1. Introduction

Green Haven Florists, an independent florist based in Norwich, has recently experienced a substantial decline in sales and customer engagement. External pressures—such as rising competition from online retailers, high inflation, and reduced foot traffic on the high street—have significantly affected the business’s profitability. At the same time, internal limitations, including inadequate digital marketing and an outdated website, have hindered the business’s ability to adapt to contemporary retail trends. This report analyses the key business problem, evaluates two strategic solutions, selects the most proper option, outlines implementation steps, assesses associated risks, and explains how the success of the solution can be measured.

2. Explanation of the Business Problem

Green Haven Florists is facing a complex; multi-factor declines in performance. The business has recorded a 30% drop in in-store sales over the last 12 months, driven by reduced high-street activity and shifting consumer preferences towards online shopping. Although online orders have increased slightly, they are still insufficient to offset losses from declining footfall.

The business also faces rising operational costs, particularly for imported flowers and sustainable packaging materials. These cost pressures reduce profit margins while limiting the business’s ability to compete on price with national chains and major online retailers offering discounts and broad delivery networks. Customer feedback reveals dissatisfaction with the shop’s outdated digital presence, limited delivery flexibility, and lack of modern services such as subscriptions. Additionally, the owners’ limited digital marketing ability restricts their ability to reach new customers.

In summary, Green Haven faces a core strategic problem: how to modernise the business model to remain competitive in an increasingly digital and price-sensitive market, without compromising its sustainability values and personal service.






3. Alternative Solutions

To address the problem, the following two solutions are proposed:

Solution 1: Develop a Modern E-Commerce Platform with Enhancements to Digital Marketing

This solution involves upgrading the business’s website, adding streamlined e-commerce features, and introducing online subscription services. It would also include adopting a structured digital marketing strategy using regular social media content, targeted advertising, and search engine optimisation (SEO). The goal is to expand the customer base beyond physical foot traffic and leverage consumer trends toward convenient, digital purchasing.

Solution 2: Introduce a Community-Focused Local Partnership Strategy

This solution would strengthen Green Haven’s local presence through collaborations with wedding planners, cafés, independent gift shops, event venues, and eco-centred organisations. It would also include expanding in-store workshops (e.g., bouquet-making classes), creating loyalty programmes, and promoting community events. The aim is to reinforce the shop’s unique identity and sustainable ethos, differentiating it from large chains that rely heavily on online platforms.


PMI Table: Solution 1 – Modern E-Commerce Platform & Digital Marketing
	Plus
	Minus
	Interesting

	Increases online sales potential
	Requires upfront investment in web development
	Opportunity to attract younger, digitally active customers

	Provides wider reach beyond Norwich
	Owners have limited digital skills
	Could enable new services, e.g., subscriptions

	Helps compete with national online retailers
	Requires ongoing content creation and monitoring
	Long-term scalability is strong







PMI Table: Solution 2 – Community Partnerships & Local Engagement
	Plus
	Minus
	Interesting

	Strengthens local reputation and loyalty
	Limited reach beyond local area
	Potential for unique brand identity

	Low-cost compared to full digital overhaul
	May not significantly offset online competition
	Builds on existing community values

	Enhances in-store experience
	Revenue impact is slower
	Workshops could generate alternative income




Comparative Evaluation

Solution 1 offers significant growth potential because it directly addresses the shift towards online buying behaviour. It helps Green Haven reach a broad audience and adapts the business model to long-term retail trends. However, it requires financial investment and improved digital capability.

Solution 2 leverages the business’s strengths—community ties and sustainability values. It carries lower financial risks but is less scalable and may not fully solve the core problem of declining footfall and digital competition.

5. Choice of the Most Appropriate Solution

Solution 1—Develop a Modern E-Commerce Platform and Digital Marketing Strategy—is the most proper option.

Justification
1. Directly addresses the primary market shift
Customer behaviour has undeniably shifted toward online purchases. Strengthening digital capabilities allows Green Haven to run effectively in this environment.
2. Improves market competitiveness
Competing with national chains requires convenience, clear online pricing, reliable delivery, and a better user experience. An upgraded platform levels the playing field.
3. Supports revenue diversification
Features such as subscriptions, seasonal bundles, and automated reminders (e.g., birthdays, anniversaries) can build predictable income streams.
4. Long-term sustainability
While community partnerships are valuable, they cannot match the reach and long-term growth potential of a dynamic online presence.
5. Responds to customer feedback
Customers explicitly highlighted the outdated website and desire for flexible online services. This solution answers those needs directly.

For these reasons, Solution 1 provides the most strategic and future-focused approach.

6. Risk Analysis of the Selected Solution

Although Solution 1 provides the strongest benefits, it involves several risks:

1. Financial Risk
· Risk: Upfront costs for website redevelopment, marketing tools, and digital training may strain the business.
· Mitigation: Use phased investment; apply for local business grants; choose scalable, affordable digital platforms.

2. Skills and Expertise Risk
· Risk: Liam and Priya may lack the digital marketing skills required.
· Mitigation: Attend digital workshops, use freelancers for first setup, or outsource monthly marketing to an agency.

3. Market Competition Risk
· Risk: Stronger online competitors may still overshadow Green Haven even after improvements.
· Mitigation: Highlight the shop’s sustainability focus, offer personalisation, and promote locally sourced flowers.

4. Implementation Risk
· Risk: Poor integration of website e-commerce and delivery system could create operational challenges.
· Mitigation: Use reputable website developers; test systems before launch; train staff thoroughly.

5. Customer Adoption Risk
· Risk: Existing customers may not immediately adopt online services.
· Mitigation: Launch incentives, discounts, or loyalty points for first-time online orders.

Overall, while Solution 1 carries manageable risks, proper planning and mitigation strategies can minimise their impact.

7. Action Plan for Implementing the Selected Solution

Below is a structured implementation plan:

Phase 1: Preparation (Weeks 1–4)
1. Define website requirements (e.g., product catalogue, delivery scheduling, payment integration).
2. Set a realistic budget, identifying grants or small business funding options.
3. Consult with web developers to obtain quotes and select a suitable provider.
4. Find digital marketing tools, such as Canva, Mailchimp, and Meta Ads Manager.

Phase 2: Website Development (Weeks 5–12)
1. Build a user-friendly, fully mobile-optimised site.
2. Integrate e-commerce features including secure payment options.
3. Add a subscription service for weekly or monthly bouquets.
4. Write search-optimised content to improve discoverability.

Phase 3: Digital Marketing Rollout (Weeks 10–20)
1. Develop a three-month content calendar for Instagram, Facebook, and TikTok.
2. Launch targeted online advertisements aimed at Norwich and surrounding areas.
3. Create a monthly newsletter featuring offers, seasonal flowers, and eco-tips.
4. Partner with local influencers for promotional posts.

Phase 4: Staff Training and Soft Launch (Weeks 18–22)
1. Provide training for order management and customer service handling.
2. Conduct internal testing of website functionality.
3. Launch the new website with promotional discounts to attract early users.

Phase 5: Full Launch and Review (Weeks 23–26)
1. Launch the site publicly across all marketing channels.
2. Monitor website traffic, order numbers, and social engagement.
3. Collect customer feedback and adjust as needed.

8. Measuring the Effectiveness of Implementation

Effectiveness should be measured using quantitative and qualitative indicators:

1. Sales Performance Metrics
· Increase in overall revenue within 6 months.
· Growth in online sales volume and order frequency.
· Subscription adoption rates.



2. Website Analytics
· Monthly website visits.
· Conversion rate (percentage of visitors who make purchases).
· Bounce rate and page-load times.

3. Marketing Metrics
· Social media engagement rates (likes, shares, comments).
· Growth in followers across platforms.
· Email open rates and click-through rates.

4. Customer Feedback
· Satisfaction surveys assessing ease of website use.
· Reviews and ratings on Google and social media.
· Customer comments about delivery experience.

5. Operational Metrics
· Order accuracy and delivery punctuality.
· Time needed to process online orders.
· Reduction in manual administrative tasks.

If these metrics show improvement over the first 6–12 months, the implementation will be considered effective.

9. Conclusion

Green Haven Florists faces a significant strategic challenge stemming from declining in-store sales, rising costs, and increasing competition from online retailers. After evaluating two potential solutions, the development of a modern e-commerce platform supported by digital marketing appears as the most proper response. It directly tackles the key market changes affecting the business and offers the strongest long-term growth potential. While there are financial and operational risks, these can be mitigated through careful planning. With a clear implementation plan and measurable performance indicators, Green Haven can position itself for sustainable growth, enhanced customer engagement, and improved competitiveness in a digital retail environment.

