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Green Haven Florist is a small independent florist that was founded in 2016 by Liam and Priya Patel in Norwich and is characterized by custom-made floral designs, environmentally friendly packaging, and a good reputation at the local level. Although these are the strengths, the business has in the recent past been facing a 30 percent decrease in in-store sales because of the decrease in footfall, the rising operation costs and the growth in online and boutique florist competitors.

The purpose of this report is to examine the root causes of the poor performance of the Green Haven Florists, two potential solutions, the assessment of the solutions based on the PMI method and the development of an action plan that can lead to the achievement of profitability. The 5W2H framework, PESTEL, and cause-and-effect (fishbone) tools are used as the basis of the analysis to identify internal weaknesses and external pressures in a systematic way. Customer-centered marketing and balanced scorecard models (Olko, 2022) are also integrated in the report to bring in sustainable and measurable changes only.
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The challenge Green Haven Florists is going through is multi-faceted, but the main issues are decreased sales and the rising operational expenses. Using the 5W2H framework:

What: 30 percent declining in-store sales and escalating costs.

Why: Competition in the online space, lack of modern online presence, and supply chain problems.

Where: Norwich high street, which is experiencing the drop in pedestrian traffic.

When: Over the past 12 months.

Who: Suppliers, clients, and owners.

How: There is a decline in profitability and low online competitiveness.

How much: The slight growth in online orders is not compensated by losing in stores.

A PESTEL analysis also determines external pressures:

Political: Delays in imports after Brexit drive flower prices up.

Economic: Inflation and the increase of the price of the flowers slows down the customer expenditure.

Social: Purchasing is affected by changes towards online shopping, subscriptions and social media.

Technological: Poor site, poor online presence and poor social media exposure.

Environmental: Customers demand eco-friendly packaging; climate problems influence the availability of flowers.

Legal: There are the regulations of retail and environmental packaging, which complicates operations.

The fishbone diagram explains the weaknesses within the company: the lack of digital marketing skills, small staff, slow internet ordering, and expensive materials. Competitor activities, dwindling foot traffic and evolving customer demands are all external forces (Kotler et al., 2024).
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Solution 1: Digital Modernization.
Investment in a new web site, social media marketing, and the introduction of subscriptions can be done in Green Haven. The strategy meets customer needs of being convenient, fast, and online accessible. Human to human marketing theories imply connecting with customers on the internet by providing them with personalized information that builds a strong brand loyalty and prompts repeat purchases (Kotler et al., 2024).
Solution 2: Service Enlargement and Association.
Alternatively, the company would collaborate with local event planners, come up with seasonal offers, and enhance the delivery logistics. This strategy utilizes community networks, enhances customer points of contact and distinguishes the shop among the competitors. Although this solution enhances local presence, it might not be as effective as tracking online revenue patterns or as convenient as it is supposed to be digitally.
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The PMI analysis shows that digital modernization presents the greatest benefit in the long-term as it works not only on internal weak points but external trends in the market. With the investment in the digital infrastructure, the florist will be able to enhance customer satisfaction, online sales, and the efficiency of marketing (Olko, 2022).
	Solution

	Plus

	Minus

	Interesting


	Digital Modernization

	Improves customer engagement; expands online sales

	High upfront cost; requires staff training

	Potential to reach new online markets


	Service Expansion & Partnerships

	Leverages local community; increases service flexibility

	Limited scalability; may not attract online customers

	Could strengthen local brand presence
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Digital modernization is the solution that is suggested. The feedback provided by customers shows that they want the opportunity to be provided with convenience online, whereas the competitors are already doing this digitally. This option complies with the human-to-human marketing, with the emphasis made on individualized online interactions enhancing engagement and retention (Kotler et al., 2024).
The Digital modernization allows the following:
Redesign of Web site with easier navigation and ordering.
Subscriptions to have an income stream.
Marketing of social media to achieve wide publicity and engagement with customers.
Even though the first expenses are high, the solution has been sustainable and will make the florist competitive in a digital-first environment that will help direct increase in revenue as well as long term customer retention.
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	Risk

	Likelihood

	Impact

	Mitigation


	High cost of website redesign

	Medium

	High

	Budget planning; phased implementation


	Lack of digital expertise

	Medium

	Medium

	Hire or train staff; outsource tasks


	Slow adoption by customers

	Medium

	Medium

	Launch promotional campaigns; feedback monitoring


	Technical issues / downtime

	Low

	High

	Use professional developers; backup systems




Mitigation measures minimize the harmful consequences, and the implementation will be organized and controlled (Olko, 2022).
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It is implemented with the help of a structured action plan 5W2H:
	Activity
	Who
	When 
	Resources
	KPI

	Website redesign

	External agency + owners

	Month 1–3

	£X budget, staff time

	Live website; increased traffic


	Social media campaign

	Owners + intern

	Month 2–4

	Content calendar

	Engagement ↑ 25%


	Subscription rollout

	Owners

	Month 3–5

	Delivery logistics

	50 subscriptions first 3 months


	Staff training

	Owners + employees

	Month 1–2

	Training modules

	Competency in online system


	Customer feedback

	Owners

	Month 3–6

	Survey tool

	80% positive reviews




This strategy will make sure that the solution is executed in a systematic way that is regularly monitored and measured accordingly.
[bookmark: _Toc215222725]Measuring Effectiveness 

The effectiveness will be monitored with the help of Key Performance Indicators (KPIs):
Online sales growth: Aiming at 20-30 percent growth in 6 months.
Traffic and conversion of the web sites: Monitor individual visitors, the number of bounces and number of orders completed.
Social media activities: Keep track of the followers, likes, shares, and comments.
Customer satisfaction: Customer experience and loyalty survey online.
Subscriptions taken: Recurrent customers.
Working with KPIs provides the data-oriented decision-making and will enable the florist to change the strategies to work on the constant betterment (Olko, 2022).
Besides digital modernization, good sustainability practices can also be used as a competitive advantage by Green Haven Florists since the company has a good sustainability practice. The customers are becoming aware of the effects on the environment and inclined to choose companies that pay more attention to packaging that is eco-friendly, flowers that are grown locally, and the carbon footprint (Kotler et al., 2024). Active marketing of these values online will help Green Haven to build brand identity, appeal to customers conscious of environmental issues, and afford higher prices. The use of the concept of sustainability in communication campaigns and social media marketing would not only improve the reputation, but also fit into long-term strategic objectives, establishing a unique selling point that rivals may not be able to emulate. This two-way concentration on the digital life and sustainability will make the florist topical among the contemporary customers and help to win the loyalty and the trust of the community.
[bookmark: _Toc215222726]Conclusion 

Green Haven Florists will experience multi-layered issues: a decreased sales level, a high price, and competition. It was analyzed that the most essential internal weakness is the lack of digital capabilities, and the lack of digital capabilities is supported by the forces of the market and customers.
Digitizing the digital presence is a solution that meets the requirements of both internal and external factors, the sustainability values, and the improvement of customer engagement based on human-to-human marketing principles (Kotler et al., 2024). The florist will be well placed to recover and ensure a long-term growth by implementing mitigation of risks, action plan, and measurable KPIs (Olko, 2022), which will make it competitive in a more digital market.
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