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Green Haven Florists Business Report
   1. Overview of the Case Study 
Green Haven Florists is a small independent flower shop based in Norwich, UK, known for its bespoke arrangements, eco-friendly packaging, and strong community presence.
Despite early success, the business has experienced a significant decline in revenue over the past year, with a 30% drop in in-store sales. This is largely due to increased competition from online retailers, rising operational costs, and changing consumer preferences toward convenience and lower prices. Additionally, the company’s outdated website and limited digital marketing efforts have restricted its ability to grow online sales, 
making it difficult to remain competitive in a rapidly evolving retail environment.

  2. Proposed Solutions
Solutions1: Develop a Strong Online Presence and E-commerce Platform
Green Haven should invest in a modern, user-friendly website with full e-commerce functionality. This would include mobile optimisation, easy navigation, online ordering, subscription services, and flexible delivery options. Digital marketing strategies such as social media advertising, email campaigns, and SEO should be implemented to attract new customers. This solution directly addresses declining foot traffic by expanding reach beyond the physical store and competing with online retailers.

Solution 2: Introduce Subscription-Based Flower Services
The business could introduce weekly or monthly flower subscription services for individuals and corporate clients. This would provide consistent revenue and build customer loyalty. Subscription packages could be customised 
(e.g., eco-friendly bouquets, seasonal flowers) and offered at competitive pricing. This solution helps stabilise income and appeals to convenience-driven consumers while maintaining the brand’s premium and sustainable image.

      

3A. Evaluation of Solutions (Grid Analysis)
 Criteria                        Solutions 1. E-commerce Solution 2: Subscription
	Cost
	High (website/dev)
	Medium

	Revenue Potential
	High
	Medium-High

	Risk
	Medium
	Low- Medium

	Implementation Time
	Medium
	Low

	Customer Reach
	Very High
	Medium

	Sustainability Fit
	High
	High



3B. Preferred Solution 
Solution 1 (developing a strong e-commerce platform) is the preferred option because it addresses the core issue of declining foot traffic and limited online presence. While it requires a higher initial investment, it offers greater long-term growth potential by expanding the customer base and increasing accessibility. It also allows Green Haven to compete directly with larger online retailers. Additionally, combining e-commerce with digital marketing will improve brand visibility and customer engagement. 
Although the subscription model is beneficial, it is more effective as a secondary strategy once a strong online platform is established.
4A. Risk Analysis of Selected Solution
Risk                     Likelihood             Impact                Mitigation Strategy
	High development costs
	Medium 
	High
	Set clear budget, phased

	Low website traffic initially 
	High 
	Medium
	Invest in digital marketing 

	Technical issues 
	Medium
	Medium
	Use professional developers

	Staff skill gaps
	Medium
	Medium
	Provide training

	
	
	
	

	
	
	
	



4B. Explanation of Risk Analysis 
The main risks associated with implementing an e-commerce platform include high initial costs, potential low traffic during early stages, and technical challenges. However, these risks can be mitigated through careful planning and investment in digital marketing. For example, phased development can reduce financial strain, while targeted advertising can increase website traffic. Staff training will also ensure smooth traffic. Staff training will also ensure smooth operation of the platform. Overall, while risks exist, they are manageable and outweighed by the long-term benefits benefits of increased sales and competitiveness.
5A. Implementation Plan
Action                    Timeline                Responsibility
	Market research & planning 
	Month1
	Owners

	Hire web developer
	Month1-2
	Owners

	Build website
	Month2-3
	Developer

	Launch digital marketing
	Month 3
	Marketing support 

	Monitor & optimise
	Ongoing
	Owners



5B. Justification of Implementation Plan
The implementation plan follows a logical sequence, beginning with research to ensure the solution aligns with customer needs. Hiring a developer early ensures professional quality and efficiency. The website is built before launching marketing to ensure customers have a platform to engage with. Marketing activities are introduced at launch to maximise visibility. Continuous monitoring allows the business to adapt and improve performance over time. Responsibilities are clearly assigned to ensure accountabilities are clearly assigned to ensure accountability, while limited resources. 

6A. KPI and SMART objectives
KPI: Increase online sales revenue
SMART OBJECTIVES:
. Specific: Launch a new e-commerce website 
. Measurable: Achieve a 25% increase in total sales from online channels
.Achievable: Based on current slight growth in online orders
.Relevant: Directly addresses declining in-store sales 
. Time – Bound: Within 6 months of website launch

6B. Monitoring and Evaluation 
The KPI will be tracked using website analytics and sales data to monitor performance. Metrics such as website traffic, conversion rates, and average order value will provide insight into customer behaviour. Regular monthly reviews will help identify trends and areas for improvement. If targets are not met, adjustments can be made to marketing strategies or website functionality. This ongoing evaluation and aligned with business goals, allowing Green Haven to adapt quickly to changes in the market.
7. Key Finding (Bullet Summary)
Green Haven faces declining in-store sales due to online competition 
Rising costs and an outdated digital presence worsen profitability 
E-commerce development is the most effective solution
Subscription services offer additional revenue opportunities
Risks are manageable with proper planning and investment 
Implementation requires structured steps and clear responsibilities 
Digital marketing is essential for success 
KPLs and SMART goals ensure measurable progress 
Continuous monitoring enables long-term sustainability 
Adapting to digital trends is critical for survival  

