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1. Introduction

Green Haven Florists is a small independent flower shop located in Norwich, founded in 2016 by Liam and Priya Patel. The business established a strong reputation for its bespoke floral arrangements, eco-friendly packaging and close ties to the local community. Its commitment to sustainability and personalised service allowed it to attract a loyal customer base, including walk-in customers, corporate clients and wedding planners. However, over the past year, the business has experienced a significant decline in performance. In-store sales have dropped by 30%, largely due to reduced foot traffic and a shift in consumer behaviour towards online shopping. At the same time, rising operational costs and increased competition from both online retailers and new local entrants have intensified the challenges faced by the business. Although online sales have increased slightly, they have not been sufficient to offset the decline in physical sales. Furthermore, customer feedback indicates dissatisfaction with the company’s outdated website and limited delivery options. These issues highlight the urgent need for Green Haven Florists to adapt its business model in order to remain competitive and sustainable in a rapidly evolving retail environment.

2. Proposed Solutions

One potential solution is the development of a modern e-commerce platform combined with the introduction of a subscription-based service. A user-friendly and mobile-optimised website would allow customers to easily browse products, place orders and arrange deliveries. Integrating features such as secure payment systems, personalised recommendations and flexible delivery options would enhance the overall customer experience. The addition of a subscription service, where customers receive regular flower deliveries on a weekly or monthly basis, would create a stable and predictable revenue stream. This approach directly addresses the decline in foot traffic by shifting focus towards online sales while also encouraging customer loyalty through repeat purchases. Furthermore, it allows Green Haven Florists to differentiate itself by emphasising its eco-friendly and bespoke offerings, which are not always available from larger online competitors. A second solution is to strengthen the company’s digital marketing strategy, particularly through social media platforms such as Instagram and Facebook. By consistently posting high-quality content, including images of floral arrangements, customer testimonials and behind-the-scenes processes, the business can increase its visibility and attract new customers. Collaborating with local influencers and running targeted advertisements can further enhance brand awareness. This approach addresses the issue of increased competition by positioning Green Haven Florists as a premium and environmentally conscious brand. Additionally, improved digital engagement can help drive both online and in-store traffic, ultimately contributing to increased sales. However, the success of this strategy depends on consistent effort and a clear understanding of digital marketing trends.

3. Evaluation of Solutions (PMI Analysis)

The first solution, involving the development of an e-commerce platform, offers several advantages. It enables the business to reach a wider audience beyond its local area and provides customers with the convenience of shopping at any time. The introduction of a subscription model also creates a recurring income stream, which can improve financial stability. However, this solution also has drawbacks, including high initial setup costs and the need for technical expertise. There is also the requirement for ongoing maintenance and updates to ensure the platform remains functional and secure. Despite these challenges, the long-term implications are largely positive, as the business would be better positioned to compete in an increasingly digital marketplace. The second solution, focused on digital marketing, is generally more cost-effective and easier to implement. It can significantly increase brand awareness and allow the business to engage directly with customers. Social media platforms provide an opportunity to showcase the unique aspects of the business, helping it stand out from competitors. On the downside, digital marketing requires consistent time and effort, and the results may not be immediate. Additionally, without a strong online sales platform, increased traffic may not translate into higher revenue. Nevertheless, the implications of this approach include improved customer relationships and gradual growth in sales over time.

4. Preferred Solution Justification

Based on the evaluation, the development of an e-commerce platform with a subscription service is the preferred solution. While digital marketing is important, it is most effective when supported by a functional and efficient online sales system. Without such a platform, increased customer interest may not lead to actual purchases. The e-commerce solution directly addresses the core issue of declining sales by enabling online transactions and creating new revenue streams. It also aligns with current consumer preferences for convenience and subscription-based services. Although the initial costs may be higher, the potential for long-term growth and sustainability makes this the most suitable option for Green Haven Florists.



5. Risk Analysis

The implementation of an e-commerce platform involves several risks. One of the primary risks is the high initial cost of development, which could place financial strain on the business. This risk can be mitigated by using cost-effective platforms or implementing the project in phases. Another risk is the possibility of technical issues, such as website downtime or payment system failures, which could negatively impact customer experience. Hiring experienced developers and providing ongoing technical support can reduce this risk. There is also the risk that customers may be slow to adopt the new system, particularly if they are accustomed to in-store purchases. This can be addressed through promotional offers and clear communication of the benefits. Additionally, increased competition in the online market poses a challenge, but this can be mitigated by emphasising the business’s unique selling points, such as sustainability and bespoke services. The overall result of the risk analysis indicates that while there are several potential challenges, they can be effectively managed through careful planning and strategic decision-making. The benefits of increased revenue, expanded customer reach and improved competitiveness outweigh the identified risks, making the solution both viable and advantageous.

6. Implementation Plan

The implementation of the e-commerce platform should follow a structured and phased approach. The first stage involves research and planning, during which the business identifies customer needs and defines the key features required for the website. This stage is crucial for ensuring that the final product meets customer expectations. The second stage is the development of the website, which includes designing the layout, integrating payment systems and ensuring mobile compatibility. This process may involve hiring external developers or using existing e-commerce platforms. The third stage focuses on designing the subscription model, including pricing structures and delivery schedules. This should be aligned with customer preferences and operational capabilities. The fourth stage involves testing the website to identify and resolve any technical issues before launch. This ensures a smooth user experience and reduces the likelihood of customer dissatisfaction. The fifth stage is the official launch of the platform, supported by promotional activities to attract customers. Finally, ongoing marketing efforts are required to maintain engagement and drive sales. Responsibilities should be clearly assigned, with Liam focusing on operations and supplier coordination, while Priya manages customer experience and marketing activities. The implementation plan is justified by its logical structure and clear allocation of responsibilities. Each stage builds on the previous one, ensuring a systematic and efficient process. The inclusion of a testing phase reduces risks, while the phased approach allows for better resource management.

7. KPI and SMART Objectives

A key performance indicator for this strategy is the increase in online sales revenue. This can be supported by a SMART objective, which aims to achieve a 25% increase in online sales within six months of launching the e-commerce platform. This objective is specific, as it focuses on online sales growth: measurable, as it sets a clear target; achievable, based on improved accessibility and market trends; relevant, as it addresses the business’s core problem; and time-bound, with a defined six-month period. Monitoring and evaluation will involve tracking sales data and website analytics on a regular basis. Metrics such as website traffic, conversion rates and subscription uptake will provide valuable insights into customer behaviour. If the targets are not being met, adjustments can be made to pricing, marketing strategies or website functionality. This ongoing evaluation ensures that the business remains responsive and can continuously improve its performance.

8. Key Findings Summary

In summary, Green Haven Florists is facing significant challenges due to declining in-store sales, rising costs and increased competition. The analysis identified two potential solutions: developing an e-commerce platform and improving digital marketing. Following evaluation, the e-commerce solution was selected as the most effective approach due to its ability to generate revenue and align with consumer trends. Although there are risks associated with implementation, these can be managed through careful planning. The proposed implementation plan provides a clear roadmap for execution, while the KPI and SMART objectives offer a framework for measuring success. Overall, the adoption of digital solutions is essential for the long-term sustainability and growth of the business.
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