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Executive Summary 
Green Haven Florists, an eco-conscious flower shop in Norwich, UK, has faced a 30% drop in in-store sales due to increasing online competition and changing market conditions. The business, known for its sustainable floral arrangements, is struggling with an outdated digital infrastructure and declining foot traffic. This report examines these issues and presents two solutions to address the issue: the first is the development of a modern e-commerce platform with a subscription service, and the second is the introduction of in-store experiential workshops and community events. The analysis reveals that the first solution offers the greatest potential for long-term growth, scalability, and revenue, despite its higher initial costs. A phased implementation plan and risk mitigation strategies are also outlined, with the key performance indicator (KPI) being a 20% increase in online revenue within six months.
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Introduction
This report uses a case study and secondary research to analyse issues at Green Haven and propose solutions. Problem solving involves identifying and resolving obstacles, while decision making focuses on selecting the best course of action (Mintzberg et al., 1976). Both are essential for business success and growth (Drucker, 2007). Founded in 2016 by Liam and Priya Patel, Green Haven Florist has built a strong reputation but now faces challenges threatening its sustainability. This report evaluates two strategies to modernise the business and recommends a course of action (De Bono, 1999).

Overview of Green Haven Florist
Green Haven Florists, founded in 2016, and operates in Norwich, UK, is facing significant challenges that threaten its survival. Despite having a strong reputation for bespoke floral arrangements and sustainability, the business has seen a steep decline in in-store sales due to several factors, including the rise of online competitors and decreasing foot traffic. In response to these challenges, this report outlines two potential solutions to modernise the business, evaluate their risks, and suggest a clear course of action to revive Green Haven Florists' performance.

Proposed Solutions
Solution 1: Develop a Modernised E-Commerce Platform with Subscription Services
Green Haven should invest in redeveloping its website into a fully integrated e‑commerce platform. This platform would feature an easy‑to‑navigate design, mobile optimisation, secure payment options, and product categorisation. Integrating subscription‑based floral delivery would build recurring revenue and customer loyalty. This directly addresses website complaints and expands reach, meeting the increasing preference for convenient, digital purchasing. Supporting this with targeted digital marketing, search‑engine optimisation, and social media campaigns would drive traffic.

Solution 2: In-store Experiential Workshops and Events
To counter declining footfall, Green Haven could reposition its store as a community hub for floral artistry. Hosting participatory workshops or floral design classes would attract new and repeat visitors, reinforcing brand loyalty. These events generate experiential income while aligning with Green Haven’s eco ethos. Marketing through local networks, schools, and Instagram would increase visibility and revive community engagement.

Evaluation of Proposed Solutions
PMI Analysis of Proposed Solutions for GHF
	Aspect
	Solution 1: E-Commerce Platform & Subscription Services
	
	Solution 2: In-Store Workshops & Community Events

	Plus (+)
	Expands market reach beyond local area (e.g. Norwich) +10
	
	Increases physical footfall in store +10

	
	Creates recurring revenue through subscriptions +9
	
	Generates additional income through paid workshops +6

	
	Improves customer convenience (online, mobile access) +8
	
	Builds strong customer relationships and loyalty +5

	
	Addresses current website usability complaints +7
	
	Enhances brand image as a community-focused business +5

	
	Data collection (customer preferences, buying habits) +6
	
	Differentiates from competitors through experience +2

	
	Scalable business model with long-term growth potential +6
	
	Aligns with eco-friendly and creative brand identity +2

	Minus (–)
	High initial development and maintenance costs -7
	
	Limited scalability (depends on physical space and time) -8

	
	Requires ongoing digital marketing investment -6
	
	Revenue may be inconsistent (depends on attendance) -8

	
	Technical issues or poor UX could harm reputation -3
	
	Requires staff time, training, and event planning -10

	
	Increased competition in online flower market -8
	
	May not appeal to all customer segments -7

	
	Logistics challenges (delivery, packaging sustainability) -3
	
	Potential additional costs (materials, promotion) -5

	Interesting (?)
	Opportunity to introduce personalised subscriptions +4
	
	Potential partnerships with local artists or schools +4

	
	Could integrate loyalty programs or apps in future +1
	
	Can be used for social media content and brand storytelling +3

	
	Ability to analyse data to refine marketing strategies +9
	
	May lead to word-of-mouth marketing and repeat visits +3

	
	Potential to expand into nationwide or niche eco markets +8
	
	Could evolve into regular events or membership programs +4

	
	Opens door for collaborations with eco brands online +5
	
	Opportunity to host seasonal or themed experiences +2




Solution 1 – points total 46
Solution 2 – points total 16  

The PMI table indicates that Solution 1 offers greater scalability and revenue growth, whereas Solution 2 mainly reinforces local engagement.

The Best Solution and Why?
Green Haven should prioritise developing a modern e-commerce platform with subscription services as the stronger strategic option.
This is because it delivers greater long-term growth potential and scalability compared to in-store workshops. By moving online, Green Haven can expand beyond its local market and reach a wider customer base. The introduction of subscription services provides a stable and predictable stream of recurring revenue, which improves financial security and supports business planning.

Risk Analysis
Grid Analysis of Strategic Options for Green Haven
	Criteria
	Weighting (1–5)
	Solution 1: E-Commerce & Subscription
	Score
	Weighted Score
	Solution 2: Workshops & Events
	Score
	Weighted Score

	Market Reach
	5
	Expands beyond local area to wider/national market
	5
	25
	Limited to local customers
	2
	10

	Revenue Potential
	5
	Recurring income through subscriptions
	5
	25
	One-off or irregular income
	3
	15

	Customer Experience
	4
	Convenient and accessible online shopping
	4
	16
	Engaging, hands-on experience
	5
	20

	Cost
	3
	High initial setup and maintenance costs
	2
	6
	Lower setup but ongoing event costs
	3
	9

	Scalability
	5
	Highly scalable with growth potential
	5
	25
	Limited by space and resources
	2
	10

	Brand Alignment
	4
	Supports eco-brand through wider awareness
	4
	16
	Strong alignment with eco and community values
	5
	20

	Risk
	3
	Technical issues and strong online competition
	3
	9
	Uncertain attendance and demand
	3
	9

	Total
	
	
	
	122
	
	
	93



The grid analysis conducted further suggests that Solution 1 (E-Commerce Platform and Subscription Services) achieves a significantly higher weighted score (122) compared to Solution 2 (93). This confirms that Solution 1 is the stronger option, particularly due to its superior performance in market reach, revenue potential, and scalability.


Implementation Plan
Implementation Plan
The implementation plan for Solution 1 is broken down into several stages, each with defined activities and timelines:
1. Market Research: Conduct competitor benchmarking and a customer survey in the first month to identify customer needs and expectations.
2. Website Design and Build: The design and development phase will take 2–4 months, involving external developers and internal management.
3. SEO and Content Creation: In month 4, the team will focus on search engine optimization and creating product content for the new site.
4. Digital Marketing Campaigns: Launch paid advertising campaigns on Google and Instagram in months 5–6.
5. Soft Launch: Conduct a soft launch with existing customers in month 6, collecting feedback to refine the platform before the official launch.
6. Official Launch: The platform will go live in month 7, with ongoing monitoring and refinement based on analytics.

Key Performance Indicator (KPI)
The primary KPI is to achieve a 20% increase in online revenue within 6 months of the website's launch. This KPI is measurable, achievable, relevant to the business’s current challenges, and time bound.

Effectives Measure of the Solution
The effectiveness of the solution will be monitored weekly through analytics, tracking sales conversions, unique visitors, and customer retention rates. Social media engagement will be assessed to gauge customer interest and brand loyalty. Monthly reports will help refine strategies, adjusting campaigns and subscription offers based on performance. Qualitative feedback from customer surveys will provide insight ensuring that the solution remains responsive to customer needs.

Key Findings Summary
· in‑store sales have declined 30 % due to falling high‑street traffic and online competition.
· Two strategic options were explored: a new e‑commerce subscription model and experiential in‑store events.
· Analysis found Solution 1 most sustainable and revenue‑enhancing.
· Main risks—financial outlay and technical skill shortages—are manageable through phased rollout and training.
· Implementation plan outlines a seven‑month schedule from research to launch.
· KPI: 20 % online sales growth within six months post‑launch.
· Overall, the e‑commerce subscription model offers Green Haven a realistic path to recovery and long‑term competitiveness.
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