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Report: Strategic Options for Addressing Declining Profitability at Green Haven Florists
1. Introduction
Green Haven Florists is a small, independent florist shop located in Norwich, UK, and known for its bespoke floral arrangements and strong emphasis on sustainability. Since its establishment in 2016, the business has built a loyal local customer base and an eco-friendly brand identity. However, rapid changes in consumer behaviour, increased competition, and rising operational costs have negatively impacted its financial performance. The business has experienced a significant decline in in-store sales and is now at risk of failing to meet its long-term sustainability objectives unless it adapts to the evolving retail landscape. This report analyses the business problem, evaluates strategic solutions, recommends the most effective option, and outlines an implementation, monitoring, and evaluation plan.

2. Explanation of the Business Problem
Over the past year, Green Haven Florists has experienced a 30% decline in in-store sales, reflecting broader changes in the UK retail environment. The decline in foot traffic is consistent with national high-street trends, as consumers increasingly favour online shopping due to convenience, accessibility, and competitive pricing (PwC, 2023). While Green Haven has seen a slight increase in online orders, this growth has not compensated for the loss of physical customers.
At the same time, the business faces significant cost inflation, particularly for imported flowers and sustainable packaging materials. Inflationary pressures have strained profit margins across the floral industry (Mintel, 2023), meaning Green Haven's eco-friendly commitment now comes with higher financial risk.
A further issue is the shop’s limited digital presence. Customer feedback highlights frustrations with Green Haven’s outdated website and limited delivery options. Research shows that modern consumers expect seamless online purchasing experiences, subscription services, and flexible delivery choices (Deloitte, 2022). Green Haven’s lack of digital competitiveness therefore represents a strategic weakness.
Competitive pressures have also intensified. A boutique florist with a strong Instagram presence has entered the local market, while a national chain now competes aggressively on price. According to McKinsey (2021), small retailers that fail to innovate digitally face reduced market share when competing with digitally mature rivals.
In summary, Green Haven Florists’ business problem stems from:
1. Declining high-street footfall
2. Rising operational costs
3. Weak digital presence
4. Increased online and local competition
These challenges are threatening profitability, making strategic adaptation essential.

3. Alternative Solutions
Two strategic solutions were developed to address the identified problems:
Solution A: Develop a Modern E-Commerce Platform with Enhanced Digital Marketing
This solution focuses on upgrading the current website to support online ordering, subscriptions, and delivery scheduling. It also includes implementing a structured digital marketing strategy involving social media, search engine optimisation (SEO), and targeted paid advertising campaigns. This solution aligns with the increasing digitalisation of the floral sector (Statista, 2023).
Solution B: Expand Local Partnerships and Community Engagement
This solution involves forming long-term partnerships with local businesses (cafés, hotels, offices), providing regular floral displays and corporate subscriptions. It also includes running workshops, attending local markets, and deepening community ties. This solution builds upon Green Haven’s existing strengths in personal service and local reputation.

4. Evaluation of Solutions (PMI Tool)
A PMI (Plus–Minus–Interesting) analysis was conducted to evaluate both solutions. The full table is included in Appendix 1.
Solution A: E-Commerce & Digital Marketing
Pluses:
· Enables competitiveness in a sector driven by online sales (Deloitte, 2022).
· Enhance customer experience through convenience and modern features.
· It attracts new demographic groups, particularly younger consumers.
· Offers potential for recurring revenue through subscriptions.
Minuses:
· Requires significant upfront investments for website development and marketing.
· Owners will need new digital skills or must outsource.
· Increased online orders may strain delivery systems.
Interesting:
· Data analytics could drive future decision-making and product development.
· Opportunity to blend sustainability branding with digital storytelling.

Solution B: Local Partnerships & Community Engagement
Pluses:
· Low financial risk and uses existing business strengths.
· Builds corporate loyalty through regular contracts.
· Enhances local reputation and customer trust (Bradford & Burke, 2021).
Minuses:
· Limited scalability and does not address national online competition.
· Vulnerable to local economic conditions.
· May not attract digital-first consumers.
Interesting:
· Workshops and community classes could diversify income streams.
· Strengthens eco-friendly identity through hands-on engagement.

5. Selection of the Most Appropriate Solution
After evaluating both solutions, Solution A—Developing a Modern E-Commerce Platform with Enhanced Digital Marketing—is the most appropriate strategic option.
Justification
1. Addresses the Root Causes of Decline
 Declining foot traffic and increased digital competition are central to Green Haven’s problem. A strong online presence directly addresses these issues (PwC, 2023).
2. Long-Term Sustainability
 Digital transformation is essential for survival in modern retail sectors (Deloitte, 2022). Solution B supports short-term revenue but lacks long-term strategic impact.
3. Access to a Larger Customer Base
 Digital platforms enable sales beyond the declining high street, reaching regional and national customers (McKinsey, 2021).
4. Consumer Expectation Alignment
 Modern consumers expect seamless digital purchasing, flexible delivery, and subscriptions (Statista, 2023).
5. Revenue Diversification
 Online sales, digital gifting options, and subscription services provide stable recurring income.
Although Solution A requires more resources and new capabilities, the long-term competitive benefits outweigh the risks.

6. Risk Analysis
A basic risk analysis highlights key risks associated with implementing Solution A:
Risk 1: Financial Overcommitment
Description: Website development and digital marketing costs may exceed budget.
 Likelihood: Medium
 Impact: High
 Mitigation: Use phased implementation; obtain multiple quotes; prioritise essential features.
Risk 2: Lack of Digital Skills
Description: Owners may lack expertise in managing digital tools.
 Likelihood: High
 Impact: Medium
 Mitigation: Attend digital marketing courses; outsource initial setup; automate marketing where possible.
Risk 3: Low Early Customer Uptake
Description: New platform may initially generate limited traffic.
 Likelihood: Medium
 Impact: High
 Mitigation: Use targeted promotions, influencer partnerships, and SEO optimisation.
Risk 4: Delivery Logistics Challenges
Description: Increased online orders may overwhelm fulfilment capacity.
 Likelihood: Medium
 Impact: Medium
 Mitigation: Partner with reliable couriers; expand delivery zones gradually.
Risk 5: Technical Challenges
Description: Website downtime or payment issues could disrupt service.
 Likelihood: Low
 Impact: Medium
 Mitigation: Use reputable hosting; ensure technical support agreements.

7. Implementation Plan
Phase 1: Planning (Month 1)
· Conduct needs assessment for website features.
· Allocate budget with contingency.
· Consult customers for feature preferences.
· Select website developer and marketing consultant.
· Conduct digital skills audit for staff.
Phase 2: Website Development (Months 2–4)
· Build mobile-responsive website including:
 • Online catalogue
 • Customisation options
 • Delivery scheduling
 • Subscription management
 • Secure payment platform
· Perform user testing with sample customers.
· Integrate SEO optimisation.
Phase 3: Digital Marketing Launch (Months 4–6)
· Create Instagram and Facebook advertising campaigns.
· Post regular high-quality content (behind-the-scenes, eco-friendly practices).
· Collaborate with micro-influencers focused on sustainability.
· Launch introductory promotions.
Phase 4: Operational Adjustments (Months 6–8)
· Expand delivery options.
· Train staff on order management and customer service systems.
· Pilot new subscription services.
Phase 5: Review & Optimisation (Months 9–12)
· Review analytics data and adjust marketing.
· Update content seasonally.
· Introduce second-phase features such as loyalty programmes.

8. Measuring Effectiveness
Effectiveness should be measured using a mixed-method approach.
1. Financial KPI Indicators
· Online sales growth (target: +20%).
· Subscription uptake.
· Total revenue vs previous year.
· Profit margin improvement.
2. Digital Performance Metrics
· Website traffic growth.
· Conversion rate (target: 2–3%).
· Bounce rate reduction.
· Social media engagement and reach.
3. Customer Experience Metrics
· Post-purchase surveys.
· Customer retention rate.
· Online reviews and ratings.
4. Operational Metrics
· Delivery success rate.
· Website uptime.
· Order fulfilment times.
5. Qualitative Insights
· Customer feedback on usability.
· Staff feedback on workflow challenges.
· Competitor benchmarking.
Regular monthly and quarterly reviews will enable continuous improvement.

9. Conclusion
Green Haven Florists is facing a complex decline driven by digital competition, rising costs, and reduced high-street activity. After evaluating two strategic alternatives, this report concludes that investing in a modern e-commerce platform supported by digital marketing offers the most sustainable solution. Although this strategy carries risks, these can be mitigated through phased implementation and careful monitoring. Effective execution will enhance competitiveness, attract new customers, improve operational efficiency, and position Green Haven for long-term growth.
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Appendix 1 – PMI Analysis Table
	Solution A: E-Commerce & Digital Marketing
	Plus
	Minus
	Interesting

	
	Increased competitiveness; wider reach; improved customer experience; recurring revenue
	High cost; digital skills required; delivery strain
	Data analytics; enhanced eco-brand


	Solution B: Local Partnerships & Community Engagement
	Plus
	Minus
	Interesting

	
	Low risk; uses strengths; community brand building
	Limited scalability; dependent on local economy
	Workshops; strong local presence



