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[bookmark: _Toc214282119]1. Introduction  
The present report considers the performance deterioration of Green Haven Florists in the shifting UK retail context. The company struggles with decreased customer traffic, higher operation expenses and heightened online rivalry. These are pressures that are representative of consumer trends that are being witnessed in the floral markets in general with convenience and sustainability catching up in purchase decisions (Etheredge et al., 2024). Using the structured decision analysis we have evaluated the two strategic alternatives that have been developed to tackle these issues in the report. It then chooses the best option among them and pledges this choice with the help of sector evidence. This is followed by an action plan, which has risk evaluation and performance indicators that can be measured. The structured nature of it guarantees strategic agreement and long-term business sustainability.
[bookmark: _Toc214282120]2. Problem Identification and Analysis
[bookmark: _Toc214282121]2.1 Summary of the Micro Problem
Adequate evidence is that Green Haven Florists has seen a 30 per cent increase in the amount of people visiting its door steps as a sign of low activity in the high street. Consumer behaviour in the UK has significantly changed to the digital way of purchasing instead of physical retailing. This trend is evident in the behaviour of floral on ornamental markets where the purchasing decision is led due to convenience and availability. The increase in costs exacerbates the downturn particularly on imported flowers that depend on unstable international supply chains. An example of such cost pressures associated with perishability and supply disruptions can be found in evidence in the horticultural sectors (Larkin, 2024). The company also has a poor online presence and is thus competitive as florists online have an improved digital presence. High anticipations of the customers are currently characterised by ease, custom delivery and dependable subscriptions, aspects that the present site fails to facilitate. The competition has intensified and the active utilisation of social media by the boutique florists to gain access to the younger generations has become even more active. Competitive pressure is also brought about by the appearance of national chains with their low prices, as well as voluminous logistics. The overall strains have reduced the profitability and jeopardised the sustainability.
[bookmark: _Toc214282122]2.2 Underlying Causes
The deterioration is caused by structural factors as well as technological aspects and behaviour that influence floral retail. According to research, the contemporary consumer purchasing of floral is based on sustainability, convenience, and aesthetic accessibility, which defines consumer purchasing. These inclinations are in line with the general technological adoption trends that include online channels. International inflation has increased the cost of wholesale flowers, and set margins in the horticultural industries have been slimmed (Leibel, 2025). Studies have proved that similar constraints are experienced in related industries that have labour demands, perishable inventory, and higher material costs. The site dissatisfaction of customers with the site of Green Haven shows the gap of digital capabilities. Critics say that it is not possible to have total upgrades of experiences with floral purchases online. Nonetheless, the power of visual accessibility in the customer floral markets is still prevalent, particularly in the online imagery. The fall is thus an indicator of multi-layered infirmity that has to be intervened with a strategy.
[bookmark: _Toc214282123]2.3 Summary Problem Statement
The deteriorated performance of Green Haven can be explained by the digital insufficiency, cost increase, and the increase in competition, which were enhanced by the change in consumer expectations and the flow of local customers.
[bookmark: _Toc214282124]3. Proposed Alternative Solutions
This decline could be solved through two strategic alternatives. The former is more concerned with digital transformation by means of redevelopment of websites, enhanced e-commerce, subscriptions, and specific social media marketing. This is in line with the reported behaviour of consumers towards digital access and high visual presentation in the purchasing of flowers. The second alternative focuses on the investment in diversification with the help of floral workshops, community assent, and team retail experiences (Leibel, 2025). It has been found in studies that experiential involvement adds loyal customers, and value perception in horticultural environments. Each of the two alternatives has its own benefits and shortcomings that need to be evaluated systematically studying them in a grid analysis with weighted parameters to identify the best strategic approach towards recovery.
[bookmark: _Toc214282125]4. Evaluation of Alternatives Using Grid Analysis
[bookmark: _Toc214282126]4.1 Evaluation Criteria
The grid analysis is based on six weighted variables namely cost, feasibility, potential revenue, alignment with brand values, competitive advantage and speed of implementation. These are common performance drivers in the floral retail markets where value, differentiation and operational efficiency influence performance. There is also research that underscores the role of branding, sustainability and the use of digital presentation in the consumption of flowers.
[bookmark: _Toc214282127]4.2 Weighted Grid Analysis 
Solution A (Digital Transformation) is very strong with the revenue potential because it has scalable access online. Indications indicate that customers rely on online catalogues that are provided by the power of visual clarity and convenience. It is quite feasible as, in contrast, digital means are cheap and can be adapted to the needs of small florists. It conforms well with the prospects of sustainability branding, where customers reward environmental statements with the increased readiness to pay. The explanation of its low rating can be found in its initial cost because of platform development. Workshops and Partnerships (Solution B) has a high ability to align the brand and community (Larkin, 2024). Studies emphasise the beneficial impact of experiential activities among customers especially on horticultural learning settings. This option however is rated low on the scalability, revenue potential and speed of implementation. The workshops need space, labour and attendance consistency, rendering them intermittent in exploring revenue. Alliances need to be negotiated and organised on a consistent basis, postponing their execution.
[bookmark: _Toc214282128]4.3 Interpretation of Results
Digital transformation scores better than diversification on five out of six criteria. Its genius is in line with reported preferences among consumers of flowers regarding their visual accessibility and sustainable alternative branding. Critics state that workshops are more effective in terms of emotion. Nonetheless, online platforms impact a broader market and allow promoting sustainable processes efficiently, which is not promoted by many florists although the interest of consumers is high. So, Solution A is the most practical way of recovery.
[bookmark: _Toc214282129]5. Justification of the Selected Solution 
Diversification falls short against digital transformation in five out of six criteria. Its scalability is well in line with the floral consumer habits of visual access and sustainable branding with references given (Etheredge et al., 2024). Those against it claim that workshops are more emotionally engaging. Nonetheless, online platforms impact larger markets and allow spreading sustainable practises, which is not advertised by many florists even when customers are interested. Thus, Solution A has the most reasonable way out to recovery.
[bookmark: _Toc214282130]6. Risk Analysis of the Selected Solution
There are risks that are brought about by digital transformation. There can be high costs of development which may strain funds at hand. The lack of digital capacity may hinder the workflow or decrease the quality. Even the competitors can still reign supreme at low prices. Similar limitations have been noted in the research in the cases of horticultural businesses that adopt the use of new systems due to the constraint of resources. Skill-based risks can be eliminated by external developers and formal training (Chen and Huang, 2020). Phased budgeting minimises financial turbulence. A minor matrix recognises both financial risks and technical risks as high influence with average probability. This will enable timely identification of arising problems through constant monitoring. Mitigation is effective to protect the operational stability and continuity of the services throughout the implementation.
[bookmark: _Toc214282131]7. Action Plan for Implementation
Activities:
A professional developer is initially contracted by the business to rebrand the website with the added visual clarity. Studies have established floral consumers are very sensitive of the high quality images when making online product assessments. The e-commerce operations encompass, integrated payments, scheduling of deliveries, and subscription functions. It is followed by social media marketing with the help of regular branding and sustainable storytelling (Leibel, 2025). Demonstrations indicate that customers appreciate sustainability, although they do not ask questions directly, and one-to-one communication is vital. System management is served through the staff training. Lastly, there is delivery that is advanced in terms of reliability to the expectations of customers.
Timeline:
The general implementation takes four months:
· Web site redevelopment: half a year.
· E-commerce incorporation: four weeks.
· Social media mobilisation: three weeks.
· Staff training: three weeks
· Upgrades on delivery: last three weeks.
Responsibilities:
Liam manages design content. Priya is in charge of the coordination of delivery. Technical jobs are accomplished by external experts.
Resources:
The activities of the project are in need of funding in development, marketing funds, training resources, and better delivery equipment.
Outputs:
Increased accessibility, increased involvement, and increased online conversion constitute the outputs.
[bookmark: _Toc214282132]8. Measuring Effectiveness
Operational, financial and customer indicators will be used to measure effectiveness. Some of the operational measures are: traffic to the website, bounces, and conversion rates. Such indicators, including the significance of visual access, are emphasised in research to influence the floral purchasing decision-making process. Online revenue, customer acquisition costs and customer lifetime value are some of the financial metrics. Such indicators are inclusive of profitability and competitive efficiency (Chen and Huang, 2020). Customer indicators are the satisfaction surveys, delivery performance ratings, and NPS. It has been discovered that emotional experience plays a major role in floral buying decision and this creates a significant importance to customer feedback. Analytics tools and point of sale data will be applied in monitoring. Reviews of quarterly will determine improvement and intervene in order to refine.
[bookmark: _Toc214282133]9. Conclusion
Green Haven is a volatile and unclear situation that is influenced by digital transformations, increased expenses, and competition. This report indicates that the most successful strategic answer is that of digital transformation that should be carried out with the care of behavioural proof that reveals consumer skewness toward accessibility, sustainability, and aesthetic beauty in buying flowers. The action plan offers a systematic implementation plan, which is accompanied by reduction of risks and quantifiable indicators. With a structured monitoring and focused changes, the business is capable of enhancing its resilience, recover its market relevance, and meet the changing customers expectation in the UK floral market.
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