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1. Abstract / Executive Summary
This report explores the current challenges faced by Green Haven Florists and proposes practical strategies to improve its overall sales. Two potential solutions are considered in this report: investing in digital transformation and introducing a flower subscription service. Each option is analysed in terms of its feasibility, potential impact, and associated risks. The findings suggest that while both solutions could provide value, digital transformation offers the most immediate and scalable benefits. By improving its online presence and customer experience, the business is more likely to recover lost sales and remain competitive in a rapidly evolving retail environment.
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3. Introduction
Independent retailers are increasingly required to adapt to changing consumer expectations, particularly as digital channels continue to grow in importance. This report focuses on identifying a realistic and effective way to improve both online and in-store sales for Green Haven Florists.
The discussion is based on the business’s recent performance, customer feedback, and wider market trends. Rather than proposing overly complex strategies, the report concentrates on solutions that are achievable for a small business with limited resources. Two main approaches are explored, followed by a critical evaluation to determine which option offers the strongest potential for sustainable growth.

















4. Overview of Green Haven Florists
Founded in 2016, Green Haven Florists has built its reputation on high-quality, customised floral arrangements and a strong commitment to sustainability. The use of eco-friendly packaging and locally sourced flowers has helped the business appeal to environmentally conscious customers.
Initially, the shop benefited from a steady flow of walk-in customers, as well as regular orders for events such as weddings and corporate functions. However, this situation has changed significantly over the past year. A 30% decline in in-store sales indicates a clear shift in customer behaviour, with many consumers now favouring online alternatives.
At the same time, the local high street has become less active due to business closures, reducing foot traffic further. Rising costs—particularly for imported flowers and sustainable materials—have added financial pressure.
Customer feedback also highlights a key weakness: the company’s online presence does not reflect the quality of its products. The website is seen as outdated, and ordering options are limited. Combined with increased competition, these issues underline the need for strategic change.








5. The Two Solutions
Solution Number 1: Flower Subscription Service
The second option involves introducing a subscription-based service, where customers receive flowers on a regular basis (e.g., weekly or monthly). This could appeal to both individual customers and businesses looking to maintain fresh floral displays. The service could be personalised based on customer preferences, adding a sense of exclusivity. In addition to increasing customer loyalty, this model would provide a more predictable income stream. However, it would require careful planning in terms of logistics, stock management, and delivery scheduling.
Solution Number 2: Digital Transformation
Digital transformation is the rewiring of an organization, with the goal of creating value by continuously deploying tech at scale (Lamarre et al., 2023). The first solution focuses on strengthening the digital side of the business. This includes redesigning the website to make it more user-friendly, introducing a smooth online ordering system, and improving visibility through digital marketing.
In addition, expanding delivery services—such as offering same-day delivery—would make the business more competitive with larger online retailers. Social media platforms could also be used more effectively to showcase products and engage with customers. Overall, this approach aims to align the business with current consumer expectations and make purchasing more convenient.




6a. Evaluation of Solution 1 (Subscription Service)
	Minus (-)
	Plus (+)
	Interesting (?)

	30% decline in in-store sales (-8)
	Strong reputation for bespoke floral arrangements (+8)
	Shift to online shopping trend (+10)

	Reduced foot traffic (high street decline)    (-10)
	Eco-friendly packaging attracts niche customers (+6)
	Opportunity to improve website & UX (+12)

	Rising costs of flowers (imports, inflation) (-8)
	Loyal customer base & community ties (+7)
	Subscription services could increase revenue (+9)

	Expensive sustainable materials (-5)
	Some increase in online orders (+4)
	Digital marketing expansion potential (+11)

	Outdated website (-6)
	Unique, personalised service (+6)
	Competitors push need for differentiation (+10)

	Weak digital marketing (-7)
	Experience in events (weddings, corporate) (+5)
	Local sourcing could be expanded (+6)

	Strong competition (online + local) (-12)
	Established brand since 2016 (+5)
	Collaboration with local businesses/influencers (+8)

	   Total:
· Minus: 56
· Plus: 41
· Result: -37 (needs improvement)



6b. Evaluation of Solution 2 (Digital Transformation)
Digital transformation offers several clear advantages. First, it allows the business to reach customers beyond its immediate location, which is particularly important given the decline in foot traffic. A well-designed website can significantly improve the customer experience, making it easier to browse products and place orders.
Second, digital marketing provides an opportunity to strengthen brand visibility. Platforms such as Instagram are especially relevant for florists, as they allow businesses to present visually appealing content and attract new audiences.


7. The Best Solution and Why
Based on the evaluation, digital transformation emerges as the most suitable solution. It directly addresses the business’s main weaknesses, particularly its limited online presence and declining customer engagement.
Improving digital capabilities not only increases online sales but can also support in-store activity by raising brand awareness. In contrast, the subscription model, while promising, would be more effective if introduced after strengthening the digital foundation. Therefore, prioritising digital transformation represents a logical and strategic first step.

















8. Risk Analysis
	What could cause a risk?
	Likelihood    (1–5)
	Impact 
(1–5)
	Risk Factor   (L × I)
	Mitigation (reduce / minimise impact)

	Technical issues (website crashes)
	3
	4
	12 (Medium)
	Regular maintenance;  backup systems; IT support

	Data protection
	3
	5
	15 (High)
	Strong data protection policies; secure storage; staff training

	Cyber attack 
	3
	4
	12 (Medium)
	Cybersecurity software; regular updates

	Strong competition (online & local florists)
	4
	5
	20 (High)
	Unique branding; eco-focus; better online marketing

	Decline in customer demand
	5
	5
	25 (High)
	Develop online sales; delivery options; subscriptions;



Implementing digital transformation involves several risks. Financial constraints are a key concern, especially if the expected return on investment is delayed. Technical issues, such as website errors, could also negatively affect customer experience. Without a clear strategy, marketing efforts may not deliver the desired results. To reduce these risks, the business should adopt a gradual approach, test new features before full implementation, and monitor performance closely.





9. Implementation Plan

	Phase 1: Diagnostic and Planning (Month 1)
	· Full audit of the current website performance
· Identify key customer journey issues
· Define target audience segments

	Phase 2: Digital Development     (Months 2–3)


	· Redesign the website 
· Improve product presentation and visual branding

	Phase 3: Market Activation (Month 4)
	
· Implement SEO strategy to increase organic traffic
· Introduce promotional offers to attract first-time online buyers

	Phase 4: Optimisation (Months 5–6)





	· Introduce delivery enhancements
· Adjust marketing strategy
· Evaluate performance against KPIs












10. Key Performance Indicators (KPIs)

	Performance Category
	Key Performance Indicator (KPI)
	Strategic Target
	Rationale & Business Context

	Financial Performance
	In-store Revenue Growth Rate
	+15% Quarterly
	To mitigate the 30% decline in foot traffic and restore high-street profitability.

	Digital Presence
	E-commerce Conversion Rate
	3.5% - 5.0%
	To evaluate the effectiveness of the website redesign in converting traffic into sales.

	Market Expansion
	Subscription Service Enrollment
	25+ Active Units
	To address customer demand for recurring delivery models and ensure predictable cash flow.

	Marketing Efficiency
	Customer Acquisition Cost (CAC)
	<£12.00
	To optimize digital marketing spend while competing with Instagram-based boutiques.

	Brand Engagement
	Social Media Engagement Rate (ER)
	+8% Monthly
	TO transition from sporadic posts to a systematic digital strategy builds community ties.



Key Performance Indicators (KPIs) are measurable values that indicate how effectively an organization is achieving its key business objectives (Parmenter, 2015).





11. Effectiveness Measure of the Solution
The success of the chosen strategy can be evaluated by comparing sales data before and after implementation. Customer feedback will also play an important role in understanding whether the changes have improved the overall experience.
In addition, analysing the return on investment for marketing activities will help determine whether resources are being used effectively. A steady increase in online engagement and orders would indicate positive results.



















12. Conclusion
In conclusion, Green Haven Florists is currently facing a combination of internal and external challenges that threaten its long-term sustainability. However, the business still has strong foundations, including a clear brand identity and loyal customer base.
By focusing on digital transformation, the company can better respond to changing market conditions and improve its competitiveness. While other strategies, such as subscription services, may offer additional benefits, strengthening the digital presence should be the immediate priority.
With careful implementation and ongoing evaluation, this approach provides a realistic path towards recovery and future growth.
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