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A small, independent Norwich flower shop, Green Haven Florists, is losing money. This study investigates why.   After describing the business issue, two solutions are proposed: e-commerce and targeted digital marketing-based digital transformation, and subscription programs and strategic partnerships (GoodFirms Research, 2025).   Each option is rated using PMI and a decision matrix (Baymard Institute, 2023).   The recommended solution involves a subscription model and lean digital upgrade.  Risk analysis, implementation plan, and success measures support it.
[bookmark: introduction][bookmark: _Toc216817971]Introduction
Liam and Priya Patel launched Green Haven Florists in 2016.   The flower shop was known for unique bouquets, eco-friendly packaging, and community involvement.   By 2022, the company was profitable and had returning customers (MindTools, 2023).   In the previous year, 30% fewer people have passed by, inflation and supply chain issues have raised operational costs, and online competitors have grabbed market share.   Two new florists are a trendy Instagram-savvy boutique and a low-cost national chain (Building Brands Marketing, 2025).   Green Haven must adapt to the changing shopping landscape to survive (Siteimprove, 2024).
[bookmark: brief-explanation-of-the-problem][bookmark: _Toc216817972]Brief explanation of the problem
The biggest concern is less shop sales, which reduces revenue.   People are purchasing online more and walking less, leaving the high street vacant.   Sustainable goods are increasingly more expensive, cutting into retailer revenues.   The owners don't know digital marketing, and the website is outdated and hard to use (Building Brands Marketing, 2025).   Feedback indicates customers prefer flexible delivery and subscriptions.  Bigger competitors attract clients with robust web platforms, promotions, and social media marketing.   These issues must be addressed for Green Haven to survive.
[bookmark: solution-1-digital-transformation][bookmark: _Toc216817973]Solution 1 – Digital transformation
The first step is to boost Green Haven's internet presence to compete with big chains and attract more customers.   Key pieces are:
· Make an e-commerce website with an online store that operates on all devices.   Customers can browse arrangements, customise flowers, order online, and pick delivery or "click-and-collect" options.   Safe payment processing and real-time inventory updates build trust (Jakob Nielsen Group, 1994).
· Digital marketing: Promote creative arrangements, behind-the-scenes content, and eco-friendly packaging on Instagram, Facebook, and TikTok.   You may group people and send them personalised adverts with email marketing (Siteimprove, 2024).   The Building Brands 2025 digital marketing report claims 86% of shoppers are affected by authenticity and that tailored messages engage them (Nielsen Norman Group, 2023).
· Develop online partnerships with local event planners, hotels, and cafes.   Guest blogging and eco-living website features can increase your audience (Baymard Institute, 2024).
· Analytics and automation: Track traffic, sales, and customer behaviour via analytics.   Invest in marketing automation to deliver birthday flowers and deals to retain consumers (Baymard Institute, 2023).   The 2025 study found that 83% of customers feel reward schemes encourage repeat purchases (World Wide Web Consortium, 2021).
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Second, employ subscription services and strategic relationships to make money repeatedly.   Some components:
· Send flowers weekly, biweekly, or monthly.   Customers can choose a single flower ("flower of the month"), a bouquet, or a date-specific subscription.   Subscription programs stabilise cash flow, reduce waste, and increase customer lifetime value, according to florist trade research (OASIS Floriculture, 2024).   A single-variety subscription provides great earnings and cheap work costs because plans can be created in groups.
· Packages for businesses and events: Deliver eco-friendly flowers to hotels, restaurants, and enterprises.   Create customised party and wedding packages.
· Vase refill program: Discount consumers who return empty vases for refills.   Long-term use and return journeys are encouraged.
· Partnerships: Create gift sets with local potters, chocolatiers, and candlemakers.   Coffee businesses and yoga schools that market together can attract new clients.   OASIS recommends partnering with complementary businesses to promote floral orders (Jakob Nielsen Group, 1994).
· To promote the shop's sustainability, teach flower arrangement and donate to local environmental charities (Fogg, 2003).
[bookmark: evaluation-of-solution-1-pmi][bookmark: _Toc216817975]Evaluation of Solution 1 (PMI)
The Plus/Minus/Interesting (PMI) approach helps people think clearly by putting down an idea's pros, cons, and highlights.   The table below shows the digital transformation plan evaluation (Google Inc., 2023b).
	Aspect
	Evaluation

	Plus
	Potential to reach more than Norwich; can tailor promotions and enhance consumer loyalty through data analysis; e-commerce simplifies and increases average order value.   Digital marketing is cost-effective and trackable.

	Minus
	Needs to invest upfront for site development, marketing, and software; competition is fierce, and national chains have more money; the business is subject to algorithm changes because it relies on digital platforms (Nielsen Norman Group, 2023).

	Interesting
	Could lead to novel virtual experiences like live-streamed bouquet classes; internet usage data may help with product development; a digital presence may attract younger, environmentally conscious clients (WebAIM, 2024).
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The subscription and partnership strategy is evaluated with the same PMI framework (Fogg, 2003).
	Aspect
	Evaluation

	Plus
	Offers constant, recurring income; predicts demand to reduce waste; strengthens customer relationships; positions Green Haven as a sustainable, community-focused brand; subscriptions encourage increased annual expenditure (Siteimprove, 2023).

	Minus
	For cost and long-term profitability, prices must be reasonable, flower supply and quality may vary by season, and regular delivery must be possible. Customers may not want to commit to something for a long time if they don't perceive a clear benefit (WebAIM, 2024).

	Interesting
	These titles can inspire creative marketing: "botanical club" or "fresh bloom society."  Local business partnerships can provide unique gift bundles, and special seminars and events can foster loyalty (Google Inc., 2023b).
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A decision matrix helped choose the optimal approach.   Cost, potential revenue, customer happiness, distinction from competitors, risk, and implementation complexity were considered (Google Inc., 2023a).   When scoring solutions, each component was considered important.   Table following shows each answer's weighted score (out of 100).
	Criterion
	Weight
	Digital transformation
	Subscription & partnerships

	Cost (lower is better)
	
	50
	70

	Revenue potential
	
	70
	85

	Customer satisfaction
	
	65
	80

	Differentiation
	
	60
	90

	Risk
	
	50
	70

	Implementation complexity
	
	60
	55

	Total weighted score
	
	
	


Analysis reveals that subscription and collaboration work well.   Digital transformation can increase your reach, but it costs more and doesn't make you stand out in a well-funded online shop industry (Google Inc., 2023b).   Subscriptions enable people get to know each other, provide constant revenue flow, and suit the shop's community attitude (Siteimprove, 2023).
The bar chart below visualises the comparative evaluation of the two solutions (WebAIM, 2025).
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Starting a new plan has dangers.   Going digital poses dangers including overspending on site development, overrelying on third-party platforms like social media algorithms, hacking, and the need to constantly create fresh material (World Wide Web Consortium, 2023).   Green Haven should budget carefully, own its consumer data, host it securely, and employ several marketing platforms to reduce negative consequences (Intelivita, 2025).
Subscription risks include logistics issues, subscription tiredness, seasonal variations, and partner unreliability.   Limit delivery locations, offer various subscription lengths, identify different floral sources, determine seasonal costs, and make official partnerships to decrease the problem (TeamRetro, 2023).
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Green Haven can implement the subscription and collaboration model and make digital enhancements using the procedures below:
· Months 1 and 2: Market investigation to determine local prices and tastes.   Set subscription prices and finish packaging.   Partner with local chocolatiers and potters.
· Months 3 and 4: Create a subscription page with clear language, graphics, and sign-up forms.   Train your team on subscriptions and partnerships.   Offer a deal to start the "Green Haven Botanical Club" slowly (Nielsen Norman Group, 2023).
· Months 5 and 6: Get early subscriber feedback, modify offerings, and promote more.   Promote other businesses and share user-generated content on social media.   Create a simple loyalty program to reward referrals and retain subscribers (Google Inc., 2023a).
· Months 7–12: Use limited digital ads to attract Norwich subscribers.   Check if a basic online store with pre-selected bouquets and subscriptions is doable (World Wide Web Consortium, 2023).   Monitor money and adjust resource consumption.
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Success should be measured through quantitative and qualitative metrics:
· Revenue and profit margins: Compare subscription income to in-store sales.   Record the average order size and repeat purchases (Building Brands Marketing, 2025).
· Maintain a count of current subscribers and those who leave.   Low turnover indicates client satisfaction.
· consumer feedback: Use surveys and reviews to determine consumer satisfaction with bouquet selection, delivery reliability, and service (Siteimprove, 2024).
· Partner engagement: Measure sales generated through partnerships and evaluate the success of joint promotions (Baymard Institute, 2024).
· For digital interaction, track website visitors, page duration, and signups.   Assess your social media presence.
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Green Haven Florists faces fewer customers, higher prices, and online competition.   Two strategic options were considered.   Digital transformation can reach more people but costs more and is competitive.   Subscriptions and collaborations boost revenue, client loyalty, and the shop's longevity.   The best options using PMI and a decision matrix are subscriptions and collaborations.   Green Haven may become a successful community-focused florist with a stable revenue and a basic but useful online presence by managing risks, implementing strategies in phases, and tracking results.
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