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INTRODUCTION
Green Haven Florists is an independent flower retailer based in Norwich, founded in 2016 by Liam and Priya Patel. Since its establishment, the business has focused on bespoke floral arrangements, ethical sourcing, and environmentally sustainable practices. These values have helped the company build a loyal local customer base and a positive brand reputation. However, the retail florist industry has become increasingly competitive due to digital transformation, changes in consumer behaviour, and the growth of large national and international online florists.

In recent years, the impact of inflation, supply chain disruptions, and post-pandemic consumer habits has created significant challenges for small businesses such as Green Haven Florists. Customers increasingly expect convenience, fast delivery, and seamless online experiences. This report analyses the key business problems faced by Green Haven Florists, evaluates alternative solutions using decision-making tools, and recommends the most appropriate strategy to support long-term growth and sustainability.

BUSINESS PROBLEM ANALYSIS
Over the past twelve months, Green Haven Florists has experienced an estimated 30% decline in in-store sales. Footfall has reduced significantly, particularly during weekdays, as more customers choose to shop online or use national floristry platforms. Although online orders have increased slightly, the current website is outdated and difficult to navigate, limiting its effectiveness as a sales channel.

In addition to declining sales, the business faces increasing operational costs. The price of ethically sourced flowers and sustainable packaging materials has risen due to inflation and supply chain instability. These increased costs cannot easily be passed on to customers without risking further loss of competitiveness. Furthermore, competition from large online florists offering lower prices, same-day delivery, and aggressive digital marketing campaigns has reduced Green Haven’s market share.

Customer feedback indicates that while product quality and customer service remain high, dissatisfaction exists regarding the online ordering experience and limited delivery options. This highlights a gap between the company’s core values and its ability to meet modern consumer expectations.

ALTERNATIVE SOLUTIONS

Solution 1: Website Modernisation and Digital Marketing Strategy
This solution focuses on transforming Green Haven Florists’ digital presence. The existing website would be redesigned to improve visual appeal, usability, and mobile compatibility. Key features would include an improved online ordering system, flexible delivery scheduling, subscription options, and a simplified checkout process. Search engine optimisation (SEO) would ensure the website ranks higher in search results, increasing visibility.

In addition, a structured digital marketing strategy would be introduced. This would include social media marketing on platforms such as Instagram and Facebook, email marketing campaigns, and limited paid online advertising. These activities would help reach new customers while maintaining engagement with existing ones. Although this option requires initial investment, it offers measurable outcomes and long-term scalability.

Solution 2: Local Partnerships and Subscription Services
This solution proposes expanding revenue streams through flower subscription services and partnerships with local businesses. Regular subscription packages for homes, offices, hotels, and restaurants would provide predictable recurring income. Partnerships with wedding venues, event planners, and hospitality businesses could also increase bulk orders and brand exposure.

While this option strengthens community ties and supports local collaboration, it introduces operational complexity. Managing subscriptions requires careful inventory planning and reliable delivery logistics. Additionally, customer commitment to long-term subscriptions may be uncertain during periods of economic instability.

GRID ANALYSIS (PMI)

Plus:
• Website modernisation increases customer reach and convenience
• Digital marketing improves brand awareness
• Measurable performance indicators

Minus:
• Initial financial investment required
• Staff training needed

Interesting:
• Potential to introduce online-only promotions
• Opportunity for data-driven customer insights
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CHOSEN SOLUTION AND JUSTIFICATION
The recommended solution is website modernisation supported by a digital marketing strategy. This option aligns closely with current consumer behaviour and market trends. Customers increasingly prefer to browse, compare, and purchase products online. A strong digital presence allows Green Haven Florists to compete more effectively with larger competitors while maintaining its unique local identity.

Compared to subscription-based services, digital transformation offers faster implementation and more immediate feedback through analytics and performance metrics. It also provides a flexible platform for future growth, such as expanding delivery areas or introducing personalised marketing campaigns.

RISK ANALYSIS
Several risks are associated with the chosen solution. Budget overruns may occur if website development costs exceed estimates. There is also a risk that some loyal customers may resist digital changes. Additionally, competitors may replicate similar strategies.

These risks can be mitigated by implementing changes in stages, selecting cost-effective website developers, and offering in-store support to help customers transition to online ordering. Regular performance reviews will ensure the strategy remains effective and adaptable.

ACTION PLAN
Phase 1: Website redesign and development (3 months)
Phase 2: Launch of digital marketing campaign (1 month)
Phase 3: Staff training and system optimisation (ongoing)

MEASURING EFFECTIVENESS
Success will be measured using key performance indicators such as website traffic, online conversion rates, sales growth, customer satisfaction surveys, and social media engagement. Return on investment from digital marketing activities will also be monitored.

Conclusion
In conclusion, this report has examined the challenges currently facing Green Haven Florists and applied structured problem-solving and decision-making techniques to identify an appropriate and sustainable course of action. As a small independent florist operating in a highly competitive and increasingly digital retail environment, Green Haven Florists has been significantly affected by declining in-store sales, rising operational costs, and growing pressure from large national and online competitors. These challenges are not unique to the business but reflect wider changes in consumer behaviour, technological advancement, and economic uncertainty within the retail sector.
The analysis demonstrated that while Green Haven Florists continues to perform strongly in terms of product quality, customer service, and ethical sourcing, its existing business model has not adapted sufficiently to meet modern customer expectations. In particular, the limitations of the current website, combined with minimal digital marketing activity, have reduced the company’s ability to attract new customers and retain existing ones. As consumers increasingly prioritise convenience, online accessibility, and flexible delivery options, the lack of an effective digital presence has become a critical weakness.
Two alternative solutions were evaluated to address these issues: website modernisation supported by a digital marketing strategy, and the introduction of local partnerships combined with subscription services. Both options offered potential benefits, including revenue growth and improved customer engagement. However, through comparative analysis and the use of a Plus, Minus, Interesting (PMI) framework, website modernisation and digital marketing emerged as the most effective and realistic solution. This option provides faster implementation, clearer performance measurement, and greater alignment with current market trends.
The chosen solution directly addresses the root causes of Green Haven Florists’ declining sales by improving online visibility, enhancing the customer experience, and expanding the business’s reach beyond physical store limitations. A modern, user-friendly website enables customers to browse products easily, place orders efficiently, and access flexible delivery options. When supported by a targeted digital marketing strategy, the business can communicate its unique values, such as sustainability and ethical sourcing, to a wider audience while maintaining its local identity.
From a decision-making perspective, the recommended strategy reflects a rational and evidence-based approach. Risks such as budget constraints, customer resistance to digital systems, and competitive imitation were identified and evaluated. The report demonstrated that these risks can be effectively managed through phased implementation, staff training, and ongoing performance monitoring. This highlights the importance of proactive planning and continuous review in successful problem solving.
Furthermore, the action plan and performance measurement framework ensure that the solution is not only implemented but also evaluated for effectiveness. By using key performance indicators such as website traffic, conversion rates, sales growth, and customer feedback, Green Haven Florists can make informed decisions and adjust its strategy as required. This data-driven approach supports continuous improvement and reduces uncertainty in future decision-making.
Overall, this report concludes that investing in website modernisation and digital marketing provides Green Haven Florists with the most appropriate and sustainable solution to its current challenges. The strategy supports business resilience, enhances competitiveness, and aligns with long-term growth objectives. By embracing digital transformation while maintaining its core values, Green Haven Florists is well positioned to adapt to future market changes and achieve long-term success in an increasingly digital marketplace.
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Grid Analysis — Evaluation of Strategic Options
‘This grid analysis compares two strategic solutions for Green Haven Florists. Each option is
evaluated against weighted criteria to identify the most suitable solution.

Criteria Weight | Solution 1 | Weighted | Solution2 | Weighted
Score Score
Website & Partnerships
Digital &
Marketing Subscription
Speedof | 20 4 80 3 60
mpact on
sales
Customer | 20 B 100 3 60
reach &
acquisition
Competitive | 15 O 60 3 5
advantage
Cost & 15 3 5 O 60
affordability
Operational | 10 3 30 3 30
feasibility
Scalability | 10 B 50 3 30
&long-term
rowth
Risklevel | 10 3 30 3 30
TOTAL 100 395 315
Evaluation

Solution 1 achieves the highest total score, indicating that it is the most effective option. It
delivers faster sales growth, wider customer reach, and stronger long-term scalability,
despite higher initial costs.

Solution 2 provides better cost control and stable income through subscriptions but scores
lower overall due to slower impact and limited scalability. Based on this grid analysis,
Solution 1 is recommended.





