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Green Haven Florists – Comprehensive Business Analysis, Strategic Options and PMI Evaluation


1. Introduction

Green Haven Florists is a small, independent flower shop based in Norwich, UK. The business was established in 2016 and has developed a positive reputation for creating bespoke floral arrangements, using environmentally friendly packaging, and supporting the local community. The owners, Liam and Priya, have focused on quality and personal customer service as key strengths of the business.

This strong foundation, Green Haven Florists has experienced a significant decline in sales over the past year. In-store sales have fallen by approximately 30%, and while online orders have increased slightly, they have not been sufficient to make up for the loss of walk-in customers. This decline has raised concerns about the long-term sustainability of the business.

The purpose of this report is to analyse the main business problem affecting Green Haven Florists and to consider how the business can respond effectively. Two possible solutions are identified and evaluated using a simple decision-making tool. The report then recommends the most suitable solution and outlines the potential risks, an implementation plan, and methods for measuring the success of the chosen strategy. The aim is to provide a clear and realistic plan that can help Green Haven Florists adapt to changes in the retail environment and improve performance.


2. Explanation of the Business Problem

Green Haven Florists is facing a decline in revenue mainly due to reduce in-store footfall and increasing competition. Although the business has a loyal customer base, changes in consumer behaviour and market conditions have made it harder for small independent retailers to compete. The causes of the problem can be divided into external and internal factors.


2.1 External Factors

One of the most significant external factors affecting Green Haven Florists is the change in customer buying behaviour. Many customers now prefer to purchase flowers online due to convenience, speed, and ease of comparison. Large online flower retailers offer same-day delivery, subscription services, and frequent discounts, which are attractive to busy customers (Kotler et al., 2022). As a result, fewer customers visit physical flower shops.

Another important factor is the decline of the local high street. Several nearby businesses have closed, leading to reduced footfall in the area. This means fewer potential customers pass the shop, limiting opportunities for impulse purchases. According to the British Retail Consortium (2023), many small UK retailers are experiencing similar challenges due to reduced high-street activity.
Economic pressures have also affected the business. Inflation and global supply chain disruptions have increased the cost of flowers, fuel, and packaging. Green Haven Florists is committed to using sustainable and ethically sourced materials, which often cost more than standard alternatives. While sustainability is valued by many customers, it places additional financial pressure on the business.

Competition has also increased. A new boutique florist in the area has successfully used social media platforms such as Instagram to attract younger customers. At the same time, a national flower chain has opened locally, offering lower prices due to economies of scale. Porter (2008) explains that increased competition reduces profitability, especially in markets where products are similar.


2.2 Internal Factors

Internal issues have further contributed to the problem. Customer feedback suggests that Green Haven Florists’ website is outdated, difficult to navigate, and lacks modern features such as flexible delivery options and mobile optimisation. A poor website can discourage customers from completing online purchases and reduce trust in the business (Chaffey and Ellis-Chadwick, 2019).

In addition, the owners have limited time and experience in digital marketing. Promotion relies mainly on word-of-mouth and occasional social media posts, which limits the business’s online visibility. In today’s digital environment, an inconsistent online presence makes it difficult to attract new customers and compete with digitally focused rivals.


2.3 Summary of the Problem

In summary, Green Haven Florists is facing several connected challenges:

· A decline in in-store sales and footfall
· Increased competition from online and local retailers
· Rising costs due to inflation and sustainability commitments
· An outdated website and weak digital marketing activity

These factors indicate that the business needs to modernise its approach and adapt to changing customer expectations to survive and grow.


3. Alternative Solutions

To address the business problem, two potential solutions have been identified. Each solution focuses on improving performance in different ways.

Solution 1: Website Improvement and Digital Marketing Strategy

This solution involves redesigning the existing website to improve its appearance, usability, and functionality. The new website would be mobile-friendly, visually appealing, and easy to navigate. It would include improved online ordering, flexible delivery options, secure payment systems, and customer reviews.     In addition, a simple but structured digital marketing strategy would be introduced. This would include regular social media activity on platforms such as Instagram and Facebook, email newsletters to promote offers and events, and basic search engine optimisation (SEO) to improve visibility on Google. This solution aims to attract new customers, increase online sales, and improve brand awareness.

Solution 2: Subscription Service and Local Business Partnerships

The second solution focuses on developing a flower subscription service, offering customers weekly or monthly deliveries. This would provide predictable and recurring income. Alongside this, Green Haven Florists would form partnerships with local cafés, offices, hotels, and event venues to supply regular floral displays.

This approach strengthens relationships within the local community and reinforces the business’s sustainable and local brand identity. It also helps to stabilise cash flow, which is important for a small business.


4. Evaluation of Solutions Using the PMI Tool

To compare the two solutions, a PMI (Pluses, Minuses, Implications) tool is used. This tool is suitable at Level 4 as it allows clear and logical evaluation without excessive complexity.


4.1 Solution 1: Website Improvement and Digital Marketing

Pluses

· Increases customer reach beyond the local area
· Responds directly to customer feedback
· Improves competitiveness against online retailers
· Enhances the professional image of the business

Minuses

· Requires an initial financial investment
· May require external support or staff training
· Benefits may not be immediate

Implications:
This solution addresses the main cause of declining sales by improving visibility and accessibility. It supports long-term growth and allows the business to adapt to modern shopping habits.


4.2 Solution 2: Subscription Service and Partnerships

Pluses

· Creates more stable and predictable income
· Strengthens relationships with local businesses
· Supports sustainability and community values

Minuses

· Limited growth beyond the local market
· Requires careful planning and stock management
· Customer uptake may be slow at first

Implications
This solution improves stability but does not fully address the weak digital presence or increasing online competition.


5. Recommended Solution

After evaluating both options, Solution 1: Website Improvement and Digital Marketing is the most appropriate choice.

The main issue facing Green Haven Florists is reduced visibility and changing customer behaviour. Improving the website and digital marketing directly addresses this problem by making it easier for customers to find, trust, and purchase from the business online. This solution also allows the business to compete more effectively with larger online retailers while maintaining its unique brand identity (Chaffey and Ellis-Chadwick, 2019).

Although Solution 2 offers stability, it does not sufficiently address the long-term challenges posed by digital competition. Therefore, Solution 1 provides the strongest foundation for future growth.


6. Basic Risk Analysis

Several risks are associated with implementing the chosen solution.

One risk is financial risk, as website development and marketing costs may exceed the available budget. This can be reduced by setting a clear budget and comparing quotes from different suppliers.

Another risk is skills risk, as the owners and staff may lack digital expertise. This can be managed through basic training or outsourcing technical tasks.

There is also a customer adoption risk, where customers may continue to prefer larger online retailers. To reduce this risk, Green Haven Florists should highlight its unique selling points, such as sustainability and personalised service.

Finally, increased online orders may create operational pressure, especially during busy periods. This risk can be reduced by managing order limits and planning staffing levels carefully (Tidd and Bessant, 2020).
7. Implementation Plan

The implementation of Solution 1 will be divided into clear phases.

· Phase 1: Planning (Weeks 1–4)
Review financial position and set a budget
Identify website requirements
Select a web developer
Create a simple digital marketing plan

· Phase 2: Website Development (Weeks 5–10)
Design and test the new website
Upload product images and descriptions
Set up secure payments and delivery options

· Phase 3: Marketing Launch (Weeks 11–16)
Launch the new website
Promote through social media and email marketing
Offer introductory promotions

· Phase 4: Staff Training (Weeks 14–18)
Train staff to manage online orders
Introduce basic social media and analytics skills

· Phase 5: Review and Improvement (Week 18 onwards)
Monitor performance and customer feedback
Adjust marketing activities where needed


8. Measuring Effectiveness

The success of the strategy can be measured using several indicators:
· Increase in online sales
· Overall revenue growth
· Website traffic and conversion rates
· Customer feedback and reviews
· Social media engagement
These measures will help assess whether the strategy is achieving its objectives (Kaplan and Norton, 2007).


9. Conclusion

Green Haven Florists is facing significant challenges due to declining footfall, increased competition, and a weak digital presence. This report has analysed the main business problem and evaluated two possible solutions. The findings show that improving the website and implementing a digital marketing strategy is the most suitable option.   
This solution directly addresses changing customer behaviour and provides opportunities for long-term growth. By managing risks effectively and monitoring performance, Green Haven Florists can improve competitiveness and adapt successfully to the modern retail environment.
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