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Green Haven Florists: Business Improvement Report
Introduction

Green Haven Florists is facing challenges in today’s market that include shifts in consumers buying behaviors, an increase in competition from online retailers, and higher overhead costs which have led to decreased retail sales and reduced profit margins. Two potential solutions to aid the florist in getting back on track will be analyzed in depth using a step by step approach to develop a plan that will enable Green Haven Florists to recover. Each solution will be discussed in depth including the pros and cons of each potential solution. Following that, a risk analysis will be conducted on each solution and an implementation plan will be developed for the best solution. This report will outline several Key Performance Indicators which can be used to judge success in recovery and growth efforts.
 
1. Overview of the Case Study and Problem
 
Based in Norwich Green Haven Florists is a small, independent flower shop with an environmentally focused philosophy and a high quality, bespoke floral service for all occasions. Servicing a dedicated client base of private and commercial accounts for several years, unfortunately in the last year or so the business has experienced a decrease in performance of 30% in terms of in-store sales. This decrease is mainly attributed to changes in the foot traffic and dynamics of the high street, with a large proportion of trade being lost as a result of customers choosing to shop online.
 
Things are hotting up in the flowers market. The large online retailers are using their strength as a one-stop shop, competitive prices and widespread delivery area to their advantage, with same-day delivery across the country. In the high street, a new competitor has entered the market, drawing on a strong brand name and an effective social media presence. With imported flowers priced so low, factors such as sustainable packaging are eating into the already low profit margins.
 
Although there are a number of elements that are lacking from the operation of Green Haven, such as an appropriate website and design, poor navigation, limited delivery options, little use of strong digital marketing strategies, Green Haven still has a lot of potential. As long as Green Haven capitalises on these digital opportunities and also continues to provide customers with a unique and personalised service, success will be achievable.
 
2. Proposed Solutions
Solution 1: E-commerce Platform with Subscription Service
 
The first solution provided was for us to create a modern and feature rich online e-commerce platform for customers to browse and purchase products online. The platform would allow customers to pay online for their products and would be fully mobile responsive with modern and clean visuals along with a clear and simple navigation structure to replace the current out of date website. We also proposed on creating a subscription service where customers can receive regular flower deliveries on a weekly or bi weekly basis.

Solution 2: Digital Marketing and Brand Development Strategy
 
The second solution would be to take Green Haven’s marketing and branding into the digital sphere. This could involve increased use of social media, (either Facebook and Instagram or alternative platforms) improving search engine optimisation, email marketing and online adverts to specific demographics.
 
We would also be open to collaborating with local influencers, photographers and event planners for promotion. Working with Green Haven flowers modernises your brand and attracts a younger demographic to your store. Being more active online will increase online sales as well as in-store sales through awareness and engagement.
 
3A. Evaluation Using PMI Analysis
Solution 1: E-commerce Platform with Subscription
 
Plus:
Our solution allows customers to purchase from you 24/7, no matter the time. This solution creates a steady stream of revenue for your company and allows for products to be offered to customers beyond your physical store location. By using our solution, online retailers are able to compete with bigger players through a subscription based offering.
 
Minus:
There are many benefits but a few downsides. The initial cost was quite high. Then the on-going annual fee is expensive. You also have to factor in the extra costs of the way you manage the deliveries. Training the staff to use the system correctly is also time consuming. 





Solution 2: Digital Marketing Strategy 
Plus:
Compared to traditional marketing online marketing is not only cheaper but it is more successful at raising awareness of a brand. Online marketing is also more targeted allowing greater customer interaction especially with the younger audience.
 
Minus:
Your site will need continued attention and quality content to be a success. This is not a guaranteed instant success project.
 

3B. Justification of Preferred Solution
 
Both options have their benefits, however we would look to develop an e-commerce enabled website with subscription based services. This would address the core problem of reducing sales, unlike a pure digital marketing solution which will bring in leads but no revenue until a sale is made. Given the current market and how transactions are taking place online, it is essential that we create a website that is able to capitalise on these trends and transactions.
 
Our subscription based model is designed to generate repeat sales and give you a consistent and predictable stream of revenue with real customer loyalty over the long term. While the initial investment may be greater than that of typical software, the return on investment is outstanding and gives you a competitive edge in the increasingly digital marketing world — one competitor at a time.
 






4A. Risk Analysis of Selected Solution
 
Online shops carries a large number of risks. The first risk is the large investment that needs to be made in order to build a website and integrate various systems and also the logistics. The difficulties can also persist after publication of the website, such as the delivery of products, the fixed delivery times and the quality of products that have been sent to customers.
 
There are technical risks with moving to online sales , differences between individual customers, and internal issues such as the digital skills of the workforce.
 
We are aware that there are some inherent risks in moving to this new technology and are working diligently to roll it out in a stepwise manner to minimize disruption to our customers. In addition to the technology, we have engaged proven and quality technology providers and delivery services to mitigate many of the operational issues. But most importantly, we are investing a significant amount of time and resources to ensure that our sales associates are adequately trained, understand the value that this new service will bring to our customers, and are incentivized to utilize the new tools and processes effectively.
 
4B. Outcome of Risk Analysis
 
Our risk assessment indicates that with proper planning and resources all of these identified risks can be managed. While there are some inherent challenges to an e-commerce solution, these can be addressed gradually and through successful partnership. Additionally, all technical risks can be significantly mitigated with the implementation of a robust technology solution coupled with ongoing support.
 
The benefits of including video on your website include increased revenue, broader customer access and a competitive edge. While there are also some potential risks, these can be managed in order to outweigh the small costs involved. There is a viable and sustainable solution that will bring long-term benefits.
 

5A. Implementation Plan
 
Market Research - TSI first analyses consumer behaviour, needs and preferences to plan a successful online shop. 
Website Development - Development of an online shop includes design, payment integration and mobile optimisation.
 
 
5B. Justification of Implementation Plan
 
Our plan to implement the new company is structured in such a way that the transition is controlled and deliberate. The market research will provide us with customer led guidance; firstly we launch the website, and whilst that is underway we develop the subscription and delivery systems.
  
6A. KPI and SMART Objectives
 
Online sales revenue will be one of the KPIs monitored on a monthly basis to assess website performance. Online sales revenue will increase by 25% in the first six months.
 
Our goal is not only to reach 50 subscriptions in the first 3 months but also to increase the traffic to the website by 100% in 6 months and get a higher customer retention through the subscription model.
 
6B. Monitoring and Evaluation
 
These services will be priced on a monthly basis and performance will be measured against a series of monthly reports detailing sales, your website statistics and our subscription figures.
 

7. Key Findings
Green Haven Florists are facing a drop in in-store sales as a result of increased competition from online florists and a change in human behaviour.
Weak digital presence and outdated systems limit competitiveness
Two solutions were proposed: e-commerce and digital marketing
PMI analysis showed e-commerce offers greater long-term benefits
We need an ecommerce solution which allows our customers to sign up to a subscription.
Risks are manageable through phased implementation
A structured implementation plan supports effective execution
KPIs and SMART objectives provide measurable targets
Continuous monitoring ensures long-term success

