution’s success. SMART objectives provide clear, measurable targets that guide activity and allow progress to be assessed objectively, ensuring the solution delivers tangible benefits.
Conclusion:
[bookmark: _Hlk208302504]• Green Haven Florists faces decline due to changing consumer habits, competition, rising costs, and outdated operations—challenges that require fundamental change rather than minor adjustments.

• While experience-based strategies strengthen local connections, digital transformation offers greater growth potential and addresses the most significant barriers to success.

• The proposed solution not only improves sales channels but also allows the business to promote its sustainable values effectively, creating a unique selling point that competitors cannot easily replicate.

• Successful implementation depends on careful planning, effective risk management, and ongoing monitoring to ensure services remain aligned with customer expectations.

• By modernising its operations while retaining its core values, Green Haven Florists can restore profitability and secure its position as a distinctive and respected florist in the region.
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• Appendix 2: Risk Assessment Matrix

• Appendix 3: Implementation Plan Gantt Chart

• Appendix 4: KPI and SMART Objectives Table (as shown in Section 7)
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