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Green Haven Florists: Strategic Report
1. Introduction
This report analyses the challenges facing Green Haven Florists, a small independent flower shop based in Norwich, UK, and proposes strategic solutions for sustainable business recovery and growth. The case highlights a significant decline in in-store sales, increasing operational costs, and intensifying competition. The objective of this report is to:
· identify the key business problem
· evaluate two strategic alternatives using a structured decision-making tool
· Justify the most appropriate solution
· develop an implementation and measurement plan to ensure long-term success.
2. Problem Identification and Analysis
Over the past twelve months, Green Haven Florists has experienced a 30% decline in in-store sales, primarily due to reduced foot traffic, changing consumer purchasing behaviours, and rising operational expenses. The shop’s once-bustling high-street location has been negatively impacted by nearby business closures and a wider shift toward online shopping. Although online orders have marginally increased, they have not offset the loss of traditional retail revenue.

Additionally, rising supply chain costs and inflation have increased prices for imported flowers and sustainable materials such as biodegradable packaging. Internally, Green Haven’s digital marketing capabilities are underdeveloped, with an outdated website, minimal social media engagement, and reliance on word-of-mouth promotion.

Customer feedback reflects mixed sentiments—while product quality remains high, consumers have expressed dissatisfaction with the online user experience and limited delivery options. Furthermore, competitive pressures have intensified: a trendy local boutique florist has gained popularity through social media, while a national chain offers competitive pricing and same-day delivery.

In summary, Green Haven faces a strategic necessity to modernise. Without digital transformation and stronger market differentiation, the business risks continued decline and potential loss of market relevance.

3. Alternative Solutions

To address the decline, two strategic alternatives have been identified.

Option 1: Digital Transformation

This strategy involves overhauling Green Haven’s digital infrastructure, including: 
· developing a modern, user-friendly website with e-commerce functionality.
· implementing SEO and online advertising campaigns.
· strengthening social media presence (Instagram, Facebook, TikTok) to engage younger demographics. 
· introducing flexible online delivery options and subscription services for regular customers.
· Using data analytics to track customer’s preferences and personalise offerings.

Expected Benefits

· Expanded market Reach beyond local customers.
· Improved customer convenience and engagement.
· Long term brand visibility and competitiveness.

Challenges 

· Initial investment. In website development and digital marketing.
· Requirement for new digital skills among staff.


Option 2: Customer Experience Differentiation

This strategy focuses on enhancing Green Haven’s in-store and community-based offerings to strengthen customer loyalty. It includes:
· hosting floral design workshops and sustainably Events.
· developing loyalty programs and personalised Customer Services.
· partnering with local businesses and event planners to increase corporate sales.
· Expanding bespoke and premium product lines.
Expected Benefits:

· Reinforces Green Haven's unique brand Identity and community presence.
· Appeals to customers value sustainability and craftmanship.
· Increases in store traffic through experimental marketing.
Challenges:
· Limited scale, scalability and dependence on local demand.
· May not address declining online competitiveness.

4. Evaluation of Alternatives (Grid Analysis)

To evaluate both strategies objectively a grid analysis was applied using five weighted criteria: Cost, Feasibility, Market Reach, Customer Impact, and Long-Term Sustainability.
	Criteria
	Weight
	Digital Transformation
	Weighted Score
	Customer Experience Differentiation
	Weighted Score

	Cost
	0.2
	3
	0.6
	4
	0.8

	Feasibility
	0.2
	4
	0.8
	3
	0.6

	Market reach
	0.2
	5
	1.0
	3
	0.6

	Customer impact
	0.2
	4
	0.8
	5
	1.0

	Sustainability
	0.2
	5
	1.0
	3
	0.6

	Total
	1.0
	
	 4.2
	
	3.6



The analysis shows that Digital Transformation achieves a higher overall weighted score (4.2) compared with Customer Experience Differentiation (3.6). Although it entails higher short-term costs. It offers great scalability, stainability, and alignment with market trends.
5. Selected Solution and Justification
Based on the evaluation, Digital Transformation is the most appropriate strategic choice. It directly addresses the root cause of Green Haven’s decline—its weak digital presence and inability to compete with online retailers. Implementing a comprehensive digital strategy will enable the business to attract a broader customer base, improve operational efficiency, and build long-term brand resilience.
Secondly, this strategy aligns with broader consumer behaviour trends, where convenience, online accessibility, and digital engagement strongly influence purchase decisions (Mintel,2024).
Finally, a digital first approach complements Green Haven’s sustainability values by allowing the promotion of eco-friendly products online, reducing reliance on physical marketing materials, and optimising delivery routes to lower. Emissions.
While customer experience differentiation remote remains valuable, it can be incorporated as a secondary initiative within their digital strategy (e.g. Promoting in store workshops via social media.)

6. Risk Analysis of the Selected Solution

	Risk
	Impact
	Likelihood
	Mitigation Strategy

	High upfront investment
	Medium
	High
	Implement changes in phases; seek small business digital grants

	Lack of digital expertise
	High
	Medium
	Provide staff training or outsource marketing to a professional agency.

	Cybersecurity threats
	Medium
	Medium
	Implement secure payment gateways and regular system audits.

	Customer resistance
	Low
	Low
	Maintain personal customer service while promoting online convenience.



7. Implementation Plan

A structured implementation plan is critical for success. The proposed timeline is divided into three phases: 
Short-Term (0–3 months):
· Conduct a digital audit and set performance benchmarks
· Redesign the company website with integrated e-commerce and subscription features.
· Hire or contract a digital marketing specialist.



Medium-Term (3–6 months)
· Launch targeted social media campaigns highlighting Greenhaven's sustainability focus.
· Implement SEO strategies and Google Ads to boost visibility.
· Introduce flexible delivery options and customer loyalty schemes.
Long-Term (6–12 months)
· Collect and analyse digital performance metrics (Sales data, conversion rates).
· Expand partnerships with local eco-friendly brands for co-marketing.
· Continuously update website content and online promotions based on customer feedback.

This phased approach balances investment with capacity and allows ongoing performance monitoring.
8. Measuring Effectiveness

To evaluate the effectiveness of the digital transformation, Green Haven should adopt key performance indicators across financial, operational and customer dimensions (Kaplan and Norton, 1996):
	Measurment Area
	KPI
	Target

	Sales performance
	Increase in online revenue
	Plus 25% within 12 months

	Customer engagement
	Social media followers and interactions
	Plus 40% growth in engagement

	Website metrics
	Website traffic and conversion rate
	Double traffic. 5% Conversion rate

	Customer retention
	Repeat purchase rate
	Plus 15% within 12 months

	Brand awareness
	Local and national mentions
	Quarterly improvement



Regular reviews against these indicators will enable management to adjust tactics ensuring continuous improvement and strategic alignment.

9. Conclusion

Green Haven Florist faces a multifaceted challenge of declining sales, rising costs and intensifying competition. This report concludes that digital transformation is the most effective long-term strategy to revitalise performance. Supported by a strong implementation plan, staff training and regular performance evaluation, that digital approach will enhance customer accessibility, Market competitiveness, And brand sustainability.
Through embracing technology while preserving its local and sustainable ethos, Green Haven can reposition itself as a modern eco conscious florist equipped to thrive in an increasingly digital retail landscape.
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