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INTRODUCTION
 Green Haven is a small independent flower shop based in Norwich Uk, established in 2016 by the partners Liam and Priya Patel. The business known for its bespoke floral arrangement and environmentally friendly approach. However, the business has recently experienced a significant downturn in revenue and foot traffic with rising operational cost and increased competition from online flower delivery services. The owner is now faced with challenge of transforming their business into retail environment.
This report aims to analyse the key issues affecting the business particularly the decline in in-store sales and to identify the main causes of this problem.it will then propose two alternative solutions
· Solution one: Improving Digital Presence
· Solution two: Introducing Subscription based Loyalty Services
This solution will evaluate using appropriate tools to recommend the effective strategy to improve performance and ensuring long-term sustainability in competitive retail environment. (kotler, 2016)











[bookmark: _Hlk205982484]Brief Explanation of the Business
“Green Haven florist are  currently facing a significant decline in in- store sales with a reporting  of 30% decline over the past 12 months this issue is largely driven by changing consumer behaviour ,as custumers increasingly prefer online shopping due to convenience, it is increasingly prefer online shopping due to convenience ,competitive pricing and faster delivery and discount making it difficult for small business to compete effectively (Kuehne., 2025)
Additionally, the company is experiencing rising operational costs, particularly in sourcing fresh flower and maintaining its commitment to sustainable materials ,these increased costs are reducing profit margin and placing financial pressure on the business (Christoper, 2016)The shops physical location has also seen a reduced foot traffic due to nearby business closure ,further impacting sales
Another major issue is the company’s weak digital pressure .its  outdated website and limited digital marketing reduced its ability to reach a modern consumers .Research shows that Businesses  without strong online platform  struggle to compete in  todays ‘market (Ellis-chadwick, 2019)                                                                                                                    
  Overall, these factors have contributed to declining sales and highlights the need of strategic change.
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[bookmark: _Hlk205982497][bookmark: _Toc227915758][bookmark: _Toc227915836][bookmark: _Toc227915925]Two Suggested Solution
Solution A: Improve Digital Presence
Solution A is focused on developing a strong online presence through the modern website. ‘The floral industry has experienced significant digital evaluation, consumer trends and reshaping the global floral industry highlights the important of the digital Presence as the primary channel of the customers (Bursting Buds, april 14 2026) 
Expanding sales: new sources like TikTok Shop Deliveroo and Uber Eats are             transforming how florists connect with the customers especially younger, tech- savvy audiences TikTok shop merges e-commerce with entertainment, allow florists to show case through engaging videos while enabling direct purchases. (Wakerley, 2025)
Research also shown that online flower shops in the U.S are growing faster than economy itself.as e commerce is increasingly popular, and even bricks-and mortar florists are relying on online research to bring in more customers the digital marketing for florists in all sectors of the digital marketing florists in all sector of the industry cannot be ignored. (TEAM, 2021).
*The PMI Analysis Explain in appendix 1*                                                                                                          

Solution B: Subscription Loyalty services.
A Subscription based loyalty program is model where customer pay a regular   subscription fee to access exclusive benefits, discount or services. These programs generate consistent revenue for business and create a sense of exclusivity 
and loyalty by offering premium rewards founded by subscription fee. (loyalty, 2024) this program providing the business with consistent and predictable revenue stream the loyalty scherms can also giving  customers a choice and control over their relationship with the business and will make retaining their loyalty easier since they will see you meeting needs .as the ad goes, if you love something ,see it free-but try some subscription -based Customer Retention tactics first so they come back (Stam, 2026) this approach allows Green haven to standout rather than  compete on price with large retailers.
*The PMI Analysis explain in appendix 


[bookmark: _Toc227915759][bookmark: _Toc227915837][bookmark: _Toc227915926]      Justification for Selected Solution
The Preferred solution is the solution A :Improve the digital presence ,it is the most appropriate action because digital marketing lies in its ability to help business reach the right audience at the right time (state, 2026) digital marketing ensures that business appears when costumer are looking for solution, whether through media or paid ads business can stay visible throughout the customer journey
Another key reason why digital marketing is most efficiency, compared   to subscription loyalty services digital allows business to spend money wisely and trach result accurately. It’s also improved brand credibility, when customer see a business consistently online with useful content review while solution B improves customer retention, it does not significantly attract new customer “more than a third cancel in less than three months or 40% of subscription  and over half cancel within six months (Walker, 2024).


Risk Analysis of the Selected Solution
As discussed, digital transformation or an enhanced digital presence can significantly change how a business operates and delivers value to its customers, However, it’s also important to consider the risks associated with this transition (Sushmith, 2024)

One major risk is Cybersecurity threats, which are increasingly relevant in the context of digital transformation. With the expansion of global reach and online operation business face a higher likelihood of the data breaches and unauthorized access to sensitive and critical information
In addition, operational disruption is another key risk during the transforming process.  Implementing new technologies may temporarily affect business leading to potential downtime and reduced productivity be prepared for the possible downtime and impact on productivity. To mitigate this risk  (Eng, 2025)  the green haven must have comprehensive risk management plan.


Implementation plan for Selected Solution:
The implementation of the selected solution will fallow a structure approach.   
  1: It is necessary to understand of your available funds and the task ahead, review the financial requirement for digital transformation project, covering both capital expenditure and operational cost, consider various factor such soft software licences, hardware upgrades, personal training and consultancy fee to ensure an accurate estimation of expenses
2: Get the right people, the digital transformation is not an individual journey but rather a collaborative effort that requires expertise of individual from diverse backgrounds workforce transformation, including reshaping workgroups title it’s a crucial to ensure the right people to engaged and empowered its need to assemble a cross- functional team.
3.Understand your Industry and Business Model, it’s essential to examine the current business model from digital transformation perspective to pinpoint areas worthy of innovation and advancement. This allows you to identify strategic opportunities   for exploiting technology to drive efficiency, improvement and sustainable growth
4: Implement Digital Technologies, when it’s come to implementing digital technology for digital transformation its need to translate the plan into action by carefully selecting digital solution that align with a strategic objective, (white, 2024)
5: Finally, digital marketing should be launched, including social media promotion and the targeted advertising this will help drive traffic to the website and increase sales            responsivities should be clearly allocated. Liam will manage the logistic and supply chain focusing on the new delivery and the inventory management.





[bookmark: _Hlk205982530]
KPI Explanation
The KPI and smart table outline is a structured and realistic plan for improving business performance through digital marketing, each element of the smart framework specific measurable attainable relevant, and time-bound works together to ensure the objectives are clear, trackable and achievable
The objectives are specific because it clearly focuses on the launch of a new digital marketing strategy it identifies exactly what action will be taken, which align the team and avoid confusion.
It is measurable through key indicators such as increased online sale and improve d conversion rates from the current baseline. These metrics are essential because they allow the business to track progress, evaluate success and make data-driven decisions. Without measurable outcomes, it would be difficult to determine whether the strategy is effective.
The object is also attainable as is relies on the use digital expertise and effectives tools this suggest that business must access to the necessary skills and resources, making goal realistic, setting achievable goals is important to maintain motivation.
The relevance directly addresses the key challenge facing the business such a declining in -store sales and increased online competition, by focus on digital marketing, The Green haven florists is adapting the changing consumer behaviour and market trends, which strengthen its competitive position.
Finally, the time -bound with a clear target of achieving the result within six months of the launching the strategy this creates urgency, encourages consistent monitoring and helps the plan remain a priority.
Overall KPI AND Smart Objectives are essential tools for measuring strategic performance and business success (Robert S, 1996)

 


Conclusion
The report has identified that the business is currently facing an obstacle due to various component. A key objection in the case study is if the success rate increase, it’s proving that PMI Evaluation is optimal decision it prove that digital transformation remove the barrier, the existing risk involves financial difficulties will be handed with systematic planning and expert assistance, the implementation plan for execution will establish KPI AND Smart objectives provide measurement method.
Overall, the problem strategically will improve the performance and sustainability.
Key findings 
Primary Issue- 30% present drop in-store sales
Top Solution- A complete digital transformation 
Core Strategy-Leverage the “sustainable ethos” as unique selling point.
Action Plan-A 4 Month implementation focusing on mobile-friendly e-commerce
And local partnerships
Success Metric- Success will be measured by a conversion rate
Goal to ensure the digital investment yield high return                                                                   
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Appendix 1: PMI-Solution A 
	    
	  
	

	 Increased Visibility
Improve customers convenience
Higher potential of sales
	Cyber-security treats
Operational destruction while transforming 

	Long term revenue growth potential

	Allow the business to target younger digital active customer
	Initial cost, the ongoing marketing expenses
	Business becomes less dependant on a physical footfall




Appendix 2: PMI-Solution B
	    
	  
	

	
Stronger customer’s relation
Increased retention 
Stable income
	
Its need efficient 
Logistic and inventory
Management to meet the regular demand
	
Stable income 
Stream but slower 
slower

	
Differentiates the business by offering personal services
	
Risk that initial uptake maybe low
	
Operational adjustment 
And carefully panning




   PLUS+                 
    MINUS-
INTERESTING




Appendix 3: Risk Analysis
	Risk
	Impact
	Likelihood
	Mitigation

	Financial risk 
The cost of development and marketing may exceed the immediate return on investment 
Strain cash flow further 
	
	
	
The shop can use as
Modular web platform to keep initial cost low

	Operational risk 
Transitioning to same day
Delivery may overwhelm
Current staff or lead to logistic errors, damaging the brands reputation for quality 
	
	
	
Neutralized by partnering with local carbon neutral 
Courier service




High -
Medium -
Low -










     

Apendix:4 Implementation Plan

	
   Task
	
Timeline
	
Responsibility

	Planning &Setup 
They should define the objectives budget and the priorities. They should
Select design of the website
	
Month 1-2
	
Liam and Priya

	Development & launch.
The new website should be launch with improve navigation, mobile social media campaign
	
Month 2-4
	
Liam and Priya

	
Promotion & Optimisation
Digital marketing should expand through paid; ads email (Ellis-chadwick, 2019)campaign
	
Month 5-6
	
Liam and Priya














KPI+ SMART OBJECTIVES 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Launch of the new digital marketing



	
Increase online sales Conversion rate from its current baseline 
	

Digital expert and the Patel’s

 Use the effective tools.





	
Response to the declining -in store sales
And the online competition


	
Target to achieve within six months after
The new digital marketing 
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