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INTRODUCTION 
In today’s digital-focused market, Green Haven Florists faces declining in-store sales and strong competition from online retailers. Strengthening the company’s digital presence has been chosen as a strategic solution to address these challenges effectively. 
This includes modernising the website, increasing social media activity, and implementing targeted digital marketing campaigns. The approach provides predictable and recurring revenue, expands market reach, and enhances customer engagement and loyalty.
 By leveraging digital tools, Green Haven can gain valuable insights into customer behaviour, improve brand visibility, and differentiate itself. Overall, this strategy provides a sustainable platform for growth, supports sales recovery, and fosters stronger long-term customer relationships.















[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205982497]Green Haven Florists, a small independent shop in Norwich, UK, has experienced a 30% decline in in-store sales over the past year. Founded in 2016 by Liam and Priya Patel, the shop is known for bespoke floral arrangements, eco-friendly packaging, and strong community connections. However, rising operational costs, supply chain disruptions, and competition from online retailers and new local florists have reduced foot traffic and profits. Customer feedback highlights an outdated website, limited delivery options, and no subscription services. Internally, the owners face challenges with digital marketing and social media management.
The main causes of the problem are limited online visibility, increasing costs for sustainable materials, strong competition, and changing customer preferences toward convenience and lower prices.
Two solutions are proposed. First, enhancing the digital presence through website redevelopment, social media marketing, and online promotions can expand reach, increase engagement, and boost online sales. Second, introducing flexible delivery options and subscription services can attract loyal customers and stabilise revenue.
The action plan includes updating the website, launching marketing campaigns, monitoring customer behaviour, and using KPIs to track performance. Regular feedback, data analysis, and staff training will make the plan measurable, achievable, and sustainable, allowing Green Haven to recover sales and strengthen its market position.
Suggested Two Alternative Solutions
Solution 1: Strengthen Digital Presence
	Plus
	Minus
	Interesting / implications

	Modernizing our digital presence
	High Initial Costs
Increased Competition Online
Uncertain Returns
Risk of Overdependence

	Expanding its digital footprint
Utilize customer insights

	Digital presence strengthens Green Haven’s brand and customer loyalty.
	High Cost: Improving the website 
Skills and Time: Managing social media and digital ads 
More Competition
	Focus on Building a Solid Foundation
Emphasizing Competitive Advantage


	Enhanced Data Collection and Insight Generation

	Escalating Privacy Concerns and Reputational Risk
Significant Compliance Burden and Legal Liability
 
	A Competitive Advantage for Ethical Leaders
The Risk of Skewed Decision-Making
The Risk of Skewed Decision-Making



This solution was chosen because customer behaviour is increasingly shifting online, and Green Haven’s digital presence is limited. Improving the website, enhancing social media, and using targeted digital advertising will expand reach, increase visibility, and address the 30% decline in sales. A stronger online presence boosts engagement, builds brand trust, and supports long-term growth and customer retention.
Solution 2: Subscription-Based Online Flower Service with Digital Marketing Integration
	Plus
	Minus
	Interesting

	Predictable and Recurring Revenue
Predictable and Recurring Revenue
	High Initial Investment
Operational Complexity

	Opportunity for Strategic Planning
Enhanced Customer Insights

	Enhanced Customer Engagement and Loyalty
Enhanced Customer Engagement and Loyalty:
	Time-Consuming
Risk of Negative Feedback
	Opportunities for Innovation
Stronger Community Presence
Data-Driven Improvements:

	Expanded Market Reach and Competitive Positioning
Expanded Market Reach and Competitive Positioning
	Increased Competition Exposure
Higher Marketing Costs
	Access to New Customer Segments
Brand Differentiation




The Subscription-Based Online Flower Service with Digital Marketing was chosen because it addresses Green Haven Florists’ main challenges: declining foot traffic, growing competition, and limited digital presence. The subscription model provides predictable revenue and ensures financial stability, while digital marketing increases brand awareness and customer engagement. Together, these strategies strengthen the company’s market position, build customer loyalty, and attract new audiences. This approach promotes convenience, creativity, and sustainability, offering both immediate results and long-term growth.
Justification for Selected Solution
[bookmark: _Hlk216096593]Strengthening the company’s digital presence is the most effective solution because it directly tackles the main cause of the 30% decline in sales: low online visibility. 
This approach allows the business to reach a larger audience, respond to changing customer behaviour, and create more consistent sales opportunities. It is justified because digital engagement is essential for growth, and enhancing the website, online advertising, and social media activity brings both immediate and long-term benefits. 
This solution is preferred as it has a strong impact on sales recovery, offers lasting value, and provides better chances for sustained competitiveness compared to focusing only on in-store services.
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Strengthening the digital presence may require a high initial investment in technology, software, and marketing. If the expected sales growth does not occur, the company may face financial pressure or a low return on investment.
Additionally, the company may lack sufficient digital skills, expertise, or trained staff to manage new digital tools effectively. This skills gap could delay implementation, create errors, or increase reliance on external consultants.
The online market is highly competitive, and stronger competitors with more experience may reduce the visibility or effectiveness of the company’s digital strategy. As a result, the solution may have less impact than expected. 
Plan to Implement the Selected Solution
	Action 
	Description
	Time frame
	Staff responsible

	Website Update
	Redevelop and modernise the company website to improve online visibility, customer experience, and brand image. This is the foundation for all digital marketing activities.
	Weeks 1–3
	External Web Developer

	Digital Marketing Launch
	Create content, manage social media, and run targeted advertising campaigns to increase online reach and attract new customers.
	Weeks 4–8
	Marketing Team

	Performance Monitoring
	Track website traffic, engagement, and sales. Review data and adjust campaigns based on results.
	Continuous (from Week 4 onwards)
	Marketing Team + Management

	Ongoing Improvements
	Update content, refresh campaigns, and ensure the website stays functional and competitive.
	Continuous
	Marketing Team


[bookmark: _Hlk205981406]
The plan to improve the company’s digital presence has been carefully created to be structured, efficient, and low-risk. Tasks are arranged in order to build a strong foundation before moving to more complex activities, reducing problems and using resources well. The first step is updating the company website, which is the main platform for online visibility, customer interaction, and brand image. Without a modern, working website, later digital marketing efforts would be less successful. A professional web developer handles this task to ensure it is accurate, easy to use, and high quality.
After the website is updated, digital marketing actions—like creating content, managing social media, and targeted ads—are done. This brings visitors to a user-friendly site and increases results. The marketing team takes care of execution, engagement, and monitoring. Checking performance regularly helps improve strategies. Overall, the plan lowers risks and supports long-term growth.

Means of Measuring Effectiveness of Implementation of Selected Solution
The effectiveness of enhancing the company’s digital presence is evaluated through carefully selected Key Performance Indicators (KPIs). Website traffic is essential, indicating whether digital campaigns and website updates are successfully attracting targeted visitors. Conversion rate measures the proportion of visitors completing purchases, reflecting the quality of the user-friendly experience and the persuasiveness of online content. Social media engagement provides insight into customer interaction, brand visibility, and the overall impact of communication strategies. 
Finally, online sales growth captures the measurable financial results of digital improvements, demonstrating the strategy’s contribution to business performance.
To complement these KPIs, SMART objectives were established to provide clarity, focus, and measurable progress. Each objective is Specific, targeting precise goals such as increasing traffic or engagement. They are Measurable, with numerical benchmarks that allow accurate assessment. 
Objectives are Achievable, reflecting realistic expectations for a small business adopting new digital tools. They are Relevant, directly supporting the strategic aim of recovering the 30% sales decline. Finally, they are Time-bound, with deadlines ensuring accountability and consistent progress. 
By integrating KPIs with SMART objectives, the company can systematically monitor implementation, evaluate effectiveness, and make informed decisions to optimise its digital presence and achieve sustainable, long-term growth.




CONCLUSION: 
[bookmark: _Hlk208302504]This analysis highlights key findings essential for understanding Green Haven Florists’ challenges and the strategic importance of strengthening its digital presence. The 30% decline in sales is mainly linked to limited online visibility and changing customer behaviour, which increasingly favours digital engagement and online purchasing. 
Evaluation of the proposed solutions demonstrates that enhancing the digital presence provides the most immediate and sustainable impact, improving visibility while supporting long-term competitiveness. 
Although this approach requires financial investment, additional skills, and management of online competition, these risks can be effectively mitigated through structured planning, professional support, and staff training.
The implementation plan provides a clear and logical sequence of actions, beginning with website redevelopment, followed by targeted digital marketing campaigns, ensuring operational efficiency and maximising overall impact. KPIs and SMART objectives enable the company to monitor progress, make data-driven decisions, and adjust strategies as required. 
Overall, strengthening Green Haven’s digital presence is the most suitable and sustainable solution, allowing the company to enhance brand identity, improve customer engagement, expand its customer base, increase loyalty, attract new markets, and establish a solid foundation for long-term growth and sustained competitive advantage in an increasingly dynamic and digitally focused market environment.
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	METHOD
	SPECIFIC
	MEASURABLE
	ATTAINABLE
	RELEVANT
	TIME-BOUND

	Questionnaire
	Survey customers on website, ordering, and social media.
	8–10 questions on usability and satisfaction.
	Staff can distribute online.
	Measures response to digital changes.
	2 weeks.

	Observation
	Track customer behaviour online.
	Clicks, time on page, engagement, abandoned carts.
	Staff can access analytics.
	Assesses engagement and conversions.
	1 month.

	Reviews
	Collect online reviews.
	Number and quality of reviews.
	Staff can request feedback.
	Shows satisfaction and improvement areas.
	4 weeks.
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