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                                             Introduction
Green Haven Florists is an independent flower shop located in Norwich that specialises in eco-friendly and customised floral arrangements. Recently, the business has experienced a significant decline in performance, with in-store sales decreasing by approximately 30% over the past year. This decline has been caused by reduced foot traffic, increased competition from online retailers, and changing customer preferences towards convenience. Additionally, rising costs of flowers and sustainable materials have affected profitability. The company also faces challenges due to an outdated website and limited use of digital marketing, reducing its competitiveness in the modern retail environment.
                                      
                                  2 Solutions that could resolve the specific problem
One possible solution for Green Haven Florists is to develop a modern e-commerce website with integrated delivery and subscription services. This would allow customers to easily browse and purchase products online, addressing the issue of reduced foot traffic. Features such as same-day delivery and mobile optimisation would improve convenience, which is a key factor influencing consumer behaviour. In addition, introducing a subscription service (weekly or monthly flower deliveries) could generate consistent revenue and improve customer retention. According to marketing theory, convenience and accessibility are essential in meeting customer expectations in digital markets. A second solution is to strengthen digital marketing and enhance the in-store customer experience. Green Haven could increase its presence on social media platforms such as Instagram by posting high-quality images of arrangements and engaging with customers online. Collaborating with local influencers and promoting its eco-friendly values could help differentiate the brand from competitors. Furthermore, offering in-store workshops or events could attract customers back into the shop and build stronger relationships. This approach focuses on improving brand awareness and customer loyalty, helping the business stand out in a competitive market.



                                                               PMI Table
	Solution
	Plus
	Minus
	Intresting

	E-commerce website & subscription
	increases online sales; wider customer reach convenient for customers generates recurring revenue
	High setup cost requires technical skills ongoing maintenance needed
	Opportunity to expand beyond local market; scalable long-term growth

	Digital marketing & in-store experience
		Improves brand awareness attracts new customers strengthens customer loyalty lower cost than website



	



	Results may take time; less direct impact on immediate sales; requires consistent effort
	Builds strong community presence; enhances brand differentiation


Based on the evaluation, the e-commerce website and subscription service is the preferred solution as it directly addresses the main issue of declining sales. This approach enables Green Haven Florists to reach a wider audience beyond its physical location and respond to the growing trend of online shopping. It also provides greater convenience for customers through features such as online ordering and delivery options. In addition, the subscription model offers a reliable source of recurring revenue, improving financial stability. Although this solution requires a higher initial investment, its long-term benefits and scalability make it a more effective and sustainable option compared to the alternative.
                     

                                                        Risk Analysis  
	Risk
	Likelihood
	Impact
	Strategy

	High setup costs
	Medium
	high
	Use phased investment and budget planning

	Technical issues (website errors)
	Medium
	high
	Hire professional developer and test before launch

	Low customer adoption
	Low-medium
	high
	Promote website through marketing campaigns

	Delivery/logistics problems
	Medium
	medium
	Partner with reliable local delivery services

	Staff skill gaps
	Medium
	medium
	Provide staff training



The risk analysis shows that the e-commerce solution involves several potential risks, particularly financial and technical challenges. The most significant risk is the high initial cost of developing and maintaining the website, which could impact short-term profitability. However, this can be managed through phased investment and careful budgeting. Technical issues and delivery challenges may also arise, but these can be reduced through professional support and reliable partnerships. Overall, although risks exist, they are manageable and do not outweigh the long-term benefits of increased sales and business growth.
                                             Implementation Plan
	Activity
	Timeframe
	Responsibility

	Market research
	Month 1
	owners

	Hire web developer
	Month 1-2
	owners

	Website design & build
	Month 2-4
	developer

	Testing website
	Month 3-4
	Developer and staff

	Staff training
	Month 3-4
	owners

	Launch website
	Month 4
	all

	Marketing campaign
	Month 4-6
	marketing



The implementation plan follows a logical sequence, beginning with market research to ensure the solution meets customer needs. Website development is prioritised before launch to ensure functionality and user experience. Staff training is scheduled before implementation to ensure employees are prepared to manage online orders. The phased timeline allows the business to spread costs and reduce risk. Assigning clear responsibilities ensures accountability and improves efficiency. Overall, this structured approach supports a smooth and effective implementation process.
                                                         KPI + SMART 
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time

	Increase online sales
	Improve website performance
	25% increase
	Based on current growth
	Addresses sales decline
	6 months

	Gain subscribers
	Launch subscription service
	100 customers
	Realistic target
	Builds recurring income
	4 months

	Improve conversion rate
	Optimise website
	3% rate
	Industry standard
	Improves effectiveness
	3 months



These performance metrics will enable Green Haven Florists to monitor the success of the e-commerce solution. The KPI of online sales revenue provides a clear measure of financial performance, while the SMART objectives track specific improvements such as customer acquisition and website effectiveness. Regular monitoring, such as monthly reviews, will allow the business to identify any issues and make necessary adjustments. This ensures the strategy remains effective and aligned with business goals.
                                      


                                    
                                        Key Findings
· Green Haven Florists is facing declining sales due to online competition
· Reduced foot traffic has significantly impacted revenue
· An e-commerce solution is the most effective strategy
· Subscription services provide stable and recurring income
· Digital transformation is essential for long-term survival
· Risks are present but manageable with proper planning
· A structured implementation plan ensures smooth execution
· KPIs and SMART objectives allow performance tracking
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