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Report on Green Haven Florists: Business Problem Analysis and Solutions

Introduction

This report analyses the operational and strategic challenges faced by Green Haven Florists, a small independent florist in Norwich, UK. It identifies the principal causes of the recent decline in revenue and footfall, evaluates two potential solutions using Grid Analysis, and recommends a preferred strategy supported by a detailed implementation and monitoring plan. The report applies recognised problem-solving frameworks and evidence from contemporary literature to provide actionable recommendations that can support the company’s long-term sustainability and competitiveness.


 Identifying the Business Problem

Over the past year, Green Haven Florists has seen a sharp 30% drop in in-store sales, just like the case study lays out — down to emptier high streets in Norwich, costs shooting up for everything from imported flowers to their eco-packaging, and stiff competition from cheap online delivery services. Their website’s clunky and outdated, social media’s patchy at best, and sticking to sustainable sourcing is getting pricier with all the supply hiccups. Customers are fed up too, asking for smoother online ordering, better delivery slots, and more regular deals. At the heart of it, the shop’s lagging behind on digital shifts and what buyers want now, bleeding market share and profits. It’s no surprise, then, that the UK florists’ market has shrunk by an average of 7.5% annually from 2017 to 2022, with small independents squeezed hardest by online rivals and rising costs that they can’t pass on (The Last Bunch, 2023; IBISWorld, 2025; Marketing Donut, n.d.).



Alternative Solutions
To address these challenges, two potential solutions were considered:
Solution A: Building a much stronger social media presence
One option is to go big on Instagram, Facebook, and especially TikTok – platforms that are perfect for flowers because everything is visual. The idea is to post good-looking photos and short videos every day (behind-the-scenes of making arrangements, quick tips, seasonal ideas, customer stories, etc.), reply to comments straight away, run small competitions, and work with local Norwich influencers or even micro-influencers who love plants and weddings. A modest budget on targeted ads (e.g. “flowers delivered in Norwich” or “eco-friendly bouquets”) would get the posts in front of the right people. Several florists I’ve seen online have doubled their followers and got a lot more orders just by being consistent and fun on social media. This would directly tackle Green Haven’s problem of low visibility and the move to online shopping, plus it can actually pull people back into the shop when they see something they have to have in person (Chaffey and Ellis-Chadwick, 2022).

Solution B: A proper, joined-up marketing strategy (digital + traditional)
The second option is to stop doing random posts and offers and instead put together a real marketing plan that actually works together. This would mean fixing the website so it comes up when people Google “flowers Norwich” or “wedding flowers Norfolk” (basic SEO), starting a simple email newsletter with genuine offers (Mother’s Day preview, 10% off first online order, birthday reminders, etc.), running proper seasonal campaigns (Valentine’s, Christmas, weddings), and launching a loyalty card or points system that works both in-store and online. The big advantage over just “doing more social media” is that everything supports everything else: the email drives people to the improved website, the website sends people to the loyalty scheme, the loyalty scheme brings people back into the shop, and the shop gives out flyers that send people to Instagram. It’s measurable too – we can track how many people actually buy (conversion rate), how much traffic the website gets, and how often customers come back. In short, it drags Green Haven into 2025, meets the demand for convenience and discounts, and gives Liam and Priya a clear way to stand out from the big online players and the new boutique that’s all over Instagram (Kotler and Keller, 2022).

[bookmark: _Hlk205987492]Appendix 1
Grid Analysis
To decide fairly between the three options, I used a Grid Analysis (also known as a weighted decision matrix) that we learned in class. I selected the three criteria that matter most to Liam and Priya right now:
· Time (weight 5) – the 30 % sales drop has already happened in just one year and the case study hints they’re running low on cash, so any solution that takes ages to show results simply isn’t an option. Speed is everything right now.
· Cost (weight 1) – Liam and Priya don’t have big budgets like the national chains or the new boutique competitor, but both marketing options are fairly cheap, so cost isn’t the main decider.
· Specialist Skills (weight 3) – it’s basically just the two owners plus a couple of part-timers, so anything that needs a full-time digital expert or years of new knowledge would be really tough for them.
I scored each solution from 1–10, multiplied by the weightings, and added them up (full table in Appendix 1). The final scores were:
· Enhanced Social Media Presence = 25
· Using More Local Produce = 31
· Improved Marketing Strategy = 39
The Improved Marketing Strategy is clearly the strongest overall. It gets the highest possible marks on Time (the factor I weighted most heavily at 5), which is exactly what Green Haven needs right now – fast results before they lose any more money. Even though the other two options are okay, they score much lower on speed, and speed is the thing that matters most to Liam and Priya. That’s why I chose the Improved Marketing Strategy as the best one to go with.
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Justification for Selected Solution

Evaluation is crucial in business as it allows for informed decision-making by assessing the viability and potential impact of different options, reducing subjectivity and enhancing the likelihood of success (Grant, 2021). The Grid Analysis shows that the “Improved Marketing Strategy” received the highest total score (39), compared to “Enhanced Social Media Presence” (25) and “Using More Local Produce” (31). This result demonstrates that while enhancing social media or switching to more local flowers would help a little, a comprehensive, joined-up marketing strategy provides the most significant and fastest long-term impact (Kotler and Keller, 2022).

Interpretation of Results:
Interpretation of Results: Time (Weight 5): Improved marketing activities can be implemented quickly and begin showing results within a short timeframe, particularly through online campaigns and partnerships (Kotler and Keller, 2022). Cost (Weight 1): Marketing requires some investment in advertising and analytics tools but remains cost-effective compared to other options. Specialist Skills (Weight 3): Developing a marketing strategy requires moderate expertise; however, skills can be developed through short training or outsourced if necessary.
The improved marketing option offers the greatest potential to restore profitability and brand presence. It provides a balance between time efficiency, affordability, and required expertise. The approach directly addresses the core problem of limited customer engagement and insufficient digital visibility. Therefore, it is recommended that Green Haven Florists adopt this strategy as the primary solution, as it aligns with strategic analysis principles for small businesses in digital economies (Osterwalder and Pigneur, 2020).





Risk Analysis of the Selected Solution

Risk Analysis of the Selected Solution Risk analysis is essential for businesses to identify potential threats and develop mitigation strategies, ensuring the sustainability of chosen solutions (Grant, 2021). While the improved marketing strategy offers high potential, certain risks must be managed carefully (see Appendix 2 for full details): Financial Risk: Upfront investment in digital advertising and promotional campaigns could affect short-term cash flow.
 Operational Risk: Increased orders from successful campaigns may strain existing resources if not managed efficiently.
 Reputational Risk: Inconsistent branding or poor communication across channels could harm credibility.
 Skill Risk: The team may lack expertise in data analytics or SEO, requiring external support. Mitigation strategies include phased implementation, external consultancy support, staff training, and performance monitoring. This analysis justifies that the solution is reliable when risks are proactively addressed.











Appendix 2

	
	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
	Spending too much on paid ads / wrong targeting
	3 (Medium)

	4 (High)

	12

	Set strict monthly ad budget (£200 max) and test small campaigns first

	Pause under-performing ads immediately and re-allocate budget


	2
	Sudden jump in orders that the shop can’t fulfil (staff / stock shortage)

	4 (High)

	4 (High)

	16

	Train one extra part-timer now and secure backup local suppliers

	Offer customers a small discount + priority next-day delivery if delayed


	3
	Negative comments or bad reviews if new delivery is late

	2 (Low)

	4 (High)

	8

	Clear delivery time-slots on website and automatic order updates

	Quick public apology + free small bouquet or voucher for affected customers








Plan to Implement the Selected Solution
 Based on the Implementation Plan provided in Appendix 3: The plan is structured over six months to ensure orderly execution. The order begins with foundational tasks like market research and content design to build a strong base, followed by launch and evaluation phases to allow for adjustments. Scheduling is phased to align with peak seasons (e.g., Mother’s Day), maximising impact while managing resources. Responsibilities are assigned to Liam and Priya for oversight, with potential outsourcing for technical elements like SEO. These decisions are justified by the need for efficiency and expertise, drawing on business model generation principles to adapt quickly to market dynamics (Osterwalder and Pigneur, 2020).

















	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Conduct quick marketing audit



	Check current website, social media, customer feedback – make a list of everything that needs fixing



	Week 1–2



	Liam & Priya



	Written list completed and prioritised




	2
	Update and improve the website



	New photos, clear prices, easy online ordering, delivery info, basic SEO (e.g. “flowers Norwich”)



	Week 3–5



	Local freelancer + Priya



	Website live, mobile-friendly, appears on page 1 of Google for local searches




	3
	Set up Google Business Profile & email system



	Claim Google profile + set up free Mailchimp newsletter



	Week 4–6



	Priya



	Profile verified + first welcome email sent to existing customers




	4
	Launch paid ads and daily social media posts
	£150–200 monthly ad budget + consistent Instagram/Facebook posting schedule
	Week 6 onwards (ongoing)

	Liam (posts) + Priya (ads)



	Ads live and first 1,000 people reached



	5
	Introduce loyalty programme
	Simple card: buy 5 bouquets → £10 off next one (works in-store and online)
	Month 3



	Both

	Loyalty cards printed and first 50 customers signed up
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Means of Measuring Effectiveness of Implementation of Selected Solution Key 
Performance Indicators (KPIs) are quantifiable measures used to evaluate the success of an organization in meeting key business objectives (Parmenter, 2015). SMART objectives are Specific, Measurable, Achievable, Relevant, and Time-bound goals that provide clear direction and criteria for success (Doran, 1981). Based on the KPI and SMART Objective table provided in Appendix 4: The proposed KPIs, such as sales growth and online engagement, are defended as they directly link to the problem of declining revenue and visibility. The SMART objectives ensure targets are realistic, with timelines for tracking progress. This approach allows for data-driven adjustments, ensuring the marketing strategy's effectiveness in restoring profitability.


	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase total sales revenue by using a new website, paid ads, email campaigns and loyalty card






	
Achieve 20 % growth compared to same month last year





	
With £150–200 monthly ad budget and 5–10 hours/week from Liam & Priya





	
Directly reverses the 30 % sales decline and low digital visibility




	
By the end of Month 6 after launch











Appendix 4

       Key Findings
· The core business problem stems from inadequate adaptation to digital trends, leading to a 30% sales decline.
· Grid Analysis identified the Improved Marketing Strategy as the superior solution due to its balanced scores in time, cost, and skills.
· Risks like financial strain can be mitigated through phased implementation and training.
· The six-month plan provides a structured path for rollout, with responsibilities clearly assigned.
· KPIs and SMART objectives enable precise measurement, targeting 20-40% improvements in key metrics.

Conclusion
 In conclusion, Green Haven Florists faces declining sales due to an outdated marketing approach and insufficient digital engagement. Through the use of Grid Analysis, the “Improved Marketing Strategy” was identified as the most effective and practical solution. Its balance between cost, time, and skill requirements makes it ideal for the company’s recovery. With a clear implementation plan and risk management measures, this approach can help Green Haven re-establish its brand presence, increase profitability, and secure a sustainable competitive position in the marketplace (McKinsey & Company, 2023).
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