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Abstract
Green Haven Florists faces declining sales and fewer customers. The shift to online flower shopping and rising costs have changed the market. Customers now expect new products and better service. This report evaluates two strategies: digital transformation and service diversification. Analysis shows digital transformation is most sustainable. Success will depend on tracking KPIs such as website traffic, new customer sign-ups, and subscriptions. The goal is to boost Green Haven's online presence, reconnect with customers, and build loyalty.

1. Introduction
Green Haven Florists, known for its window displays, has seen fewer customers and lower sales. The rise of online shopping means people want the convenience of ordering flowers online. Failing to adapt risks being left behind. Chaffey (2021) states that an online presence is now vital for survival. Understanding this context, the following sections will outline the nature of the business problem and explore practical solutions.
So what’s this report all about? Basically, I’m digging into what’s gone sideways and looking at two main ways to turn. This report examines the underlying causes of Green Haven Florists' recent challenges and evaluates two principal strategies for improvement. Drawing on insights from experts such as Kotler and Armstrong (2020), the analysis focuses on practical, actionable solutions rather than purely theoretical approaches. Kip the shop altogether! And younger folks? They’re into subscriptions or getting that perfect flower suggestion with just a tap. If you’re not online, you’re missing out, plain and simple. You’ve got to keep up or you’re out of the game.
Green Haven Florists has experienced a decline in sales and a reduction in customer foot traffic. As consumer preferences shift toward online shopping and greater convenience, the business must adapt promptly. This report examines the underlying challenges and proposes actionable strategies to support the recovery of Green Haven Florists.

2. Explanation of the Business Problem
Green Haven Florists has lost one-third of its walk-in customers. This started before COVID-19 and has gotten worse. The convenience of online flower shopping is a major reason, as people like ordering from home. Fewer nearby stores also mean fewer drop-in visits. Consumer shopping habits have shifted (Laudon and Traver, 2023).
And let’s talk about the website. The current website presents several challenges: limited delivery options, difficulty establishing recurring orders, and a lack of an engaging user experience. Customers often face uncertainty about product availability, and the site does not offer personalized recommendations. Additionally, rising import costs for flowers and the premium associated with eco-friendly packaging further strain profitability (Laudon and Traver, 2023; Chaffey, 2021; Payne and Frow, 2022). Some need flowers today, others want to plan ahead for a birthday or a business thing. And they want to do it all online, fast and simple. Just look at companies like Bloom & Wild or Freddie’s Flowers—they really get it. Their customers keep showing up, and those subscriptions? They bring in steady money every month (Payne and Frow, 2022).
Competitor florists use advanced tools like automated pricing, targeted offers, and retention tools. Green Haven still does everything manually, which makes staff more stressed, especially during busy times. Without similar upgrades, the business risks falling behind competitors.ions
Solution 1: Digital Transformation and Online Expansion
A comprehensive digital transformation would upgrade Green Haven’s online presence. This includes building an easy-to-use, mobile-friendly website with simple shopping and subscription options. Better social media use can boost brand visibility and engage customers. Chaffey (2021) notes that digital change involves both new technology and improved customer engagement.—people aren’t patient anymore. You want flowers today? Tomorrow? You want them wrapped up in eco-paper? Everyone likes having options and doesn’t want to wait around. The good news: you can let tech do the hard stuff, so the staff aren’t totally swamped. Bloom & Wild is proof—mix things up online and suddenly you’re reaching way more people than before.
Solution 2: Service Diversification and Local Partnerships. The alternative strategy involves strengthening local partnerships and community engagement. Collaborations with hotels, cafes, and offices could position Green Haven as the preferred supplier for events and corporate needs. Hosting workshops and community events may also create additional revenue streams. Payne and Frow (2022) suggest that such initiatives can enhance business resilience and diversify income sources. This outcome is not anticipated. Een  Haven’s core strengths include crafting personalized bouquets and delivering exceptional customer service.

4. Evaluation of Alternatives (Grid Analysis)
To objectively assess the proposed strategies, a comparative analysis was conducted using a grid evaluation (see Appendix 1). Criteria included revenue potential, scalability, alignment with current consumer preferences, implementation speed, and associated risks. The digital transformation strategy emerged as the most advantageous, offering greater scalability and alignment with modern shopping behaviors. Subscription services provide recurring revenue, reducing reliance on one-time sales. While the local partnership strategy fosters community relationships, it does not adequately address the primary issue of limited online visibility. This comparative outcome leads to the rationale for selecting the optimal solution, outlined in the next section.
In the long term, digital transformation is the best long-term strategy in a rapidly changing retail landscape. Relying just on local partnerships is risky due to uncertain customer flow. Digital solutions give a wider reach, steadier revenue, and less dependence on walk-in customers. A comprehensive shift to moving to digital operations is the most effective solution for Green Haven. This meets key business challenges and current buying trends. Industry experts and research show that a strong online presence is crucial for competition (Laudon and Traver, 2023).  It offers a sustainable way to increase customer retention and stabilize monthly revenue. Regular deliveries appeal to consumers seeking convenience and novelty. 

5. Selected Solution and Justification
The analysis demonstrates that digital transformation is the optimal solution to the challenges Green Haven Florists faces. Revamping the website, enabling online ordering, and leveraging social media platforms will help the business attract new customers, boost sales, and build loyalty. Systematic tracking of key performance indicators and ongoing adaptation are vital for long-term success. With a detailed plan and a commitment to organizational evolution, Green Haven Florists is poised to thrive in a digital-first marketplace.
6. Risk Analysis
Digital transformation presents several risks, including the potential for low website adoption and challenges associated with staff adaptation to new technologies. To mitigate these risks, it is advisable to engage web development professionals with transparent pricing, implement promotional offers to encourage customer engagement, and seek external expertise for digital marketing initiatives. As Chaffey (2021) notes, small businesses often benefit from specialized support during periods of significant change. The next point to address is how effective change management can further reduce these risks.
Plus, Change management is critical, as not all staff members may readily adapt to new systems. A gradual implementation process, open communication, and comprehensive training can facilitate a smoother transition and ensure all team members are supported.
Significant organizational changes inherently carry risks, and the digital transformation at Green Haven Florists is no exception. Possible risks include overspending on website improvements or digital marketing efforts that may not generate immediate returns. Additionally, employees may struggle to adapt to new systems, potentially leading to operational errors or diminished service quality. Initial customer hesitation to adopt online ordering is also expected. To address these risks, the business will follow a strict budget, partner with developers offering fixed rates, and provide thorough staff training. 

7. Plan for Implementation
The implementation plan involves a phased approach: initially upgrading the website to enhance usability, followed by integrating comprehensive e-commerce and subscription functionalities. Staff training will be conducted to ensure proficiency with new systems. Subsequently, digital marketing campaigns and regular social media updates will be launched to increase visibility. 
Each phase will be scheduled with defined budgets and regular progress reviews to ensure effective execution. To make sure Green Haven Florists’ digital transformation actually works, the plan for implementation needs to be clear, practical, and easy for everyone to follow. The process starts with a thorough review of the current website and business operations. This means figuring out what’s outdated, what customers complain about most, and where the slowdowns happen. Once the problem spots are mapped out, the next step is picking reliable partners to help with the website upgrade and online ordering system. Ideally, the shop should work with developers who have experience in e-commerce for small businesses, and who can deliver results on a set budget and timeline.

8. Measuring Effectiveness (Key Performance Indicators)

Progress will be measured by closely monitoring website traffic, online orders, new customer registrations, and customer feedback. Social media engagement and repeat purchases will also be tracked. These key performance indicators will be reviewed monthly to ensure the digital strategy drives Green Haven Florists' visibility, sales, and customer satisfaction.

9. Conclusion

The analysis shows that digital transformation is the most effective way to address Green Haven Florists’ challenges. By upgrading the website, introducing online ordering, and embracing social media, the business can reach more customers, boost sales, and build loyalty. Careful tracking of KPIs and ongoing adaptation will ensure long-term success. With a clear plan and a commitment to change, Green Haven Florists is well-positioned to thrive in a digital-first market.
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Analysis Table

Appendix 1: Grid Analysis Table
	Criterion
	Weight
	Solution 1 Score
	Solution 2 Score

	Revenue Potential
	0.30
	9
	7

	Cost Efficiency
	0.20
	7
	6

	Market Alignment
	0.20
	9
	6

	Implementation Speed
	0.15
	7
	6

	Risk Level
	0.15
	6
	8


Appendix 2: Risk Analysis Table
	Risk
	Probability
	Impact
	Mitigation

	Cost Overrun
	Medium
	Medium
	Fixed-price contract

	Low Subscription Adoption
	Medium
	High
	Trial offers and promotions

	Digital Skill Gaps
	High
	Medium
	Outsource to agency

	Competitor Pricing Pressure
	Medium
	High
	Differentiate via sustainability


Appendix 3: Action Plan Table
	Action
	Responsible
	Timeline
	Resources
	Cost

	Website Redesign
	Developer
	8 weeks
	Budget + content
	£3,000

	SEO & Social Media Launch
	Marketing Agency
	6 weeks
	Retainer
	£600/month

	Subscription Pilot
	Owners
	3 weeks
	Product setup
	£0

	Delivery Expansion
	Delivery Partner
	4 weeks
	Equipment
	£500



