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Green Haven Florists: Business Problem Analysis and Solutions Report

1. Introduction
Green Haven Florists is a small, independent flower shop in Norwich, known for its creative arrangements and eco-friendly approach. While the shop did very well in its early years, the past year has been challenging, with declining sales and fewer customers visiting in person. Small businesses today need to adapt to digital trends and changing customer habits (Rogers, 2016). This report looks at the problems Green Haven is facing, considers two possible solutions, and presents a practical plan for implementation and monitoring based on best practices in small business strategy and e-commerce (OECD, 2021).

2. Business Problem
Over the last 12 months, in-store sales have dropped by 30%. Customers are increasingly turning to online florists that offer convenience, lower prices, and quick delivery (Laudon and Traver, 2022). The shop’s high street location has also seen less foot traffic due to nearby store closures. Rising costs for imported flowers and sustainable packaging add further pressure. New competitors, including a trendy boutique with strong social media and a large national chain, have intensified the challenge. On top of that, the website is outdated and social media marketing is sporadic, making it harder to reach potential customers (Porter, 2008).

3. Alternative Solutions
Solution 1: Digital Transformation and E-Commerce Enhancement
This solution focuses on updating Green Haven’s website, adding subscription services, and improving social media and online marketing. Strengthening digital channels can help the shop reach more customers, keep existing clients engaged, and collect useful data for decision-making (Chaffey and Ellis-Chadwick, 2019).
Pros: Wider reach, better customer engagement, and recurring revenue through subscriptions.
 Cons: Upfront investment and the need for ongoing digital maintenance.
 Interesting: The chance to highlight eco-friendly products and create personalised online experiences.

Solution 2: Niche Market Expansion with Experiential Services
This approach would introduce workshops, in-store events, and other community-focused activities to make the shop stand out from online-only competitors. Experiential marketing can boost loyalty and attract local attention (Kotler and Armstrong, 2021).
Pros: Stronger customer engagement and additional revenue streams.
 Cons: Relies heavily on foot traffic and may be limited in reach.
 Interesting: Opportunity for local partnerships or hybrid online-offline events.

4. Recommended Solution
The best option is Digital Transformation and E-Commerce Enhancement. It directly tackles the main issue: customers increasingly prefer online shopping (OECD, 2021). It is also scalable, allowing Green Haven to reach beyond Norwich and grow its business over time. Digital improvements create a competitive advantage, enabling convenience, personalisation, and data-driven marketing (Chaffey and Ellis-Chadwick, 2019). While experiential services are valuable for community engagement, they cannot fully address the shift toward online shopping and the competitive pressures Green Haven now faces.

5. Risk Analysis of the Selected Solution
Digital transformation comes with risks such as high costs, website glitches, cybersecurity threats, and slow customer adoption. These are common for small businesses embracing online channels (Rogers, 2016). Mitigation strategies include phased investment, staff training, secure payment systems, and targeted marketing. These steps help reduce both the likelihood of problems and their potential impact.
(Full Risk Analysis Table is in Appendix 2.)

6. Implementation Plan
The implementation is structured so each step builds on the previous one. The website redesign is the first priority because everything else depends on having a functional, user-friendly online platform (Laudon and Traver, 2022). Analytics tools are added next to track customer behaviour from the start. Digital marketing and staff training happen together to ensure the team is ready for promotions and online orders. The subscription service is piloted only once the website and staff are fully prepared, reducing the risk of mistakes. Responsibilities are shared between the owners, web developers, and marketing staff to make sure each task is managed properly.
(Full Implementation Plan Table is in Appendix 3.)

7. Measuring Effectiveness
Effectiveness will be tracked using key performance indicators (KPIs) such as online sales growth, website traffic, repeat purchases, and social media engagement. Customer feedback surveys will provide qualitative insights. Regular monitoring ensures Green Haven can make data-driven adjustments and stay competitive in an evolving digital marketplace (Chaffey and Ellis-Chadwick, 2019).
(KPI and SMART Table is in Appendix 4.)
8. Conclusion
Green Haven Florists faces significant challenges from declining in-store sales, rising costs, and strong competition. After evaluating two solutions, it is clear that focusing on digital transformation—updating the website, launching subscription services, and improving digital marketing—is the most practical and future-focused option. This approach aligns with customer demand, expands reach, and provides data-driven insights to guide decisions. By carefully implementing the plan, monitoring performance, and adjusting as needed, Green Haven can stabilise revenue, remain competitive, and continue growing sustainably while maintaining its creative and eco-friendly brand identity.
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Grid Analysis Table

	Factors to consider
	Cost
	Revenue
	Scalability
	Total

	Weighting      
	5
	3
	4
	

	
Website Redesign
	2
	3
	2
	27

	Set Up Analytics Tools

	3
	4
	4
	43

	
Digital Marketing Strategy
	4
	2
	1
	30

	
Staff Training
	5
	1
	2
	36

	Full Website & Service Launch
	2
	4
	1
	26

	Continuous Monitoring & Updates
	2
	3
	2
	27






Appendix 2

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	
	High initial financial cost of digital upgrades


	



	3
	5
	15
	Use phased approach; prioritise essential features; set a realistic budget; seek small business grants.
	Pause non-essential spending; adjust project scope; negotiate payment plans with developers.

	2
	Technical problems with website (bugs, slow load, payment issues)

	3
	4
	12
	Hire a reputable developer; conduct testing before launch; use reliable hosting.
	Provide alternative ordering methods (phone/email); contact technical support to resolve issues quickly.

	3
	Cybersecurity risks (data breach, hacking)

	2
	5
	10
	Use secure payment gateways; install SSL certificates; update software regularly; train staff in data security.
	Notify customers promptly; follow data protection procedures; restore systems from backups.





	4
	Low customer adoption of online platform
	3
	4
	12
	Run social media campaigns; offer launch discounts; educate existing customers about subscription services.
	Conduct customer surveys; adjust website layout or pricing; offer additional promotions.

	5
	Staff lack digital skills or resistance to change
	2
	3
	6
	Provide training sessions; involve staff in decision-making; ensure new systems are user-friendly.
	Provide extra support or refresher training; temporarily reassign tasks to more confident staff.

	6
	Increased competition from online flower retailers
	4
	4
	16
	Emphasise eco-friendly USP; focus on bespoke designs; invest in SEO and branding.
	Adjust product offerings; launch loyalty schemes; bundle deals or special service packages.

	7
	Supply chain disruption affecting flower availability
	3
	4
	12
	Diversify suppliers; prioritise local sourcing; plan inventory more strategically.
	Substitute unavailable flowers with similar products; communicate clearly with customers.

	8
	Delivery delays or logistics issues
	2
	4
	8
		


	Use reliable courier services; improve internal scheduling; allow customers to choose delivery windows.



	Offer compensation or discounts; communicate delays promptly; track deliveries effectively.








Appendix 3
Implementation Plan

Name the problem you are solving: 
Outdated website and limited online sales channels are preventing growth and reducing customer engagement.
Name the solution you are implementing: 
Develop a modern, mobile-friendly website with online ordering, subscriptions, secure payments, and a digital marketing strategy to attract and retain customers.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	
Website Redesign
	Develop a modern, mobile-friendly website with online ordering, subscriptions, and secure payments

	Month 1–2

	External Web Developer + Owners (Liam & Priya)
	       
          ☐

	2
	
Set Up Analytics Tools

	Install tracking tools (Google Analytics, SEO tools) to monitor customer behaviour
	Month 2


	
Web Developer

	
         ☐

	3
	
Digital Marketing Strategy

	
Create social media calendar, email campaigns, and SEO improvements

	Month 2–3


	
Marketing Assistant / Priya


	

         ☐

	4
	
Staff Training


	
Train staff to manage online orders, website updates, and digital customer service


	Month 2–3


	
Liam + Trainer
	

         ☐


	5
	
Launch Subscription Service (Pilot)

	Introduce weekly/monthly floral subscriptions to test customer response

	Month 3–4

	
Owners + Staff


	

         ☐


	6
	
Full Website & Service Launch
	Promote upgraded website and subscription service via social media and in-store materials
	Month 4–5
	
Marketing Assistant
	
         ☐

	7
	
Continuous Monitoring & Updates
	Review analytics, update content, refine marketing, and improve services
	Ongoing
	
Owners + Marketing Team
	
         ☐
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The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Clearly define what you want to achieve
Example:
Increase online orders and subscription sign-ups through the website





	Identify how progress will be tracked
Example: 
Track number of online orders, subscriptions, website traffic, and social media engagement



	Ensure the goal is realistic given resources
Example: 
Achieve 150 online orders/month and 50 subscription sign-ups during the pilot phase


	Align the goal with business objectives
Example:
Supports revenue growth, customer engagement, and brand visibility


	Set a clear deadline or review period
Example:
Reach target by Month 6; review progress monthly
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