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[bookmark: _Toc216215150]Introduction 
This report explores the difficulties of a small independent retailer such as Green Haven Florists and strategizes on the difficulties with an aim of ensuring its future. Consumer behaviour in the retail sector has changed significantly in recent years: online sales of retail in the UK have hit a record high of £127bn in 2024, as more and more shoppers switch to e commerce over high street shops (Wright, 2025). At the same time, scientific research indicates that the adoption of digital marketing and e commerce can have a valuable positive impact on the performance of small and medium enterprises (SMEs) by increasing their reach and enhancing their presence in the market (Sharabati et al., 2024). Within this context, the report applies problem-solving and decision-making theories in examining the fall of Green Haven and proposes ways of adapting to the changing retail environment.
[bookmark: _Toc216215151][bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green Haven Florists have experienced a drastic fall of 30% in in store sales in the last one year and the minor increase in online orders was not sufficient to compensate the lost footfall. This slump stems from a wider slump in high street retail: in Great Britain on average 38 stores were shut each day in 2024 - which overall resulted in a steady overall fall in the number of physical retail outlets (PWC, 2024). Factors such as the changing consumer behaviour (where more people favour online shopping and home delivery), reduction in the high street foot traffic and lack of complimentary shops in the area (e.g. closing of banks, cafes or other retailers) which were historically useful in attracting customers are contributory factors. To this may be added increasing expenses - the escalating cost of flowers and environmentally friendly packaging - coupled with heightened competition among new entrants: a trendy with a boutique florist and a price competitive national chain. Lastly, the low digital presence and low site usability of Green Haven makes the company unable to win the potential online demand, leaving the business to be squeezed between the increasing costs, declining footfall and heightened competition.
[bookmark: _Toc216215152][bookmark: _Hlk205982497]Suggested Two Alternative Solutions
[bookmark: _Toc216215153]Solution A: Improve Digital Presence & E‑commerce
	Category
	Details

	Plus (+)
	Expands market reach beyond local footfall; enables 24/7 online ordering and subscription‑based deliveries; appeals to customers who prefer convenience and home delivery; reduces reliance on declining high‑street traffic.

	Minus (–)
	Requires upfront investment for website development, payment/delivery setup and digital marketing; staff need training for online order management; initial uptake may be slow until customers become aware.

	Interesting (I)
	Customer data from online orders could allow personalised marketing and repeat sales; subscription model may provide stable recurring income; eco‑friendly branding online could attract environmentally conscious buyers.



Justification: By moving part of the business online, this solution can solve the root issue of declining in-store sales and underperforming digital presence. It is making use of the increased e commerce and altering consumer behaviour to provide a scalable and flexible model to be able to access customers outside the local locality.
[bookmark: _Toc216215154]Solution B: Diversify Offerings- Workshops, Subscriptions & Complementary Products
	Category
	Solution B: Diversify offerings (workshops, subscriptions & complementary products)

	Plus (+)
	Adds new revenue streams beyond bouquets; subscription deliveries and complementary items increase value per customer and attract gift‑buyers, hobbyists or corporate clients.

	Minus (–)
	Requires extra resources and possibly storage/display space; demand for new services may be slow or uncertain; operations become more complex (inventory, scheduling, subscriptions).

	Interesting (I)
	Workshops and unique eco‑friendly products may build customer loyalty, differentiate the shop, and allow upselling to increase average transaction value.



Justification: The solution leverages the strengths of the shop, which include tailored arrangements and sustainability, as well as decreases the reliance on walk in customers. Diversification of the business will disperse risk in the various income streams; thus, the business can stabilise its income even when few people visit the premises.
[bookmark: _Toc216215155]Justification for Selected Solution
Solution A is the most appropriate as adoption of e commerce provides GreenHaven with a solution to the reduction in foot traffic as it can reach more people outside the confines of the high street. Online retail minimizes the need of local customers as well as 24/7 availability of the shop to take orders and it also minimizes overhead costs that are incurred when running in store (RealTime POS, 2025). Customer data may be collected and this will allow the application of personalized marketing and foster business repeatability which will provide scalability and sustainability in the long run. Considering the budget constraints at the moment, pace of action and responding to changing consumer behaviours, Solution A is the quickest and most economical route to stabilising revenue and regaining competitive advantages.
[bookmark: _Toc216215156][bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The decision to go online subjects Green Haven Florists to a series of risks. 
First, it is a risk of cybersecurity and information privacy: online stores can be associated with frauds, data breach, malfunctions, which can damage the reputation and trust of customers (OpenCart, 2025). 
Second, it involves financial risk: the initial expense of website creation, payment connection, and advertising can be a strain on the cash flow, particularly when online adoption is slow (Diwan, 2024).
Third, technological and operational threat is present: technical issues, logistic problems (delay of delivery or delivery errors), and internal digital deficiency can be the obstacle to smooth online processes. 
The criteria on the assessment of these risks are their probability, their effect on income or client confidence and operational viability, since in the case of a small florist, any danger to trust, money circulation or delivery dependability may critically damage achievement.
[bookmark: _Toc216215157]Plan to Implement the Selected Solution
	[bookmark: _Hlk205981406]Step & Phase
	Timeline
	Key Activities / Deliverables
	Dependencies / Pre-requisites
	Responsibility / Who does it

	1. Website Upgrade
	Weeks 1–4
	Redesign website ensuring mobile-friendly layout, intuitive navigation, online ordering, secure payment and checkout features
	Decision on platform / hosting; availability of product data (descriptions, photos) from business
	Owners (Liam & Priya): oversight; Web developer: execution

	2. Launch Subscription & Delivery Services
	Weeks 3–6
	Set up subscription plans for regular floral deliveries; define delivery options including same-day for local customers
	Website infrastructure for orders & payments; delivery system in place (logistics or staff)
	Shop staff (operations) with supervision by Liam & Priya

	3. Digital Marketing Strategy & Pre-launch Promotion
	Weeks 4–8
	Develop social media presence (Instagram, Facebook); create content (eco-friendly arrangements, promotions, info about subscriptions/delivery); plan launch announcement and promotions for online shop
	Website live or near-completion; visual content ready (photos, descriptions)
	Liam & Priya (social media/marketing), optionally a marketing consultant

	4. Staff Training
	Weeks 5–7
	Train staff in handling online orders, website operations, customer service and delivery coordination for online orders
	Website interface ready; subscription/delivery systems defined
	Owners (training coordination) plus staff

	5. Launch & Go-Live
	Week 8
	Publish website; begin accepting orders; activate subscription plans and delivery service; announce via social media, email to customers, in-shop signage; launch possible introductory promotions
	Completion of website, payment & delivery systems, training done
	Owners (marketing & operations) and staff

	6. Monitor & Review / Continuous Improvement
	Week 9 onward
	Monitor website traffic, online orders volume, subscription uptake, delivery performance, customer feedback and satisfaction; analyse data weekly; make adjustments to marketing, UX or delivery process as required
	Website live; analytics/tracking in place; customer feedback channels established
	Owners & staff; possibly external support for technical or marketing optimisation



[bookmark: _Toc216215158]Means of Measuring Effectiveness of Implementation of Selected Solution
	KPI (What is measured)
	Why It Matters / What It Shows
	SMART Objective (Target & Time-frame)

	Conversion Rate (website visitors → purchases)
	Indicates how effectively the website turns traffic into actual sales — essential for e-commerce performance. 
	Improve conversion rate by 2 percentage points within 6 months of website launch

	Average Order Value (AOV)
	Shows how much a customer spends on average per order — higher AOV means more revenue per transaction and better profitability. 
	Increase AOV by 15% within 5 months of launch

	Subscription Uptake (number of regular subscribers)
	Measures adoption of the subscription offering — indicates recurring revenue potential and customer loyalty. This supports long-term sustainability beyond one-off sales.
	Acquire 50 new subscriptions within 3 months of subscription service launch

	Online Sales Volume (monthly sales via website)
	Tracks overall revenue generated through online channel — helps assess whether online operations compensate for decline in in-store sales
	Achieve 25% increase in monthly online sales compared to pre-launch baseline within 6 months

	Customer Satisfaction / Repeat Purchase Rate
	Reflects whether customers are happy with service, quality, delivery — key for retention and long-term business viability. A satisfied customer is more likely to make repeat purchases. 
	Obtain at least 90% positive feedback or retain 70% of first-time buyers within 6 months


[bookmark: _Toc216215159]Conclusion:
[bookmark: _Toc216215160]Key Findings
[bookmark: _Hlk208302504]As analyzed, the solution to dwindling in-store sales and foot traffic of Green Haven Florists is viable and practical through the transformation of the company through the establishment of a strong e-commerce platform. To begin with, embracing the online ordering and delivery model is consistent with the market research that e-commerce has an enormous positive effect on the performance and customer acquisition of small businesses (Gao et al., 2023). Second, the development and measurement of clear Key Performance Indicators (KPIs) conversion rate, average order value, uptake and customer satisfaction will give a data-driven framework that will be used to objectively track progress and make decisions (Caldwell, 2022). Third, a gradual implementation strategy guarantees technical preparedness, employee competence and marketing planning prior to introduction, risks management and a gradual change. Fourth, the subscription and delivery business idea has a chance of recurring revenues and loyalty of customers as a supplement to single bouquet sales. Lastly through moving part of the business online, Green Haven would have the potential to tap into a broader geographic and demographic market hence it would be less susceptible to declines in footfall and competition in the area.
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