-Individual report-
Student name: Safayet Sojib Sheikh
Student ID: 2431467
Module name: LCLM4004
Assignment title: component 2 – case study: Green Heaven Florists



1. Introduction
Green Haven Florists is a small, independent flower shop located in Norwich, United Kingdom. Established in 2016 by partners Liam and Priya Patel, the business has built a strong local reputation for creating bespoke floral arrangements, using eco-friendly packaging, and maintaining close relationships with the local community. The company has traditionally relied on walk-in customers, word-of-mouth recommendations, and its ethical approach to sustainability to remain competitive within the local market. In recent years, however, the business environment in the retail flower industry has changed significantly. Consumer behaviour has shifted towards online shopping, with many customers now prioritising convenience, competitive pricing, and fast delivery services offered by large online flower retailers. As a result, small independent businesses such as Green Haven Florists face increasing pressure to adapt their business models in order to remain profitable and relevant. At the same time, rising operational costs, including higher flower prices and inflation, have further reduced profit margins. Over the past 12 months, Green Haven Florists has experienced a noticeable decline in in-store sales and overall revenue. Although online orders have increased slightly, they have not been sufficient to offset the reduction in footfall. These challenges highlight the need for strategic change to ensure the long-term sustainability of the business.
The purpose of this report is to analyse the key business problem facing Green Haven Florists and to evaluate two alternative solutions that could address these challenges. The report will then justify the most appropriate solution, conduct a basic risk analysis, outline an implementation plan, and discuss how the effectiveness of the chosen solution can be measured.

2. Business Problem Analysis

The primary business problem facing Green Haven Florists is a decline in in-store sales and profitability, with in-store sales falling by approximately 30% over the last 12 months. While online orders have increased slightly, they have not been sufficient to offset losses from reduced foot traffic. 
Several interrelated factors contribute to this problem. Firstly, consumer behaviour has shifted significantly towards online shopping, with customers favouring the convenience, pricing, and same-day delivery offered by large online flower retailers. Secondly, the shop’s physical location has suffered from reduced activity following the closure of nearby businesses, further decreasing walk-in traffic.

In addition, Green Haven Florists faces rising operational costs. Increases in flower prices, particularly imported varieties, alongside inflation and higher costs of sustainable materials, have placed pressure on profit margins. While sustainability remains a core brand value, it has become increasingly expensive to maintain
Customer feedback also highlights issues with the in-store experience, including a dated layout and limited delivery options. Internally, the business lacks strong digital marketing capabilities and relies heavily on word of mouth and occasional social media activity. Finally, new competitors including a tech savvy local florist and a national chain have intensified market competition.
Overall, Green Haven Florists must modernise its business model to remain competitive while preserving its ethical and community focused identity. 

3. Alternative Solutions

3.1 Solution 
1: Digital Transformation and Online Expansion

This solution focuses on strengthening Green Haven Florists’ digital presence. Key elements include developing a user-friendly e-commerce website, expanding delivery options, improving social media marketing, and introducing a flower subscription service.
An improved online platform would allow customers to browse products easily, place orders conveniently, and access flexible delivery options. Social media marketing, particularly on Instagram, would help attract younger and environmentally conscious consumers. A subscription service could provide recurring revenue and improve customer retention.
The advantages of this solution include increased market reach, reduced reliance on physical footfall, and improved competitiveness against online retailers. However, it requires upfront investment, digital skills development, and ongoing maintenance.

3.2 Solution 
2: Store Experience Enhancement and Community Engagement

This alternative focuses on revitalising the physical store. Improvements would include redesigning the shop layout, hosting workshops and events, collaborating with local businesses, and strengthening the brand’s community presence.
Enhancing the in-store experience could encourage repeat visits and reinforce Green Haven’s unique personal touch. Community events such as floral workshops could increase engagement and brand loyalty.

While this solution aligns well with Green Haven’s existing values, it does not fully address the growing preference for online shopping and may not significantly increase sales beyond the local area.

4. Evaluation of Alternatives and Chosen Solution

Both solutions address key issues but differ in long-term impact. Solution 2 strengthens the physical presence but remains limited by location and changing consumer habits. Solution 1, by contrast, directly responds to market trends and offers scalability and revenue diversification.
Therefore, Solution 1: Digital Transformation and Online Expansion is the most appropriate option. It enables Green Haven Florists to compete more effectively, reach new customer segments, and generate sustainable growth while still promoting its ethical values through online storytelling and branding.


5. Risk analysis of selection solutions
	Risk 
	Likelihood 
	Impact 
	Mitigation 

	High initial costs
	Medium 
	High 
	Phased implement and budgeting 

	Lack of digital skills 
	Medium 
	Medium 
	Staff training or outsourcing 

	Low online adoption 
	Low 
	Medium 
	Targeted digital marketing 

	Delivery issues
	Medium 
	High 
	Partner with reliable local couriers



6. implementation plan 
The implementation of the selected digital transformation strategy will take place over a six-month period to ensure manageable change and minimal disruption to daily operations. The first stage will focus on preparation and development. During the initial two months, Green Haven Florists will commission the development of a user-friendly e-commerce website that reflects the company’s brand values and sustainable ethos. This phase will also involve selecting reliable local delivery partners and providing basic digital training to both owners to ensure they are confident in managing online orders, website updates, and customer enquiries.
The second stage, occurring in months three and four, will focus on the launch and promotion of the new digital services. The e-commerce website will be officially launched, allowing customers to browse products, place orders, and select flexible delivery options. At the same time, a flower subscription service will be introduced to encourage repeat purchases and generate recurring revenue. Digital marketing activity will increase during this phase, with a stronger focus on social media platforms such as Instagram to raise brand awareness and attract new customers.
The final stage, taking place in months five and six, will involve monitoring performance and making necessary adjustments. Sales data, website traffic, and customer feedback will be reviewed to assess the effectiveness of the digital strategy. Based on this analysis, improvements may be made to the website design, product offerings, or marketing approach. This phased implementation ensures that Green Haven Florists can gradually adapt to the new business model while maintaining operational stability.

7. Measuring Effectiveness

The effectiveness of the chosen digital transformation strategy will be measured using a range of performance indicators that reflect both financial performance and customer engagement. One of the primary measures will be the growth of online sales, as an increase in revenue generated through the e-commerce platform will indicate successful adoption by customers. This will be monitored monthly to identify trends and assess whether online sales are compensating for the decline in in-store purchases.

Website analytics will also be used to evaluate effectiveness. Data such as website traffic levels, conversion rates, and average order value will provide insight into customer behaviour and the usability of the online platform. Higher levels of website engagement and improved conversion rates will suggest that the website design and product offerings meet customer expectations.
Customer retention and loyalty will be measured through repeat purchase rates and the number of customers subscribing to the flower subscription service. A growing subscription base will indicate long-term customer commitment and provide evidence of stable recurring income. In addition, customer feedback collected through online reviews, surveys, and social media interactions will be analysed to assess satisfaction with product quality, delivery reliability, and overall service. Social media engagement will serve as a further indicator of success. Increases in follower numbers, likes, comments, and shares will demonstrate improved brand visibility and customer interaction. Finally, overall business performance will be reviewed by comparing profit margins and total revenue before and after implementation. Together, these measures will allow Green Haven Florists to evaluate the success of the strategy and make informed decisions for continuous improvement. 

8. Conclusion
In conclusion, Green Haven Florists is experiencing challenges due to increased competition, rising costs, and changes in customer buying habits. Fewer customers are visiting the shop, which has reduced sales and affected profitability. This report identified digital transformation as the most suitable solution, as it allows the business to reach more customers and offer greater convenience through online ordering and delivery services. By carefully implementing this strategy and monitoring its performance, Green Haven Florists can improve sales, remain competitive, and support long-term sustainability while maintaining its core values.
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