
Green Haven Florists Report
1. Overview of the Case and Problem
Green Haven Florists is a small flower shop in Norwich UK founded in 2016 by Liam and Priya Patel. The business gained popularity due to its high-quality flowers, eco-friendly practices, and personalised customer service, which are considered key success factors for small retail businesses (Kotler et al., 2020). They serve walk in customers, local businesses, and event-based clients such as weddings, which is typical of small independent florists operating in local markets (Mintel, 2023).
However in the past year the business has faced several challenges. In store sales have declined by approximately 30% reflecting a broader shift in consumer behaviour towards online shopping (ONS, 2024). Although online sales have increased slightly they have not been enough to offset the decline in physical store revenue a common issue for small retailers transitioning to digital platforms (Chaffey, 2022).
One of the main reason for this decline is the growing attention for online shopping, where customers expect faster delivery and better pricing, advantages typically offered by large-scale online brands (Brynjolfsson et al., 2013). Additionally, Green Haven’s website is outdated and lacks user friendly functionality, which negatively impacts customer experience and online rates (Krug, 2014).
Also, the business does not effectively utilise digital marketing and relies heavily on word of mouth promotion. While word of mouth can be powerful it is no longer effectıve in a digital market. (Ryan, 2021). The increasing competition from both, new local florists and large national companies has intensified market pressure, making it more difficult for small businesses to maintain their market share (Porter, 2008).
At the same time, rising operational costs are adding further strain on the business. Due to these combined reasons, Green Haven Florists is struggling to remain competitive and must adapt its business strategy to survive in an increasing digital and competitive environment (Kotler et al., 2020).

2. Proposed Solutions
Solution 1: Improve Website and Online Ordering
The first solution is to improve the website and make online ordering easier. The website should be modern, simple to use, and work well on mobile phones. The customers are spending more time on the internet now more than ever so this should be considered when planning business growth.
Some improvements could include:
· Easy online system 
· Clear photos 
· Delivery options 
· Subscription service  
· Simple and secure payment methods 
This would help attract more online customers and increase sales. It would also give more reason for the customers to choose this shop. The reason for this is that competitors are using the online platforms very efficiently so falling behind the online competition will have real effects on the sales so therefore following the trends is very important.   

Solution 2: Use Social Media and Digital Marketing
The second solution is to improve digital marketing, by using the social media more effectively. The customers are actually very effected by the social media posts and the products the influencers show them so therefore when planning to grow the business, social media cannot be denied and should be a important part of the marketing. 
The business could:
· Post photos and videos of the products more often. 
· Run ads to target local customers 
· Work with local influencers 
· Send email offers and promotions 
This would help to improve the popularity of the business in the area and this way more customers can come and buy flowers.

3A. Evaluation of Solutions
Solution 1: Website Improvement
Plus:
· Easy for customers to find the flowers online 
· Can help to increase sales 
· It will look more professional 
Minus:
· Can have high costs  
· Takes time to set up 
Interesting:
· Could add subscription service for regular income by selling flowers monthly



Solution 2: Digital Marketing

Plus:
· Low cost compared to traditional marketing. 
· Reaches the target audience more time efficiently  
· Builds brand fame and popularity 
Minus:
· Takes time and lots of effort to be successful 
· Results can sometimes take long time to achieve 
Interesting:
· Can go viral and attract many new customers 

3B. Preferred Solution
The best solution is to improve the social media pages, website and online ordering system.
This is because customer behaviour is very different now, and more people prefer to shop from the internet. If the website is easy to use, customers are more likely to buy. Also digital marketing is very important, more people spend time on social media then they spend on the high street so therefore it’s a good way to target audience. Researches show that in 21st century companies who use the social media well are more likely to be known and grow.

4A. Risk Analysis
There are some risks with making a good website. First, it can cost lots of money and finding money for a business who is seeing decline in sales can be hard. Second, there can be technical issues during development and this can also end up costing more money. Third, staff may need training to understand and use the system because they will not know how to use the new system and at the beginning this can end up giving bad reputation to the company.
Another risk is that customers may not use the website immediately, so results could take time and this can demoralise the team and might make them loose faith in the plan as time passes. 

4B. Risk Analysis Result
Overall, the risks aren’t to be afraid of. Most of them can be managed with good planning and choosing the right people to work with. Even though there are some risks, the benefits are promising in the long term, although the risks are manageable the team should still be very careful to assess the situation and plan the growth very well to make sure that the negative effect at the beginning is kept at minimum.

5A. Implementation Plan
To implement the website improvement, the business can follow these steps:
1. Research and plan the new website and give it a professional look.
2. Hire a web developer who is good at the job 
3. Design and test the website and make sure it’s working well 
4. Add products and payment systems so the customers can buy easily 
5. Launch the website 
6. Promote it through social media and maybe use influencers to promote it.

5B. Justification of Plan
This plan is simple and clear and very manageable. Each step follows a logical point so it’s not very hard to achieve. It ensures that the website is well designed before launching it to use. Testing is very important to avoid problems that may occur. Promotion is also very important to attract customers so marketing should always be active and should never allow the customer to forget the brand. Marketing can be seen expensive and might look like it’s not working at the beginning but in the long run it will always help the business to grow however the key point will be being to make sure that the right marketing strategy is in place and to do this little surveys can be done with the customers to have an idea of which marketing technique is actually working for this business. 

6A. KPI and SMART Objectives
KPI:
Increase online sales
SMART Objectives:
· Increase online sales by 10% in 3 months 
· Gain 250 new website visitors each month 
· Increase social media followers by 25% in 3 months 

6B. Monitoring and Evaluation
To make sure the solution is working the shop needs to regularly monitor the performance. This can be done by many different ways for example tracking key data such as website traffic, number of online orders and total sales. Also tools like Google Analytics can show how many people visit the website, how long they stay, and which products they look at.
The business should also monitor social media activity, such as likes, comments, shares and follower growth. This will help them understand if their marketing is reaching the right audience and creating interest.
Customer feedback is also very important. Green Haven can collect reviews from customers after they make a purchase. This will help identify any problems with the website or delivery service and improve customer satisfaction.

[bookmark: _GoBack]7. Summary
· Green Haven is facing decrease in sales and big competition by other brands 
· Online shopping habit of the customers are affecting the business 
· The website needs to look more professional and be easy to use 
· Digital marketing is currently not very good
· A better website is the most important solution 
· Risks are manageable with good planning 
· Clear goals and KPIs can help measure success
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