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Introduction 
Green Haven Florists is a small independent flower shop based in Norwich, UK. The shop was opened in 2016 by partners Lian and Priya Patel, who wanted to create a florist known for its unique designs, eco-friendly packaging, and strong community ties. The business became popular for its focus on sustainability and high-quality service, attracting customers who were mindful about the environment. However, in recent years the retail environment has changed a lot; more people now buy flowers online instead of physically visiting shops. The costs of running a small business have also gone up, and because of these changes, Green Haven Florists have started to struggle. This Report takes a look at the main problems the business is facing and offers some practical solutions that could help the owners to improve sales and keep the business going in to the long term.
Over the past year Green Haven Florists has seen a 30% decline in sales. The store used to benefit from being on a thriving busy High street, however the area has lost a lot of foot fall due to several nearby store closures. More customers are now shopping online, which means fewer people visiting the hight street. Although Green Haven Florists has started to recieve a few more online orders, this increase has not been enough to make up the loss of in-person sale. This trend reflects a bigger shift happening across the UK, where small local businesses are finding it harder to compete with online competition. This has resulted in business revenue falling and it becoming more difficult to cover running costs.
Weak online and digital presence
Another major issue is that Green Haven florist’s online presence is very limited. Many customers have expressed the businesses website looks old, is slow and difficult to navigate. Also the website doesn’t offer enough features such as flexible delivery or subscription options. The owners have relied on word of mouth recommendations and occasional special media posts which are not enough to attract new customers. In contrast, competitors-especially national flower delivery services and trendy boutique florists- use platforms like Instergram to promote their arrangments and interact with customers. According to Statista (2004), over 70% of uk customers now use social media to find local businesses. Without an up-to-date website and an active social media presence, Green Haven is missing out on these potential customers and losing ground to more digital savvy competitors.
Rising costs and supply issues
The costs of running the business have increased due to inflation and supply chain problems. The price of imported flowers like orchids and tulips has gone up, and sustainable packaging materials such as biodegradable wraps have also become more expensive. While the eco-friendly materials fit the brands' values, they put pressure on profit margins. This problem is common in the UK floral industry, where small businesses face higher costs for energy, delivery and imported goods (British Florist Association, 2023). As a small company, Green Haven does not have the buying power of larger retailers, so it is more affected by these price increases.
Competition in the local area has become stronger. Two new florists have entered the Norwich market: one is a stylish boutique florist with a big Instagram following, and the other is a national chain that offers cheaper prices and same-day delivery  Green Haven sits somewhere in the middle, it is not as trendy or visible as the boutique, but also cannot compete with the chain’s  low prices. According to Porters (2008) theory of competitive forces, new entrants with stronger advantages can easily take customers away from existing businesses if those businesses do not adapt.  This has clearly happened to Green Haven.
Customer service and experience 
Customers' feedback shows mixed opinions. While people appreciate the quality of Green Havens flower arrangements, some have complained that the website is hard to use and that delivery options are limited. Others have said that they would like a subscription service and easier ways to order online.
In today's market customers expect, flexibility, convenience, and personalized service (Mintel,2024). Because Green Haven does not currently offer these things, it risks appearing outdated compared to competitors. The business needs to modernize its customer experience it wants to attract a younger, savvy customer.
Summary of main problems 
In summary Green Haven Florists faces several connected challenges:
A 30% decline in instore sales and less high street traffic
A weak online presence and outdated website 
Rising costs of flower and sustainable materials 
Stronger competion from both local and national florists
Gaps in customer experience and limited flexability
All these issues have made it difficult for the shop to stay profitable in a changing retail environment.
Solution 1: Going digital and expanding E-Commerce 
The most urgent step for Green Haven is to modernize its online presence. Customers now expect florists to offer easy online ordering, quick delivery, and strong digital communication. A well-designed website and an active social media strategy could help the business attract new customers and increase sales. Chaffey and Ellis-Chadwick (2019) suggest that small businesses using digital marketing often improve their visibility and competitiveness. For Green Haven, developing a proper e-commerce site could make up for the lost in-store revenue and open new sales opportunities.
How to implement it
Website redesign:
Liam and Priya should hire a professional web designer to rebuild the site with features such as 
Online ordering and secure payments 
Subscription services
Flexible delivery options and tracking 
Mobile friendly design and clear navigation 
The owners should create a plan for regular marketing online. This could include:
Post frequently on Instagram and Facebook to show new arrangements.
Working with local influencers or event planners.
Sending email newsletters to loyal customers. 
Using SEO to appear higher in local search results.
Customer Data and Feedback:
The shop could use a simple CRM system to record what customers buy and when, allowing for personalized promotions or reminders for events like birthdays and anniversaries.



Benefits 
Higher Sales: An improved online system can reach mor customers and boost income.
Better customer experience: People will enjoy the convenience of ordering online.
Wider reach: The shop could attract customers outside Norwich.
Moden image: A refreshed digital look will make the brand appear current and professional.
Risks and how to manage them 
Creating a new website and running an online campaign costs money. There is also a risk of technical issues or low engagement at first. To reduce these risks the owners could
Apply for a small business digital grant to fund the website 
Test the site in stages before launch 
Track the progress with online analytics to improve marketing strategies.
If done well, a stronger digital presence would help Green Haven compete effectively and reach a new generation of customers.
Solution 2 Cutting costs and building local partnerships.
Why this solution is needed 
This solution focuses on managing costs and improving sustainability; Green Haven’s eco-friendly brand is a key strength, but it has become more expensive to maintain. Working with local flower growers and suppliers could help reduce expenses, shorten supply chains, and reinforce the business’s community image,
According to Christopher (2016), Improving supply chain managment can lower costs and maintain quality. By sourcing more products locally, Green Haven can reduce import costs and appeal to environmentally conscious customers.
How to implement it
Partner with local growers: Green haven should connect with regional flower farms that can provide seasonal blooms. This approach supports local businesses and reduces transportation costs.
Sustainable packaging collaboration: This shop could team up with other small businesses that use biodegradable materials to bulk order supplies, reducing costs.
Manage inventory more effectively: Using a simple stock tracking system would help the owners understand which flowers sell best, reducing waste from unsold stock.
Add value through workshops: Green Haven could host small flower arranging workshops offering floral design packages for events, adding new income streams.


Benefits
Lower costs: Local sourcing means fewer delivery and import fees.
Stronger brand identity: Builds on the shop’s eco-friendly image 
More income streams: Workshops and events bring in extra revenue.
Community support: Local customers appreciate businesses that support regional growers.
Risks and how to manage them
The main risk is that local suppliers might not always have enough stock or variety. Green Haven can reduce this risk by keeping backup suppliers for busy periods. If local flowers are more expensive, the shop can market them as premium sustainable products, which many customers are willing to pay more for.
Discussion 
Both solutions – digital transformation and cost management, work best together. The first focuses on increasing revenue through technology and marketing, while the second focuses on cutting costs and improving efficiency.
If Green Haven only goes digital without managing costs, it might struggle finacially. If it only reduces costs without improving visibility, sales could remain low. Combining the two gives a balanced plan for growth and sustainability.
Conclusion
Green Haven florists face serious challenges caused by the changing customer behavior, stronger competition, and rising expenses. Falling in-store sales, a weak online presence, and higher costs have all contributed to its current difficulties. However, these challenges also create opportunities for improvement. By building a modern, user-friendly online store and expanding digital marketing, Green Haven can attract new customers and stay relevant in a digital age. At the same time, by forming partnerships with local suppliers and managing costs, the business can protect its eco-friendly image and improve profits. Together, these two strategies can help Green Haven Florist stay competitive, sustainable, and successful for many years to come.
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