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 Introduction
Green Haven Florists, an independent flower shop in Norwich founded in 2016, has historically thrived on bespoke floral arrangements, sustainable practices, and strong community ties. Over the past year, however, the business has experienced a significant decline in sales and customer engagement. This report analyses the underlying challenges, proposes and evaluates suitable strategic solutions, selects the most viable option, and provides a risk assessment and implementation plan aimed at restoring long-term sustainability.

Business Problem
Green Haven has seen a 30% decline in in-store sales over the last 12 months. The downturn stems from several interconnected issues. Decline in high-street foot traffic due to nearby business closures and consumers shifting toward online purchasing (ONS, 2023). Rising competition, including. A boutique florist with strong social media engagement. A national chain offering lower prices and wider delivery coverage. Increase operational costs, particularly imported flowers and sustainable materials. Digital weaknesses, including an outdated website and limited online marketing, reducing visibility and convenience. Changing consumer expectations, with demand for flexible delivery, subscription services, easier online ordering.
These issues have collectively led to reduced revenue, lower competitiveness, and increased financial pressure. The core problem is that Green Haven’s traditional business model is no longer aligned with evolving market dynamics and consumer behavior.
[bookmark: _Hlk214463210]



Two Alternatives Solutions
Solution A:  
Improve digital visibility and attract local customers

This solution focuses on upgrading Green Haven’s digital capabilities, including specific actions such as creating or optimizing a Google Business Profile with real photos, hours of operation and delivery area. Also incentivizing customers to leave positive reviews (offering a card with a QR code upon order pickup). 
Using Instagram, Facebook, Tik-Tok to showcase designs, preparation reels and weekly offers. Running a small Google Ads campaign targeting postal codes (“same day delivery “florists near me”). His approach increases local visibility, calls, orders and search presence without significant investment.
PMI Analysis
	Plus
	Minus
	Interesting / implications

	Increases the florist’s visibility in local online searches, making it easier for customers to find the business.

	Requires consistent maintenance of social media, reviews and online listings, which can be time-consuming.

	Allows the florist to showcase creative arrangements through photos and reels, enhancing brand personality.


	Builds trust through reviews, photos and an updated online presence, which leads to higher conversion rates.

	Competition for top search positions may still be high in some UK areas, requiring ongoing effort or paid ads.

	Provides useful data insights such as customer behaviour, popular products and peak search times.


	Attracts spontaneous and urgent buyers who rely on Google and social media to make quick decisions.

	Risk of negative reviews affecting perception if not managed proactively.

	Opens possibilities for partnerships with local influencers, event planners or nearby businesses.


	Requires relatively low investment compared to traditional advertising, making it cost-effective.

	
	



Justification:
Improving digital visibility is essential for Green Haven Florists because most customers in the United Kingdom now search for florists through Google, online maps and social media platforms. Enhancing the Google Business Profile, maintaining active social media pages and using targeted advertising within the local area allow the florist to appear in more local searches. This increased visibility leads to more website visits, phone enquiries and orders, particularly for spontaneous or urgent purchases such as birthdays or sympathy arrangements. 
Risk Analysis of Solution A:  
[bookmark: _Hlk205982530]
Improving digital visibility and partnering with local suppliers present several combined risks for Green Haven Florists. Relying heavily on online platforms exposes the business to algorithm changes, negative reviews and the need for continuous digital management. If online demand grows faster than operational capacity, service quality may decline. At the same time, depending on local suppliers may limit product availability due to seasonality, inconsistent supply or higher costs compared to imported flowers. Together, these risks could lead to operational strain, reduced customer satisfaction and financial pressure if not managed with careful planning, monitoring and adaptable strategies.

Solution B 

Reduce Costs and Waste through Partnerships with local Suppliers
The problem solved losses due to perishability and import costs. Specifics actions such as collaborating with local flowers for more frequent purchases in smaller quantities, prioritize seasonal British flowers to reduce important costs, implement an inventory control system to minimize losses, offer a “bouquet of the day” with available flowers to quickly sell any surplus.




PMI Analysis
[bookmark: _Hlk214464402]
	Plus
	Minus
	Interesting / implications

	Fresher products can be sourced more frequently, improving bouquet quality and customer satisfaction.

	Local suppliers may have limited seasonal availability, reducing the variety of flowers at certain times.

	Seasonal British flowers can become a distinctive feature of the brand, offering a unique selling point.


	Reduces financial losses by lowering waste from unsold or deteriorated flowers.

	Prices from small local growers can sometimes be higher than large import distributors.

	The florist can promote “farm-to-vase” storytelling, which resonates strongly with eco-conscious customers.


	Strengthens the brand’s sustainability image, an important selling point in the UK market.

	Requires negotiation, coordination and potential changes in stock management processes.

	Possibility to host workshops or events in collaboration with local growers, strengthening community engagement.


	Supports local growers, creating stable and mutually beneficial relationships.

	
	




Justification
Reducing costs and waste through partnerships with local suppliers is crucial due to the highly perishable nature of flowers, which represent the main operational expense for a florist.  Many florists in the UK also rely on imported flowers, which increases transportation costs, creates dependency on international supply chains and leads to longer delivery times. By working with local flower growers, Green Haven Florists can receive fresher products more frequently, purchase smaller quantities based on actual demand and significantly minimise waste




Plan to Implement the Selected Solution
The solution:
 Improve digital visibility and attract local customers will be implanted. 

	Actions
	Description
	Time frame
	Staff responsible

	 Find a trainer


	The owners have a meeting to select an external digital marketing trainer or online training provider with experience in small retail businesses.
	Week 1-2
	Liam and Priya Patel


	Design an advertisement and update Google Business Profile


 


	The owners must upload 5-10 high-quality new photos of fresh arrangements, add a clear description “Sustainable local florist-same-day delivery in Norwich”. Also update hours and contact information. 
	Week 2-3
	Liam and Priya Patel + Trainer

	Decide where to advertise the flowers
	Using Instagram, Facebook, Tik-Tok and targeting your area, add WhatsApp links for quick orders and replies. Publish 2-3 posts and 2 stories including local hashtags and keywords relevant to Green Haven Florists ‘area 
	Week 2-4
	Trainer + Liam and Priya Patel 

	Create a simple posting strategy
	Decide which days to post (e.g., 3 times a week)
Monday: bouquet of the week 
Wednesday: behind the scenes/preparation.
Friday: weekly offer or seasonal flowers to attract visitors to the florist. 
Offer a “thank you” with a 10% discount on their next purchase. 
	Week 3-5
	Trainer + Liam and Priya Patel




	Track digital performance and progress
	Review insights, new followers, engagement, calls from Google.
Evaluate what worked, what generate the most engagement and what led to sales. Celebrate achievements 
	Week 5-7
	Liam and Priya Patel



Monitoring and Evaluation………………………………………………4
Monitoring and evaluation will help Green Haven Florists track progress and understand whether the new digital strategy is working. The business will review social media activity each week, checking the number of posts, likes, comments and new followers. Google Business Profile data, such as calls and direction requests, will also be monitored to measure customer interest. At the end of the 30 days, the owners will compare results with the SMART objectives to see what improved and what still needs attention. Customer feedback, both in person and through online reviews, will be used to identify any adjustments needed for future actions.


Measuring the effectiveness of the implementation…………………5

The KPIs I proposed were chosen because they clearly show whether Green Haven Florists is improving its online presence and attracting more local customers. Counting the number of social media posts each week helps the business stay active online, which is important for being seen by people in the community. Measuring engagement, such as likes and comments, shows if customers enjoy the content and are interested in the shop. Checking Google Business Profile activity is also useful because many people search for florists on Google; more calls, messages or direction requests mean more potential customers. Gaining new local followers and more Google reviews helps build trust and shows that more people are connecting with the business.

The SMART objectives were designed to be clear, realistic and easy for the two owners to manage. They are specific because they focus only on digital improvement; measurable because they include numbers that can be tracked; achievable because the goals are small and practical; relevant because digital growth will help increase sales and visibility; and time-bound because the targets must be reached within 30 days. These objectives guide the owner’s step by step and help them make real progress in a short amount of time.


Conclusion…………………………………………………………………..5


This report shows that Green Haven Florists is dealing with several problems that are affecting its sales and ability to attract customers. There are four main findings.
First, fewer people are visiting the shop, which has caused sales to drop. 
Second, the cost of running the business has increased, making it harder for the owners to maintain profits. 
Third, online flower companies are offering strong competition because they are easier for customers to find and order from. 
Fourth, the shop has a weak digital presence, with limited online activity and outdated marketing.
These findings show that Green Haven Florists needs to focus on improving its online visibility, updating its website, and offering services that match what customers want today, such as better delivery options or flower subscriptions. Making these changes will help the business attract more local customers and improve its situation in the long term.
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