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1. Introduction
Green Haven Florists is an independent florist based in Norwich, known for its bespoke floral arrangements, eco‑friendly packaging, and strong community ties. Despite its positive reputation, the business has experienced a significant decline in in‑store sales due to reduced high‑street footfall, rising operational costs, and increased competition from online flower retailers. Customer feedback has highlighted issues such as an outdated website and limited delivery options, while new competitors with strong digital marketing strategies have intensified pressure. To remain competitive and financially sustainable, Green Haven must adopt strategic changes that enhance its online presence and improve customer accessibility.
 
2. Proposed Solutions
Solution 1: Develop a Modern E‑Commerce Website with Subscription Services
This solution involves redesigning Green Haven’s website to include a fully functional e‑commerce platform with features such as online ordering, secure payment systems, real‑time stock updates, and mobile optimisation. A subscription service offering weekly, fortnightly, or monthly flower deliveries would create predictable recurring revenue. This approach directly addresses customer concerns about the outdated website and limited delivery flexibility. It also positions Green Haven to compete with national online florists by offering convenience, personalisation, and sustainable, locally sourced products. A modern website would also support future digital marketing efforts and improve the overall customer experience.
Solution 2: Launch a Structured Digital Marketing Strategy
This solution focuses on increasing brand visibility and customer engagement through targeted digital marketing. Activities would include regular social media content on Instagram, Facebook, and TikTok; search engine optimisation (SEO) to improve local search rankings; and Google Business optimisation to attract nearby customers. Paid advertising campaigns could be used during peak seasons such as Valentine’s Day and Mother’s Day. This solution responds to the business’s current reliance on word‑of‑mouth and inconsistent online activity. It would help Green Haven compete with the new boutique florist that has a strong social media presence and attract both local and online customers.
 
3. Evaluation of Solutions
3a. PMI Evaluation
(See Appendix 1 for full table.)
The PMI analysis shows that Solution 1 offers strong long‑term benefits, including improved customer experience, increased online sales potential, and the opportunity to introduce subscription‑based revenue. However, it requires higher upfront investment and technical expertise. Solution 2 is cost‑effective, easy to implement, and likely to increase brand awareness quickly, but its impact may be limited without a modern website capable of converting online interest into sales. Overall, Solution 1 scored higher for strategic value, while Solution 2 scored higher for short‑term visibility.
3b. Preferred Solution
Based on the PMI evaluation, Solution 1 is selected as the preferred option. Although it requires more investment and planning, it directly addresses the core issues affecting Green Haven: declining footfall, outdated digital infrastructure, and customer demand for convenience. A modern e‑commerce website provides a foundation for long‑term growth and enables the business to compete with online retailers. While Solution 2 would enhance visibility, it would not fully resolve the underlying problem of limited online sales capability. Therefore, Solution 1 is the most feasible and impactful solution for improving business performance.
 
4. Risk Analysis
4a. Risk Assessment
(See Appendix 2 for full matrix.)
The risk analysis identifies several potential challenges associated with Solution 1. Financial risks include the cost of website development and ongoing maintenance. Operational risks involve potential technical issues during launch, staff unfamiliarity with new systems, and the possibility of low customer uptake of subscription services. External risks include competition from established online florists and fluctuations in flower supply costs. Mitigation strategies include phased investment, selecting an experienced web developer, conducting customer research before launch, and providing staff training to ensure smooth adoption.
4b. Feasibility
The risk analysis indicates that although Solution 1 carries moderate financial and operational risks, these can be effectively managed through careful planning and risk‑mitigation strategies. The long‑term benefits—such as increased online sales, improved customer satisfaction, and recurring subscription revenue—outweigh the potential drawbacks. Green Haven already has a strong brand identity and loyal customer base, which increases the likelihood of successful adoption. With appropriate planning, the solution is both feasible and aligned with the business’s strategic goals.
 
5. Implementation Plan
5a. Implementation Steps
(See Appendix 3 for Gantt‑style plan.)
Month 1 – Research and Planning
• Conduct customer surveys to identify preferred website features and subscription options.
• Define website requirements, including design, functionality, and sustainability messaging.
• Set a realistic budget and select a reputable web developer.
Month 2–3 – Website Design and Development
• Create wireframes and visual designs that reflect Green Haven’s brand identity.
• Build e‑commerce features such as product listings, secure payments, and delivery scheduling.
• Integrate eco‑friendly product descriptions and sustainability information.
Month 4 – Testing and Staff Training
• Test website functionality, mobile responsiveness, and checkout processes.
• Train staff on managing online orders, customer queries, and subscription services.
Month 5 – Soft Launch
• Launch the website to a small group of customers for feedback.
• Identify and resolve any technical or usability issues.
Month 6 – Full Launch and Promotion
• Launch the website publicly and promote it through social media, email newsletters, and in‑store materials.
• Offer introductory discounts to encourage early adoption of subscription services.
5b. Justification
The implementation plan follows a logical sequence to ensure the solution is delivered effectively. Research and planning ensure that customer needs guide the design process, reducing the risk of developing unwanted features. Allocating two months for development allows time for thorough testing and refinement. Staff training is essential to ensure smooth operations and maintain customer satisfaction. A soft launch minimises risk by identifying issues before full release. Promotional activities at launch help drive early adoption and generate momentum. Responsibilities would be shared between the owners, the web developer, and staff to ensure accountability and timely delivery.
 
6. KPI and SMART Objectives
6a. KPI and Objectives
KPI: Monthly online sales revenue.
SMART Objectives:
• Increase online sales revenue by 25% within six months of launching the new website.
• Achieve 50 subscription sign‑ups within the first three months.
• Improve website conversion rate to 3% within six months.
• Reduce customer complaints about online ordering to fewer than five per month within four months.
6b. Monitoring and Evaluation
The KPI and SMART objectives will be monitored using website analytics, sales reports, and customer feedback. Monthly revenue tracking will indicate whether online sales are increasing as expected. Subscription sign‑ups will show customer acceptance of the new service. Conversion rate data will help identify whether the website is effectively turning visitors into buyers. Customer service logs will highlight any recurring issues that require attention. Regular evaluation meetings will allow Liam and Priya to adjust marketing strategies, website features, or pricing to ensure the solution remains effective and continues to support business growth.
 
7. Key Findings
• Green Haven’s decline is driven by reduced footfall, rising costs, and digital weaknesses.
• Two solutions were proposed: a new e‑commerce website with subscriptions, and a digital marketing strategy.
• PMI analysis showed Solution 1 offers stronger long‑term benefits.
• Risks associated with Solution 1 are manageable with phased investment and training.
• The implementation plan provides a structured six‑month rollout.
• KPI and SMART objectives will support ongoing monitoring and evaluation.
• Overall, Solution 1 is feasible, strategically aligned, and capable of improving online sales and business sustainability.
 
References (Harvard Style)
Chaffey, D. and Ellis‑Chadwick, F. (2019) Digital Marketing: Strategy, Implementation and Practice. 7th edn. Harlow: Pearson.
Kotler, P. and Armstrong, G. (2021) Principles of Marketing. 18th edn. Harlow: Pearson.
Laudon, K. and Traver, C. (2022) E‑Commerce: Business, Technology, Society. 17th edn. Harlow: Pearson.
Statista (2023) Online Flower Market in the UK. Available at: https://www.statista.com (Accessed: 29.04.2026).
Smith, P. and Zook, Z. (2020) Marketing Communications: Integrating Offline and Online with Social Media. 7th edn. London: Kogan Page.
 
Appendices
 
Appendix 1 – PMI Table
	Solution
	Plus  (P)
	Minus (M)
	Interesting (I)

	Solution 1:E Commerce website + Subscriptions
	Increases online sales. Improves customer experience; creates recurring revenue
	High upfront cost; requires technical expertise, staff training needed
	Opportunity to expand into corporate subscriptions

	Solution 2:  Digital Marketing Strategy
	Low cost; increases visibility; quick to impelement
	Limited impact without strong website; may not convert interst into sale
	Potential to build online community



 
 
Appendix 2 – Risk Matrix
	Risk
	Likelihood
	impact
	Mitigation

	High development costs
	Medium
	High
	Phased investment, negotiate fixed price contract

	Techinicall issues at launch
	Medium
	Medium
	Thorough testing; soft launch

	Low subscription uptake
	Low
	Medium
	Customer surveys, introductory offers

	Staff unfamiliarity 
	Medium 
	Medium
	Training sessions; support materials

	Competitor pressure
	High
	Medium
	Emphasise sustainability and bespoke services



 
 
Appendix 3 – Gantt‑Style Implementation Plan
	Month
	Activity

	Month 1
	Research, customer surveys, requirements gathering, budget setting

	Month 2
	Website design, Wireframes, branding integration

	Month 3
	Website development, e-commerce set up

	Month 4
	Testing, staff training

	Month 5
	Soft launch, feedback collection

	Month 6
	Full launch, promotional campaign



 
 

	
	
	



