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Green Haven Florists: Individual report 

Background

Green Haven Florists is a small, independent flower shop established in 2016 and located in Norwich, UK. Founded by partners Liam and Priya Patel, the business quickly developed a loyal customer base by offering bespoke floral arrangements, sustainable packaging solutions, and locally sourced blooms. Their commitment to eco-friendly practices and their strong community presence made the shop a beloved part of the local high street. For years, Green Haven Florists enjoyed steady sales from walk-in customers, weddings, events, and regular corporate clients.

However, the past 12 months have brought substantial challenges. The business has suffered a 30% decline in in-store sales due to a significant drop in foot traffic and a broader shift in customer behavior toward online shopping. BRC (2025) Overall, Total UK footfall in 2024 was down 2.2% compared to 2023. At the same time, competition from digital-first flower retailers has surged, offering fast delivery, low prices, and high convenience. Alongside this, operational costs, including flower imports, utilities, and sustainable materials have risen sharply. As a result, Green Haven Florists is struggling to maintain its profitability and long-term stability.

Business Problem

The primary issue Green Haven Florists faces are the sharp decrease in foot traffic to the high street where the shop is located. Over the past year, several nearby businesses have closed, reducing the number of potential walk-in customers. Additionally, consumer behavior has shifted significantly toward online purchasing, particularly for convenience‑driven products such as flowers. Gitnux (2025) Over 60% of online floral purchases are now made via mobile devices.

Although Green Haven has an online ordering system, customer feedback indicates that the website is outdated, difficult to navigate, and misses key features such as flexible delivery and subscription services. This has prevented the business from competing effectively in digital space. While online orders have increased slightly, they have not grown enough to compensate for the 30% loss in in‑store sales. Salience (2025) The UK online flower-delivery market generated an estimated $561 million in revenue in 2024 and is on course to reach $776 million by 2030

Rising costs adds further pressure. Imported flowers such as orchids and tulips have become more expensive due to supply chain disruptions. Maintaining sustainable packaging—once a key selling point—has also grown more costly. Competitor pressure has intensified, with one new boutique florist gaining significant traction through Instagram marketing and another national chain offering aggressive pricing and wide delivery coverage.

Taken together, these factors demonstrate a complex business problem that requires strategic adaptation. Green Haven must modernize its operations to remain relevant in an increasingly digital retail environment while staying true to its sustainable identity. David Salazar (2025) Rising demands for sustainability further complicate the market, putting pressure on businesses to balance cost with environmental responsibility.  

Alternative Solutions

Solution A: Develop and Expand the Online Presence

The first proposed solution is to modernize and expand Green Haven’s digital presence. This includes redesigning the website to improve navigation, updating branding, incorporating high‑quality imagery, and adding key features such as online subscriptions, click‑and‑collect options, and same‑day delivery services. Alongside this, the business would invest in digital marketing efforts, including targeted social media campaigns, search engine optimization, and collaborations with local influencers.

Using the PMI evaluation tool:

Plus:
• Expands the business’s reach beyond the declining high street.
• Meets customer demand for convenience and flexibility.
• Increases competitiveness with online‑only flower retailers.
• Enhances brand visibility through digital marketing.
• Can generate consistent revenue through subscription services.

Minus:
• Requires significant upfront investment in technology and marketing.
• Owners may lack the skills needed to manage digital tools effectively.
• Results may take time to materialize, especially if marketing campaigns need fine‑tuning.

Interesting:
• Opportunity to create a strong online identity centered on sustainability.
• Could enable customer‑designed bouquet features or virtual consultations.
• Offers potential for long‑term scalability if successful.

Solution B: Introduce In‑Store and Community‑Based Experiential Services

The second solution focuses on strengthening Green Haven’s community presence by introducing workshops, floral arrangement classes, wedding preparation events, and partnerships with local cafés, schools, and charities. Seasonal pop‑up stalls in busy areas such as markets or shopping centers would further increase brand visibility.

PMI Evaluation:

Plus:
• Reinforces the business’s reputation for personal service and creativity.
• Creates new revenue streams unrelated to traditional bouquet sales.
• Builds customer loyalty and deepens community relationships.
• Differentiates Green Haven from large online competitors.

Minus:
• Still largely dependent on in‑person engagement despite declining foot traffic.
• Limited in reach—events require customers to be local and available.
• Does not address the root cause of shifting digital buying behavior.

Interesting:
• Workshops and events could become a signature part of the business.
• Social media content from events could increase brand appeal.
• Potential to collaborate with eco‑friendly organizations, supporting the brand’s identity.

Chosen Solution

While both solutions offer meaningful benefits, Solution A—expanding and modernizing the online presence—is the more appropriate and effective option for addressing the core business problem. The main reason for the decline in sales is reduced foot traffic and changing consumer behavior favoring online shopping. Strengthening the digital platform allows businesses to reach customers beyond the high street, appeal to younger demographics, and compete directly with large online retailers.

Customer feedback specifically highlights dissatisfaction with the current website and delivery options. Addressing these weaknesses directly aligns with market demand and current retail trends. Additionally, digital marketing is an essential tool for reaching new audiences and increasing brand recognition. Even though this solution requires investment and digital skill development, it offers long‑term sustainability and growth potential.

Solution B has strengths, especially in reinforcing Green Haven’s community presence, but it does not sufficiently address the digital shift impacting the business. It also limits growth to a local audience. Therefore, Solution A is the most strategic and future‑focused choice.

Risk Analysis of the Selected Solution

The chosen solution presents several risks:

Financial Risks:
• Website development, branding upgrades, and digital marketing can be expensive.
• Short‑term cash flow may tighten during implementation.

Mitigation: Set a clear budget, prioritize essential features first, and phase out improvements gradually.

Technological Risks:
• Website glitches, slow loading times, or security issues could affect customer trust.
• Dependence on external developers may delay updates.

Mitigation: Use reputable web developers, conduct thorough testing, and invest in cybersecurity measures.

Operational Risks:
• Staff may struggle to adapt to online order management and digital customer service.
• Increased delivery orders may require new logistics arrangements.

Mitigation: Provide staff training, develop clear workflows, and consider outsourcing delivery to reliable partners.

Competitive Risks:
• Other online retailers may lower prices or increase advertising in response.

Mitigation: Emphasize Green Haven’s unique selling points—sustainability, bespoke arrangements, and local sourcing.

Implementation Plan

Phase 1: Research and Preparation (Weeks 1–3)
• Conduct customer research to identify desired website features.
• Analyze competitor websites and digital strategies.
• Finalize budget and timeline for development.

Phase 2: Website Redesign (Weeks 4–10)
• Hire a professional web developer to redesign the website.
• Introduce mobile‑friendly layouts and improved navigation.
• Add subscription services, bouquet customization tools, click‑and‑collect, and same‑day delivery.
• Upload professional photographs and updated branding.

Phase 3: Digital Marketing Campaign (Weeks 8–14)
• Develop a targeted social media campaign on Instagram, Facebook, and TikTok.
• Promote the sustainability ethos and bespoke designs.
• Run paid ads during high‑demand periods (Mother’s Day, Valentine’s Day, weddings).
• Collaborate with local influencers and eco‑brands.

Phase 4: Staff Training and Internal Setup (Weeks 10–12)
• Train Liam, Priya, and staff to handle online orders, digital customer service, and analytics tools.
• Establish delivery logistics, including packaging processes and time management.

Phase 5: Website Launch and Review (Week 15 Onwards)
• Launch the redesigned website with introductory discounts.
• Encourage customer feedback to identify improvements.
• Continue measuring website performance and adjusting marketing strategies.

Measuring Effectiveness

To track the success of the solution, Green Haven Florists should monitor the following indicators over six to twelve months:

• Online Revenue Growth – comparing online sales figures before and after the website update.
• Website Analytics – analyzing traffic, bounce rates, click‑through rates, and overall conversion rates.
• Customer Satisfaction – collecting feedback through online surveys, reviews, and customer service performance.
• Social Media Engagement – tracking follower growth, likes, shares, and conversions from social platforms.
• Subscription Uptake – measuring how many customers sign up for recurring bouquet deliveries.
• Delivery Efficiency – tracking on‑time delivery and order accuracy.
• Overall Profitability – evaluating whether improved online performance offsets the decline in foot traffic.

Conclusion

Green Haven Florists is experiencing a complex business issue driven by reduced foot traffic, rising costs, increased competition, and a rapid shift in consumer behavior toward digital purchasing. After analyzing the business situation and evaluating two strategic solutions using the PMI tool, the most effective strategy is to modernize and expand the business’s online presence. This solution directly responds to the root causes of declining sales and aligns with long‑term retail trends. With a structured implementation plan, risk mitigation strategies, and clear performance measurement methods, Green Haven Florists can adapt to the changing retail environment, strengthen its competitive position, and ensure sustainable growth in the future.
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