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Introduction 
Green Haven Florists is a small, independent flower shop based in Norwich, UK, established in 2016 by partners Liam and Priya Patel. The business built a strong reputation for its bespoke floral arrangements, commitment to eco-friendly practices, and close ties to the local community. By catering to a diverse customer base including walk-in clients, corporate customers, and weddings.
However, in recent years, the business has faced increasing challenges due to shifts in consumer behaviour, rising operational costs, and intensifying competition.
This case examines the key issues impacting Green Haven Florists, focusing on both external market pressures and internal operational limitations.
[bookmark: _Hlk205982484] the Specific Business Problem
I will Provide a brief overview of the case study and Summarise the various causes that contribute to the problem.
Green Haven Florists is facing a mix of external pressures and internal limitations that together explain its recent decline. Here’s a clear breakdown of the nature and scope of the key issues affecting the business:
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A: Digital transformation

The first solution is to invest in digital transformation and e-commerce development. This would involve redesigning the company’s website to make it more user-friendly, visually appealing, and mobile-responsive. Introducing features such as online ordering, same-day or scheduled delivery options, and subscription services, money bouquets could help attract and retain customers. In addition, implementing a stronger digital marketing strategy through social media platforms such as TikTok, Instagram and targeted online advertising, should enable the business to compete more effectively with online retailers and increase brand visibility.
· Conduct a PMI analysis for solution A
Advantages:
Digital transformation would significantly improve Green Haven Florists’ online presence, making it easier for customers to browse products and place orders. A modern, user-friendly website with features such as mobile compatibility, delivery scheduling, and subscription services could increase online sales and help offset declining in-store revenue. Enhanced digital marketing efforts, including social media, would boost brand visibility and attract new customers beyond the local area. 

Disadvantages:
Implementing digital upgrades requires a substantial initial investment in website development, technology, and marketing, which may be difficult given the business’s current financial straggles. There may also be a learning curve for Liam and Priya, as they currently lack experience in digital marketing and e-commerce management. Increased reliance on online operations could lead to additional costs, such as website maintenance, advertising expenses, and delivery logistics. 
Considerations:
This solution opens opportunities for innovation, such as personalised online experiences, and customer loyalty programmes. It could also allow Green Haven to expand its reach beyond Norwich, potentially have pop up flowers stand in train stations. However, moving online may shift the business away from its traditional, personal in-store experience, so it will be important to maintain its brand identity digitally.
Solution B 
The second solution is to strengthen differentiation through its sustainability and personalised service. Green Haven can further emphasise its eco-friendly option by promoting locally sourced flowers, biodegradable packaging, and low-waste practices as key selling points. This could be combined with offering premium, customised floral experiences such as workshops, event styling, and bespoke subscription packages.
· Conduct a PMI analysis for solution B
Advantages:
Focusing on sustainability and bespoke services reinforces Green Haven Florists’ unique selling proposition, helping it stands out from mass-market and competitors. By emphasising eco-friendly practices such as locally sourced flowers and biodegradable packaging, the business can appeal to environmentally conscious consumers who value ethical purchasing. Personalised offerings, including custom arrangements, workshops, and event styling and money bouquets can enhance customer experience and build stronger relationships and loyalty. This approach also allows Green Haven to justify premium pricing, improving profit margins despite higher costs.

Disadvantages:
Targeting a niche market may limit the overall customer base, especially during periods of economic uncertainty when consumers are more price sensitive. Premium pricing could drive away some existing customers who may switch to cheaper alternatives. Additionally, expanding personalised services such as workshops or bespoke orders may require more time, skilled labour, and resources, potentially increasing operational complexity. There is also a risk that competitors could replicate some eco-friendly practices, reducing differentiation over time.
· Justify how it will resolve the specific business problem.
This strategy creates opportunities to build a strong brand identity on sustainability and community engagement. Collaborations with local suppliers or events could further strengthen the business. It may also open additional revenue streams, such as hosting classes or subscription-based “ethical flower” packages and pop up in train stations. However, success depends on effectively communicating these values to customers, so they clearly understand the added value behind higher prices. If executed well, this approach could create a loyal customer niche and long-term brand resilience.

Justification for Selected Solution
The most appropriate course of action for Green Haven Florists is to prioritise Solution A: Digital Transformation and E-commerce Development, while incorporating elements of sustainability from Solution B.
The reason for selecting this solution is that the main cause of the business’s decline is the shift in consumers towards online purchasing. With a 30% drop in in-store sales and reduced high street foot traffic, relying on physical sales is no longer sustainable. By investing in a modern, user-friendly website and offering features such as online ordering, delivery options, and subscription services, Green Haven can directly respond to changing customer expectations and recover lost sales.

· Justify and defend this preferred solution
The digital transformation is justified because it directly addresses the root causes of declining sales, aligns the business with current market trends, and provides the greatest potential for sustainable long-term growth.



[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Based on the results from your Risk Analysis:
· Developing a new website, adding e-commerce features, and investing in digital marketing can be costly.
· Digital marketing campaigns may not generate enough engagement or sales if not managed properly.
these criteria provide a balanced and realistic framework for decision-making, ensuring the chosen solution addresses the root problems while remaining achievable and beneficial in the long run.
Plan to Implement the Selected Solution
[bookmark: _Hlk205981406]Based on the Implementation Plan you have provided: 
To successfully implement digital transformation, Green Haven Florists should follow a phased and structured plan to minimise risk and ensure effective execution:
      Analyses competitors’ websites and online services.
      Redesigning the website to be friendly user, easy to navigate and visually appealing.
      Establish efficient delivery systems (local delivery routes or courier partnerships).
Means of Measuring Effectiveness of Implementation of Selected Solution
 Based on the KPI and SMART Objective table you have provided:
Explanation and Defence of Key Performance Indicators (KPIs)

The selected Key Performance Indicators (KPIs) are appropriate because they directly measure the success of Green Haven’s digital transformation and differentiation strategies.
Firstly, the website traffic and conversion rate are essential for evaluating the effectiveness of the redesigned website and e-commerce functionality. An increase in traffic would indicate improved brand visibility through digital marketing, while a higher conversion rate would show that the website is successfully turning visitors into paying customers. These KPIs are therefore closely aligned with the objective of expanding online sales.
Secondly, social media engagement (likes, shares, comments, and follower growth) is a relevant KPI for assessing the impact of marketing efforts on platforms such as TikTok and Instagram. High engagement suggests that content is resonating with the target audience, which is crucial for building brand awareness and attracting new customers in a competitive online market.
Explanation and Defence of SMART Objectives
The SMART objectives are effective because they provide clear, structured targets that guide decision-making and allow performance to be monitored over time.
Firstly, the objectives are Specific, as they clearly define what the business aims to achieve, such as increasing online sales, improving website performance, or expanding subscription services. This removes ambiguity and ensures all stakeholders understand the goals.
Secondly, they are Measurable, as each objective is supported by quantifiable targets (e.g. percentage increase in sales, number of subscribers, or engagement rates). This allows progress to be tracked using the KPIs identified, making it easier to evaluate success.
Conclusion:
In conclusion, Green Haven can improve its competitiveness and long-term performance by implementing both digital transformation and differentiation strategies. Investing in e-commerce development and digital marketing will enable the business to expand its online presence, reach a wider audience, and increase sales. At the same time, strengthening its focus on sustainability and personalised services will allow Green Haven to stand out in a competitive market and build stronger customer relationships.
[bookmark: _Hlk208302504]
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The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

Increase online sales



Grow social media presence
	

Achieve a 25% increase in online sales revenue

Expand marketing on TikTok and Instagram
	

Realistic with improved marketing, and delivery options


Achievable with consistent content and ads
	

Supports digital transformation and revenue growth

Boosts brand awareness and attracts new customers
	


Within 6 months




Within 6 months
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