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1) 
Green Haven Florist Case Overview
This case study follows a flower shop company called Green Haven Florists Founded which was founded in 2016 by Liam and Priya two ambitious entrepreneurs very passionate about flowering. It is just a small business with one location based in Norwich, UK in what used to be a very busy high street.
They are best known for their amazing flower arrangements and for being very environment friendly which is a bonus for conscious customers who love the company’s philosophy. Although, their customer base varies from customers that walk-in, online consumers corporations that organize events and weddings.
However, throughout that past there has been 30% decline on in-store sales. Decline which was mostly caused by reduced activity due to closure of nearby businesses, a general shift towards online shopping due to comfortability and affordability and less customer buying power due to increasing inflation.
The company is also reporting losses due to issues such as disruptions to the supply chain, cost of eco-friendly options and imports. Finally, the fact that they have an outdated website and ordering system and the appearance of two new competitors one company with better social media presence and another one with better pricing and delivery.







2) 
Green Haven Florist Problems Solutions 

UPDATING ONLINE SERVICE STRUCTURE 
One of the solutions would be to update their online service structure which includes updating their website design and making it easier for customers to order online. This was a complaint by customers mentioning that the website is outdated and hard to navigate and unflexible in terms of delivery, so by implementing these solutions these problems would be solved which would then help address the main problem, the 30% decline of in store sales. This would be done indirectly since this solution would greatly boost online sales even further that they have been. Profits from that sale increase, would then help cover for the losses. 

IMPROVE/INCREASE MARKETING 
Another solution is to improve and increase their online and overall marketing. It is mentioned that the business cannot keep up with digital marketing trends and that they rely mostly on word-of-mouth to make their company and products known.
By increasing and improving their online marketing they are able to have a greater reach in terms of customers which will increase interest, this strategy will bring traffic in online sales and also in store sales since this removes the reliance that the flower shop has in foot-traffic in what used to be a busy high-street due to the fact that the customers will come directly into the store looking for their amazing flower arrangements.



3A) 
    GREEN HAVEN FLORIST SOLUTIONS GRID ANALISYS: 
	
Solutions
	
COST (3)
	
TIME (1)
	
LABOUR (2)
	FOOT TRAFFIC (4)
	
TOTAL

	
UOSS
	
4               3
	
2               1
	
4                  2
	
0               4
	
       22

	
I/IM
	
2               3
	
1               1
	
2                 2   
	
4               4
	
       27





UOSS= UPDATING ONLINE SERVICE STRUCTURE 
(4*3) + (2*1) + (4*2) + (0*4) = 22


I/IM= IMPROVE/INCREASE MARKETING
(2*3) + (1*1) + (2*2) + (4*4) = 27









3B) 
Grid Analysis Discussion
After an evaluation of both solutions through a grid analysis, I came into conclusion that the best solution to best address the main issue which is the decline of in-store sales is to improve and increase marketing. 
In my evaluation I weight in the cost, time, resources needed and foot-traffic that the solutions are expected to bring. In terms of cost to updating the online service structure is estimated to cost less around 5000£, take less time 3 months, use less labour however it would not equate to an increase in foot traffic. Improving and increasing marketing would cost more 13,750£ (average cost for small businesses per Digital Aesthetics), take more time 6 months, involve more labour but if successful it would greatly increase foot traffic which carries the most weight. While also increasing online traffic and help solve their financial struggles 


*Calculations
Marketing costs 10% of gross revenue
Average small flower shop revenue 137,500£
10% of 137,500£ = 13,750£






4A) 
Solution Risk Analysis 
	
	Possible cause of risk
	Likelihood of risk occurring (1-5)
	Possible Impact of risk (1-5)
	Risk Factor = Risk*Impact
	How to prevent risk
	How to minimise risk impact in case risk happens

	1
	Overdemand+
Under delivery

	3
	4
	12
	By implementing a system to limit over selling  
	Hire new part-time staff that will help meet customer demand

	2
	New bad reviews
	2
	5
	10
	By providing the same amazing service quality and customer treatment that they have been providing
	By addressing the reviews promptly and apologising, while assuring their truthfulness since with increased traffic there is a possibility of fake bad reviews 

	3
	No marketing investment return
	4
	5
	20
	Ensure that all marketing strategies implemented will provide return 
	Set a budget that it is realistic and that will not put a burden in the company financially



                                            1 (least likely/impact) - 5 (most likely/impact)
                                                                                     2= light
                                                                                    3 = moderate
Risk Factor                                                           4= considerable
Low risk = 0 > 5
Some risk = 6 > 10 
Medium risk = 11 > 15
High risk = 16 > 20
Higher risk = 21 > 25
4B) 
Risk analysis conclusion
To evaluate potential risks that may arise with the implementation of improving and increasing marketing in the company strategy, I made use of a risk analysis table. Where I evaluated possible risks, the likelihood of them occurring, their impact, the risk factor and ways to prevent and minimise the impact of those risks.
I came away with 3 potential causes of risks, Overdemand plus
Under delivery, potential New bad reviews and no marketing investment return where the last presents the highest risk factor standing on a high risk (20) and would need to be addressed first, however the other two potential causes of risk are of medium risk factor and are more easily preventable and minimised in case they happen, so based on these findings we can conclude that it is worth going ahead with the improving and increasing marketing strategy.   














5A) 
Action Plan





5B) 
Action Plan Justification
Activities/Tasks
In terms of what is needed to be done, the first task is to set a budget that is financially viable while guaranteeing quality, this ensures that there isn’t a huge set back financially in case it doesn't all workout as planned, and quality services reduces risk of failure. Second task is to, research and hire qualified marketing experts, this is justified by the fact that they need the marketing strategy to be a success so that they can boost their sales, so having a more qualified team is essential and provides more guarantees. 
Finally, last task is to ensure that the marketing agencies picked provides a web developer, since it will reduce costs of hiring separately and would guarantee that he would also be as qualified.
Timings 
The timetable of 6 months is realistic, since it follows the average time needed for the plan to take effect, and it gives the company enough time to do thorough research, correct mistakes and make changes on elements that can be improved.
Order
The order of the plan is perfect, since setting a budget from the get go allows them to assure affordability, after doing a deep research on experts that fit the budget, will allow the company to hire the best they can afford, finally by prioritizing picking marketing services with web developers they can save money and get a step closer to developing their online marketing.
Responsibilities
No doubts that the owners should be responsible for monitoring KPI’s, and by sharing that responsibility they will both be able to provide insight on what they found a reach conclusion on the strategy’s performance.


6A) 
KPI  
Physical store revenue growth rate 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	To increases walk in revenue by 35%
	Revenue growth will be tracked by the month and calculated using the growth formula
	The store has a successful history and reputation better advertisement and customer interest will greatly promote walk-in purchases
	Main issue is the 30% decline in in store sales the previous year increasing revenue by 35%
erases those losses and provides a 5% boost 
	 Within the next 6 months after the plan in implemented


SMART Objectives


EX:
50000 from January to June 
85000 from July to December 
(85000 – 50000)/50000) *100=70% Growth






6B) 
KPI and SMART Evaluation
Setting a specific objective in this case the 35% walk in revenue increase provides a goal that you can follow and use confirm if the solution has been effective or if you underperformed. By ensuring that revenue growth is measurable you monitor progress whether positive or negative and can decide on some changes. Setting a goal that attainable based on past success provides a more realistic approach and prevents the disappointment that comes from impossible dreams. Bringing the relevancy of the indicator to the original issue will help us to remain focused on the objectives. Finally, setting a realistic timeline for when which they want to achieve their goal gives you a deadline and creates a sense of urgency that can help to become more effective.















7) 
KEY FINDINGS
Grid Analysis
· When comparing the 2 solutions increasing and Improving marketing cost more will take more time and require more labour
· However, improving marketing provides better solutions for the main problem which is the lack of foot traffic and decline in sales
· This outweighs factors such as cost and time and the return will be exponentially greater making Improving Marketing the best solution
Risk analysis of solution
· There are many risks that come with Improving Marketing, such as overdemand, bad reviews and no marketing return
· These risks are manageable and preventable even the high risk of no marketing return 
· The possible best outcome outweighs the risks so going ahead with this plan is more than worth it
Action Plan
· Setting a budget and hiring experts is essential
·  Having a realistic timeline greatly helps to give way for research and development while allowing space for corrections and reduce risk of disappointment from unrealistic time
· All the process is needed to reach the objective that is to increase in-store sales 
KPI and Smart objectives
· Identifying a KPI helps with monitoring growth since it is something measurable and can be tracked over-time in this case the physical store revenue growth 
· Setting SMART objectives helps with keeping track of those objectives, setting realistic an attainable goal the 35% walk in revenue and have a timeline we can follow the 6 months, making them more proactive and promotes effectiveness which will benefit the company
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Goal 
Increase customer interest and boost online and walk-in traffic sales


Tasks 
Set a budget that is financially viable while guaranteeing quality.
Research and hire qualified marketing experts, that include a web page developer


Resources needed
 Marketing agency, website developer, part-time workers


Deadlines and milestones
 6 months to 1 year 


Monitoring
 Both owners need to monitor KPI's such as website traffic, social media interactions and sales after implementation


