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This report takes a deep look into the business challenges faced by Green Haven Florists, a small flower shop located in Norwich, UK. Established in 2016 by Liam and Priya Patel, the shop quickly built a strong reputation for its bespoke floral arrangements, eco-friendly packaging, and strong community ties. Green Haven catered to a wide range of customers—from walk-in clients buying bouquets to corporate clients and weddings. The business thrived on its personal touch and sustainable ethos, which resonated with environmentally conscious consumers.

After years of success with designs and eco-friendly values, the business now faces a decline in profit margins due to rising costs, falling foot traffic, and online competition. Situated in a high street that was previously lively, has experienced reduced activity due to nearby business closures and a general shift toward online shopping. Long-time customers now increasingly prefer online retailers offering same-day delivery, discounts, and convenience.

The purpose of this report is to provide two potential solutions for the problem, using a grid analysis to evaluate them and come up with a strategy supported by a risk and implementation plan. The report evaluates not just financial elements but also customer experience, brand strength, and long-term sustainability. By focusing on both operational improvements and digital adaptation, the aim is to ensure Green Haven remains competitive in a rapidly changing market.

The recent decline also reflects a broader transformation in customer expectations, where convenience and digital accessibility increasingly shape purchasing habits. Without modern digital tools, even high-quality independent shops risk losing visibility, especially as consumers rely more heavily on online search, fast delivery services, and seamless buying experiences.
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Over the past year, Green Haven Florists has suffered a 30% reduction in in-store sales, mainly due to declining high street activity and increased online shopping. While online sales have seen a slight increase, they are not sufficient to compensate for the overall decline in revenue. Rising flower import costs, especially imported flowers like orchids and tulips, large retail competition, and digitally advanced florists have put additional pressure on profit margins. The shop’s commitment to eco-friendly packaging and locally sourced blooms, while valued by customers, has also increased operational costs.

The shop’s outdated website and limited digital marketing presence have further contributed to a decline in customer engagement. Numerous clients have highlighted difficulties like navigating the site and the lack of flexible delivery options. Internally, Liam and Priya have struggled to maintain a consistent online presence and have relied mostly on word-of-mouth and occasional social media posts.

Moreover, competition in the local market has intensified, with two new competitors entering: a boutique florist with a strong online following and a national chain offering aggressive pricing and wide delivery coverage. These competitors have intensified the pressure on Green Haven to modernise and differentiate itself in both service and marketing strategy.

Digital marketing innovation has the potential to positively influence firm performance by improving marketing capabilities and enhancing customer engagement. (Jung, Kim and Kim, 2023)
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Two possible solutions were identified:

Alternative 1: Digital Modernisation – Modernise the website, implement e-commerce functionality, and increase digital marketing efforts through social media platforms, email campaigns, and loyalty programs.

Alternative 2: Service Diversification – Expand offerings to include event arrangements, subscription-based services, and collaborations with local businesses for corporate packages or workshops.

These options were analysed using a grid analysis scoring from 1-5 (see Appendix 1). Each was rated based on five criteria: cost efficiency, revenue growth potential, customer reach, brand strength, and long-term stability.

Expanding on the alternatives:

- Digital Modernisation: More than just revamping the website, this solution includes creating a seamless online shopping experience, integrating secure payment systems, offering click-and-collect options, and leveraging social media advertising to target specific customer groups. It also allows Green Haven to collect customer data for personalised marketing and loyalty programs.

- Service Diversification: Offering event-related services, including weddings, corporate events, and seasonal workshops, can provide additional revenue streams. Subscription services, such as weekly flower deliveries to homes or offices, could build predictable recurring income. Partnerships with local businesses or cafes could increase visibility and foot traffic.
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The grid analysis shows that digital modernisation scores higher overall (22), compared to service diversification (18). This approach addresses the business’s primary weaknesses: outdated digital presence and declining customer engagement. By improving online visibility and accessibility, Green Haven can reach new audiences, retain loyal customers, and compete with online retailers.

While diverse services could generate additional income, they do not directly solve the core issue of adapting to digital trends. Modernising digitally is a strategic investment for the future in the business infrastructure, allowing future expansions, such as event services or subscriptions, to be implemented more effectively.

In addition, enhancing digital presence reinforces Green Haven's brand identity by emphasising convenience, professionalism, and modernity, which are critical for appealing to younger, tech-savvy consumers. By first stabilising the business digitally, Green Haven sets a foundation for sustainable growth and increased resilience against future market shifts.

Digital transformation is the process of integrating digital technology into all aspects of business, fundamentally changing how businesses operate and deliver value to customers
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There are several risks associated with digital modernisation:

- High startup costs: Building a new website and marketing campaigns requires investment. This can be mitigated by phased spending and prioritising essential features first.
- Potential technical difficulties: Employees might face challenges using new platforms. Training and support from experienced web developers can address this risk.
- Cybersecurity: Online platforms are vulnerable to breaches. Using secure systems and GDPR-compliant practices can reduce exposure.
- Customer adjustment: Certain clients could favor face-to-face service. Maintaining personalised service while promoting digital channels will help ease the transition.
- Another consideration is the ongoing commitment required to keep new digital tools functioning effectively. Websites, marketing platforms, and security systems need regular updates to remain reliable and secure. If these updates are neglected, the benefits of modernisation may gradually decline, so planning for continuous maintenance is an essential part of managing this risk.

Without a clearly defined media strategy, actionable consumer insights, and cross-functional collaboration, digital spend wastage continues, and brands’ competitive positions weaken (Proxima, 2023).
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The implementation will take place over six months:

1. Planning (Month 1) – Define objectives, select a web designer, and outline digital marketing strategies.
2. Website Build (Month 2-3) – Design, develop, and test e-commerce functionality, ensuring usability and accessibility.
3. Marketing Launch (Month 4) – Begin digital marketing campaigns, including social media ads, email newsletters, and loyalty programs.
4. Staff Training (Month 5) – Teach staff to manage online orders, respond to digital inquiries, and use new systems effectively.
5. Review and Adjust (Month 6) – Evaluate website performance, sales metrics, and customer feedback to refine strategies.

Many strategies “fail not because they are improperly formulated, but because they are poorly implemented” (Hitt et al., 2017, p. 1).
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Effectiveness will be measured across several categories:

- Online Sales – Tracking e-commerce revenue and identifying trends.
- Sales Growth – Comparing monthly revenue pre- and post-implementation.
- Website Usage – Monitoring traffic and conversion rates.
- Social Media Engagement – Tracking followers, likes, shares, and comments.
- Customer Feedback – Collecting reviews and satisfaction surveys to identify improvements.
- Alongside numerical data, Green Haven should also review qualitative insights to understand customer experiences more fully. Comments, reviews, and direct messages can highlight emerging issues that data alone may overlook, helping the business make timely adjustments and develop a more responsive digital strategy.
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	Criterion
	Digital Modernisation
	Service Diversification

	Cost Efficiency
	4
	3

	Revenue Growth Potential
	5
	4

	Customer Reach
	5
	3

	Brand Strength
	4
	4

	Long-Term Stability
	4
	4


Total Scores: Digital Modernisation = 22, Service Diversification = 18
[bookmark: _Toc1186467923]Appendix 2: Risk Analysis
	Risk
	Likelihood
	Impact
	Mitigation

	Setup cost
	Medium
	High
	Staged investment, secure financing

	Technical skill gap
	High
	Medium
	Outside developer, staff training

	Cybersecurity
	Medium
	High
	GDPR compliance, secured systems

	Customer adaptation
	Low
	Medium
	Blended approach, maintain personalised service

	Return of investment
	Medium
	Medium
	Set realistic goals and monitor progress



The single most important component within operational risk management is the process of identification, analysis, and assessment of risk. Without this element, there is little hope of managing risk. 
 (Popov, Lyon and Hollcroft, 2016, p. 23).
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