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Introduction
This report analyses the business problems faced by Green Haven Florists, a small independent flower shop based in Norwich, UK. In recent months, the business has experienced a clear decline in sales and customer visits. The aim of this report is to explain the main business problem, suggest two possible solutions, and evaluate them using a structured decision-making tool. The report then selects the most suitable solution, analyses possible risks, explains how the solution can be implemented, and discusses how the success of the solution can be measured.
Brief Explanation of the Business Problem
Green Haven Florists has faced a 30% drop in in-store sales over the last 12 months. This decline has caused financial pressure and raised concerns about the long-term survival of the business. One major reason for this problem is the change in customer shopping behaviour. Many customers now prefer to buy flowers online because it is faster and easier. Large online flower companies offer same-day delivery, lower prices, and regular discounts, which attract customers away from small shops.

Another important factor is the decline of the local high street. Several nearby businesses have closed, which has reduced foot traffic in the area. As a result, fewer people walk past or visit Green Haven Florists. Also, two new competitors have entered the market: a boutique florist with strong social media marketing and a national chain with aggressive pricing.

Rising costs have also added to the problem. The price of imported flowers has increased due to inflation and supply chain problems. At the same time, Green Haven’s commitment to eco-friendly materials has become more expensive. Customer feedback shows that while product quality is still valued, the website is outdated and difficult to use. Together, these internal and external factors have caused declining sales and reduced affordability.





Two Alternative Solutions
Solution A: Digital Transformation and Online Sales Expansion
Solution A focuses on improving Green Haven Florists’ digital presence. This includes redesigning the website, adding a user-friendly online ordering system, offering flexible delivery options, and introducing a flower subscription service. The business would also invest in basic digital marketing, such as social media advertising and search engine visibility.

This solution responds directly to changing customer behaviour. According to Kotler and Keller (2016), businesses must adapt their marketing strategies to meet customer needs and preferences. By improving online services, Green Haven can reach a wider market beyond walk-in customers. A PMI analysis for this solution is shown in Appendix 1.
Solution B: Community-Focused Differentiation Strategy
Solution B focuses on improving Green Haven Florists’ local identity. This would involve hosting flower-arranging workshops, working with local cafés and businesses, and promoting the shop’s sustainability values through storytelling. The aim is to increase customer loyalty and create a strong emotional connection with the local community.

Porter (2008) explains that differentiation can help small businesses compete by offering unique value. However, this solution depends heavily on customers visiting the physical shop. With declining foot traffic, the impact of this approach may be limited. A PMI analysis for this solution is provided in Appendix 2.

Justification for Selected Solution
Solution A is the most appropriate solution for Green Haven Florists. It directly addresses the main causes of declining sales, such as reduced foot traffic and increased online competition. Unlike Solution B, which depends on physical visits, Solution A allows the business to reach customers who prefer online shopping.


When evaluating both options, greater weight was given to market reach, revenue growth, and long-term sustainability. Solution A scored higher in these areas because it offers scalability and better alignment with current consumer trends. Although Solution B supports brand values, it does not fully solve the core problem. For these reasons, Solution A is the preferred choice.

Risk Analysis of the Selected Solution
Implementing digital transformation involves several risks. The main financial risk is the cost of website development and digital marketing. There is also a skills risk, as the business owners have limited experience with digital tools. In addition, there is competitive risk from larger online retailers.

The risk analysis in Appendix 3 uses likelihood and impact as criteria. These risks can be reduced by using external experts, setting a clear budget, and implementing changes in stages. Overall, the risks are manageable and acceptable when compared to the potential benefits.
Plan to Implement the Selected Solution
The implementation of Solution A should take place over a six-month period. In the first month, Liam and Priya should set clear objectives, define the budget, and decide on success measures. This planning stage is important to avoid overspending and confusion later.

During months two and three, a professional website developer should be hired to redesign the website. This includes mobile optimisation, online payment systems, and easy navigation. This task is justified because it reduces technical risk and saves time.

In month four, delivery options and subscription services should be introduced. Local delivery partners should be chosen to maintain sustainability values. Staff training should also take place so that employees can manage online orders confidently.
In months five and six, digital marketing activities should begin. Priya should manage social media content, while Liam oversees operations and suppliers. This phased approach ensures that systems are ready before promotion begins.


Measuring the Effectiveness of Implementation
The success of the selected solution will be measured using Key Performance Indicators (KPIs) and SMART objectives, shown in Appendix 4. Key KPIs include website traffic, online sales revenue, conversion rates, and subscription sign-ups. These indicators are relevant because they directly measure digital performance.

SMART objectives include increasing online sales by 25% within six months and achieving a 3% website conversion rate within three months. These objectives are specific, measurable, achievable, relevant, and time-bound. Customer reviews and short online surveys will also be used to gather feedback and improve services.
Conclusion
This report identified the key challenges facing Green Haven Florists, including declining foot traffic, increased competition, rising costs, and an outdated digital presence. Two alternative solutions were evaluated, and digital transformation was selected as the most effective option.

The report showed that although risks exist, they can be managed through careful planning and phased implementation. Clear KPIs and SMART objectives were proposed to measure success. If implemented effectively, this solution will help Green Haven Florists improve competitiveness, increase sales, and achieve long term sustainability.
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Appendices
Appendix 1: PMI Analysis – Solution A
Plus: Wider market reach; improved convenience; higher online sales potential.
Minus: Setup costs; need for digital skills.
Interesting: Opportunity for subscriptions and data-driven marketing.
Appendix 2: PMI Analysis – Solution B
Plus: Strong community ties; brand loyalty.
Minus: Limited reach; dependent on foot traffic.
Interesting: Potential for local partnerships.
Appendix 3: Risk Analysis Matrix
Risk: High setup cost – Medium likelihood, High impact.
Risk: Lack of skills – Medium likelihood, Medium impact.
Risk: Strong competition – High likelihood, Medium impact.
Appendix 4: KPI and SMART Objectives
KPI: Online sales revenue; Website traffic; Conversion rate.
SMART Objective: Increase online sales by 25% in 6 months.
SMART Objective: Achieve 3% conversion rate in 3 months.
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