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Introduction 
This report analyses the current business challenges faced by Green Haven Florists, a small independent flower shop based in Norwich, UK. The report aims to identify the core reasons behind the business’s recent decline in revenue and foot traffic and to evaluate strategic solutions that could improve its long-term sustainability. Key business concepts such as digital transformation, competitive advantage, and customer value proposition are applied throughout. Digital transformation refers to the integration of digital technologies into business operations to improve efficiency and customer experience. The report concludes by recommending a viable solution supported by risk analysis, implementation planning, and performance measurement tools.


[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists has experienced a significant 30% decline in in-store sales over the past 12 months, indicating a serious business performance issue. While online orders have risen slightly, this growth has been insufficient to offset reduced foot traffic. One key cause is the changing retail environment, with customers increasingly favouring online shopping due to convenience, price competitiveness, and same-day delivery options offered by large national flower retailers.
Additionally, Green Haven’s high-street location has become less attractive due to nearby business closures, reducing walk-in customers. Rising operational costs have further intensified the problem. The prices of imported flowers have increased due to inflation and supply chain disruptions, while sustainable materials—central to Green Haven’s ethical brand—have also become more expensive.
Internally, the business faces digital capability gaps. The website is outdated and difficult to navigate, limiting online conversion rates. A lack of structured digital marketing has reduced visibility, particularly when compared to competitors with strong social media presences. Increased local competition from both boutique florists and national chains has eroded Green Haven’s market share, making it essential for the business to modernise and differentiate itself strategically.

[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A 
Solution A involves investing in a comprehensive digital transformation strategy. This includes redesigning the website, improving mobile functionality, introducing online subscriptions, and offering flexible delivery options such as same-day and scheduled deliveries. Social media marketing, particularly Instagram, would be used to promote bespoke arrangements and sustainability values.
PMI Analysis – Solution A
· Plus: Increased online visibility, improved customer convenience, access to wider markets, and better competitiveness.
· Minus: High initial costs, learning curve for owners, and reliance on technology.
· Interesting: Opportunities for data-driven marketing and personalised customer experiences.
This solution directly addresses declining foot traffic by shifting focus to online channels where consumer demand is growing. It also helps Green Haven compete with national chains by offering convenience while maintaining its unique ethical brand.

Solution B 
Solution B focuses on strengthening Green Haven’s local presence through workshops, in-store events, partnerships with local businesses, and eco-conscious branding. Activities such as floral arrangement classes and collaborations with wedding planners would reinforce the shop’s community identity.
PMI Analysis – Solution B

· Plus: Stronger customer loyalty, enhanced brand image, and lower technological investment.
· Minus: Limited scalability and continued dependence on physical foot traffic.
· Interesting: Potential to position Green Haven as a lifestyle brand rather than just a retailer.
This solution leverages Green Haven’s existing strengths in personal service and sustainability. However, it does not fully address changing consumer behaviour towards online purchasing and may limit growth potential.


Justification for Selected Solution
Solution A is the most appropriate strategy for Green Haven Florists. While Solution B strengthens community engagement, it does not sufficiently address the broader market shift towards online shopping. Solution A was weighted more heavily on market reach (40%), revenue growth potential (35%), and long-term sustainability (25%), making it the stronger option overall. Digital transformation enables Green Haven to remain competitive, attract new customer segments, and reduce reliance on declining high-street foot traffic. Although it requires upfront investment, the long-term benefits outweigh the risks.


[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The primary risks associated with Solution A include financial strain from initial investment costs, lack of digital expertise, and potential resistance to change. Risk criteria were assessed based on likelihood, impact, and controllability. Financial risk is moderate but manageable through phased implementation. Skills-related risks can be mitigated through training or outsourcing digital marketing tasks. Technological risks are relatively low due to the availability of user-friendly platforms. Overall, the risks are acceptable and proportionate to the potential strategic gains.
Plan to Implement the Selected Solution
The implementation of Solution A will follow a phased approach to minimise disruption and manage costs effectively. The first phase involves upgrading the website, prioritising mobile responsiveness and user-friendly navigation. This task should be outsourced to a professional web developer and completed within two months, as the website forms the foundation of all online activities.
The second phase focuses on introducing online services, including subscription packages and flexible delivery options. Liam will oversee logistics and supplier coordination, while Priya will manage customer communication and service design. This phase should take one month and builds directly on the improved website infrastructure.
The third phase involves launching a digital marketing campaign, primarily on Instagram and Facebook. Responsibilities will be shared, with Priya creating content aligned with the brand’s eco-friendly ethos and an external consultant managing paid advertisements. This phase is scheduled to run continuously but should show early results within three months.
Tasks are ordered to ensure operational readiness before promotion begins. Responsibilities align with each partner’s strengths, ensuring accountability and efficient execution.

Means of Measuring Effectiveness of Implementation of Selected Solution
The effectiveness of Solution A will be measured using clearly defined Key Performance Indicators (KPIs) and SMART objectives. Key KPIs include website traffic, online conversion rates, monthly online revenue, social media engagement, and customer retention rates. These indicators were selected because they directly measure digital performance and revenue growth.
SMART objectives include increasing online sales by 25% within six months, achieving a 15% increase in website traffic within three months, and securing 50 subscription customers within four months. These objectives are Specific, Measurable, Achievable, Relevant, and Time-bound, ensuring clear performance tracking.
By aligning KPIs with strategic objectives, Green Haven can monitor progress, identify gaps, and make informed adjustments. This measurement framework ensures accountability and supports continuous improvement

Conclusion
This report examined the challenges faced by Green Haven Florists and identified declining foot traffic, rising costs, and increased competition as the core issues affecting performance. The analysis highlighted the impact of changing consumer behaviour and insufficient digital capabilities. Two strategic solutions were evaluated: digital transformation and community-centred differentiation.
The findings demonstrate that while community engagement remains important, digital transformation is essential for long-term sustainability. Solution A was selected due to its superior ability to expand market reach, improve competitiveness, and generate sustainable revenue growth. Although risks exist, they are manageable through phased implementation and targeted investment.
Key findings include the need for improved online presence, the importance of aligning strategy with consumer trends, the value of measurable performance indicators, and the necessity of balancing sustainability with profitability. By adopting Solution A, Green Haven Florists can modernise its operations while preserving its ethical identity, positioning the business for future success

Key Findings
[bookmark: _Hlk208302504]This report identified several critical findings regarding the challenges and future direction of Green Haven Florists. Firstly, the primary cause of declining performance is the significant shift in consumer behaviour towards online purchasing, which has reduced high-street foot traffic and disadvantaged businesses with limited digital presence. Secondly, increased operational costs—particularly for imported flowers and sustainable materials—have placed additional pressure on profit margins, highlighting the need for improved efficiency and revenue diversification.
Thirdly, competitive analysis revealed that Green Haven’s strongest disadvantage lies in its underdeveloped digital capabilities when compared to both national chains and boutique competitors with strong social media engagement. Fourthly, while Green Haven’s ethical values, bespoke products, and community reputation remain key strengths, these alone are no longer sufficient to sustain growth without digital integration.
Finally, the evaluation of strategic alternatives demonstrated that digital transformation offers the greatest potential for long-term sustainability. Enhancing the website, introducing online subscriptions, and implementing structured digital marketing were identified as the most effective actions to increase market reach, improve customer convenience, and restore revenue growth while maintaining the business’s eco-friendly identity
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