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1. Introduction


Green Haven Florists is an independent flower retailer based in Norwich, UK, recognised for bespoke floral arrangements and sustainable business practices. Despite its strong reputation and loyal costumer base, the company has experienced a significant  decline in in-store sales, driven by costumer behaviour and increased digital competition. This report evaluate the challenges faced by the business and proposes strategic solutions to improve performance. Emphasis is placed on digital transformation and costumer engagement strategies, supported by academic theory and industry practice ( Chaffey, 2022). The aim is to identify a feasible and sustainable solution to enhance both online and overall sales performance.





2. Problem Analysis 


Green Haven Florists faces a 30% decline in in-store sales, due to reduced foot traffic and a shift toward online purchasing behaviour. This reflects wider retail trends where convenience and digital accessibility influence consumer decisions (Laudon & Traver, 2021). Additionally the business suffers from an outdated website and limited digital marketing presence, reducing its competitiveness. Rising operational costs, especially for imported flowers and sustainable materials, have also strained profitability. Increased competition from both online retailers and local businesses with strong social media engagement has intensified pressure. Overall, the main issue is the company’s limited adaptation to digital transformation, restricting its ability to capture evolving market demand.











3. Proposed Solutions 




· Solution 1: Develop a modern E-commerce Platform with subscription services

Green Haven should develop a modern, user-friendly e-commerce platform that enables customers to browse, customise and purchase products online. The platform should include subscription services (for example weekly or monthly flower deliveries), which will enhance customers loyalty. Research shows that  subscription models improve retention and lifetime customer value (Kotler & Keller, 2016). Additionally, flexible delivery options such as same-day delivery would improve competitiveness. This solution addresses declining foot traffic by shifting focus towards digital sales and convenience.




· Solution 2: Digital Marketing Strategy

The business should implement a structured digital marketing strategy, focusing on social media platforms such as Instagram and Facebook. Content marketing, search engine optimisation(SEO) and targeted advertising would increase brand awareness and customer engagement. Social media is particularly effective for visually driven industries like floristry, enabling businesses to showcase products and build emotional connections with customers (Chaffey, 2022). Collaborations with local influencers and businesses could further expand reach. This solution addresses low brand visibility and helps attract new customers while retaining existing ones.



















4. Evaluation of Solutions (PMI Analysis)


Solution 1: E-commerce platform

	What is good
	What is bad
	What is interesting

	· Expands customer base beyond local foot traffic

	· Initial setup cost( website development, logistics)
	· Potential to scale nationally 


	· Increases convenience for customers
	· Requires technical skills and maintenance
	· Enables personalised customer experiences

	· Generates consistent income through subscriptions 
	
	





 Solution 2: Digital marketing strategy

	What is good
	What is bad
	What is interesting

	· Cost-effective promotional method
	· Requires time and consistent effort
	· Can highlight sustainability values 

	· Builds brand awareness and engagement
	· Results may take time to materialise
	· Enables direct interaction with customers

	· Supports customer engagement
	
	








5. Preferred solutions

The preferred solution is the first one, the development of e-commerce platform with integrated subscription services. While digital marketing is essential, its effectiveness depends on having a strong online sales infrastructure. The e-commerce platform directly addresses the declining sales by enabling customers to purchase conveniently and regularly. Subscription services also provide financial stability through predictable income streams. Furthermore, this solution aligns with current consumer trends favouring convenience and digital accessibility (Laudon & Traver, 2021). Therefore it represents the most impactful and sustainable approach for long term business growth. 




6. Risk Analysis 

The implementation of an e-commerce platform involves several risks. Financial risk is significant due to development and maintenance costs. This can be mitigated through phased implementation and careful budgeting. Technical risks, such as website errors or poor user experience, can be reduced by employing experienced developers and conducting through testing. There is also a risk of low costumer adoption, particularly among existing customers who prefer in-store purchases. This can be addressed through promotional campaigns and incentives, such as discounts for online orders. Logistics and delivery challenges are another concern, especially given the perishable nature of flowers. Partnering with reliable delivery services can help mitigate this risk. Competitive risk is also present, as other businesses may respond by improving their own digital offerings. However, Green Haven can differentiate itself through its focus on sustainability and quality. Overall, while risks are present, they are manageable and do not outweigh the benefits of the solution.

Risk analysis table in Appendices.





7. Implementation Plain
The implementation of the E-commerce platform should follow a structured and phased approach. The first phase involves  conducting market research to identify customer preferences and expectations. This ensures that the platform is designed to meet user needs. The second phase is website development, which includes designing the interface , integrating payment systems, and uploading product listings. This stage should involve collaboration with professional developers to ensure quality. The third phase focuses on setting up delivery logistics, including partnerships with local couriers. The fourth phase involves launching the platform alongside a marketing campaign to generate awareness. Finally, ongoing monitoring and evaluation should be conducted to identify areas for improvement. This structured approach reduces risk, ensures efficient use of resources and supports successful implementation. 




8. KPI and SMART Objectives


KPI: Increase online sales revenue 

SMART Objectives: 
· Increase online sales by 25% within 6 months
· Achieve 40% growth in website traffic within 4 months
· Reach between 3-5% conversion rate within 6 months
· Gain 100 subscription customers within 6 months 

These objectives are specific, measurable, achievable, relevant, and time-bound , ensuring effective performance tracking (Kotler & Keller, 2016)




9. Monitoring and Evaluation 


Monitoring and evaluation are essential to assess the effectiveness of the solution. Key metrics include online sales revenue, website traffic, conversion rates, and subscription numbers. These metrics provide insights into customer behaviour and overall performance. Regular analysis of this data allows the business to identify strengths and weaknesses. For example, low conversion rates may indicate usability issues, while low traffic may suggest ineffective marketing strategies. Continuous monitoring ensures the solution remains aligned with business objectives and market conditions (Chaffey, 2022).  




10.  Key Findings


· Green Haven Florist is facing declining in-store sales due to changing customers behaviour.

· Increased competition from online retailers has reduced market share.


· The business lacks a strong digital presence and modern website

· Two solutions were identified: e-commerce development and digital marketing strategy


· E-commerce with subscriptions is the most effective solution

· Risks are present but manageable with proper planning


· A structured implementation plan ensures efficient execution

· KPIs and SMART objectives enable performance tracking


· Digital transformation is essential for long term sustainability

· Combining online convenience with the shop s unique brand values offers a competitive advantage
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12.  APPENDICES


Appendix 1: PMI Analysis table 

	Solution 
	Plus 
	Minus
	Interesting

	E-commerce
	Wider reach
	High cost
	Ascendable

	Digital Marketing
	Low cost
	Time- consuming
	Builds brand


 
 Appendix 2: Risk Analysis Table

	Risk
	Likelihood
	Impact
	Mitigation

	High costs
	Medium
	High
	Phased investment

	Technical issues
	Medium
	Medium
	Hire experts

	Low adoption
	Medium
	High
	Promotions

	Delivery issues
	High
	Medium
	Courier partnerships


 



Appendix 3: Implementation Plan Table



	Phase 
	Activity
	Timeline
	Responsibility

	1
	Research
	2 weeks
	Owners( Liam & Priam)

	2
	Development
	6-8 weeks
	Developer

	3
	Setup
	2 weeks
	Team

	4
	Launch
	3 weeks
	Marketing


 




Appendix 4: KPI Table


	KPI
	Target
	Timeframe

	Online Sales 
	
+25%
	6 months

	Website traffic
	+40%
	4 months 

	Conversion Rate
	3-5%
	6 months 

	Subscriptions
	100 users
	6 months
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