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[bookmark: _Toc212052046]Introduction 
[bookmark: _Toc212052047]Green Haven Florists in Norwich was launched by Priya and Liam Patel in 2016. The company gained popularity among its custom-made floral arrangements, eco-friendly packaging, and association with local companies. The in-store retail of Green Haven has reduced by 30 per cent over the last year as people shop online, and their shopping patterns have changed. The online orders have slightly increased, but foot traffic has reduced. Through this study, the major business challenge facing Green Haven Florists has been critically analysed, and two solutions have been presented. This report will make the best choice with the help of a decision-making framework. The study will give a course of action that will be backed by risk analysis and performance evaluation criteria to make the implementation effective and long-term.
Business Problem Analysis
The largest issue facing Green Haven Florists is the decline in sales and profits in their stores due to alterations in the market and competition with online stores. The company reports that the number of sales in the physical stores has reduced by a third in the last year due to the increased number of people shopping online and having them delivered to their homes. The amount of UK e-commerce sales has increased since the pandemic, as it is easy and cheap (Office for National Statistics, 2023).
Green Haven has an outdated website, poor internet marketing, and poor technology utilisation.  Slow store performance, poor site navigation, and no e-commerce prevent individuals from shopping online.  Even word-of-mouth advertising and social media updates obscure the brand.  The company is less competitive with technology-oriented competitors that have strong online presences and social media marketing plans since it rarely uses digital marketing (Makos, 2024).
The costs of eco-friendly materials, flower imports, and inflation have made it harder to make money.   The largest outside PESTEL influences are inflation and digital transformation.   Social factors, such as customers' preference for online convenience and eco-friendly items, keep changing the retail industry (International Fresh Produce Association, 2025).
A cause-and-effect study reveals that minimal marketing effort, a weak online presence, and competitive threats result in fewer customers and lower revenue.   To get back on track, Green Haven has to change its business plan, market digitally, and interact with customers.
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Alternative 1 — E-commerce and Digital Marketing Transformation
The main purpose of e-commerce and digital marketing is to redesign the website with e-commerce, SEO, paid social, influencer work, and inventory integration.
Plus 
· Broader market reach: An online business may sell to people outside of Norwich, which brings in more money (Chaffey and Ellis-Chadwick, 2022).
· Alignment with consumer behaviour: Response about trends in online purchasing and convenience to get back money that was lost. 
· Competitive differentiation: Green Haven competes with both small and large companies on user experience and brand story (including sustainability) with their modern website and strong social media presence (Makos, 2024).
Minus  
· Upfront cost and cashflow pressure: Building a website, integrating payments and inventory, SEO, and paid advertising all need financial and technical help. 
· Skills gap: Liam and Priya don't know how to do digital marketing; thus, it will cost time and money to hire or teach them (Makos, 2024). 
· Time to ROI: Digital change takes months to pay off, so it may be hard to get sales back up quickly without advertising or reaching out to local customers (Kotler et al., 2021).
Interesting 
Customer acquisition cost: How much should Green Haven spend to advertise against the margin per order to break even?
Brand lift from sustainability storytelling: The green credentials of Green Haven can assist them in selling online (International Fresh Produce Association, 2025).
Alternative 2 — Flower Subscription and Loyalty Programme
Green Haven may implement monthly and seasonal subscriptions, including loyalty points for frequent customers and referrals. 
Plus 
· Predictable recurring revenue: Subscriptions can stabilise the demand and cash flow, and income based on this is less volatile (McKinsey and Company, 2023).
· Stronger customer retention: Loyalty programs give your customers the incentive to return to purchase with you again and again, boosting the lifetime value of every customer (Kotler et al., 2021). 
· Fits sustainability goals: Green Haven can provide eco-friendly products and in-season flowers to the local areas to its regular customers, which will reinforce the values of the company brand.
 Minus 
· Dependent on the current customer base: In case the number of customers is reduced by 30 per cent, subscriptions might not necessarily be popular before the number of new consumers is brought in (Office for National Statistics, 2023).
· Operational commitments: Supply, delivery and quality of the flowers must be well planned, which is difficult to achieve when the prices and supply channels of the flowers tend to shift frequently (International Fresh Produce Association, 2025).
· Less immediate reach expansion: This method maintains revenue constant, yet does not achieve as much to attract new market segments not already included in the existing customer base (Kotler et al., 2021).
 Interesting 
· Churn rate: How quickly subscribers cancel (the demand for flowers may be stronger at certain times of the year, which might lead to higher churn rates than other types of subscriptions) (McKinsey and Company, 2023).
· Price elasticity for eco-products: Whether customers are willing to pay subscription premiums for sustainable materials when price pressure is strong.
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There are pros and cons to each alternative. Subscription and loyalty provide stability, foster client relationships, and forecast revenue; yet, a declining customer base and restricted digital visibility lessen their effectiveness. Even while the e-commerce and digital marketing transformation costs more up front and is harder to accomplish, it quickly fixes the main problems of Component 1 (a terrible website, a weak online presence, and lost online market share) and sets the stage for recovery and future development.

The PMI analysis shows that E-commerce and Digital Marketing Transformation is the best main strategy. This is because it solves the main problem of competitiveness, visibility and accessibility in a floral market that is becoming more online, and it opens up new ways for any subscription or loyalty program to grow. After creating a robust online platform and ways to get new customers, Green Haven may add subscriptions and loyalty to stabilise revenue and increase lifetime value.
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Starting an e-commerce and digital marketing plan is related to risks. Website renovation, search engine optimization and sponsored ads themselves are expensive investments in the short-term that do not always come back immediately, which is a business risk (Kotler et al., 2021). Green Haven can begin with the inexpensive digital solutions, such as selling through social media or collaborating with local web designers and then proceeding to the larger solutions.
Second, the issues with technology or processes, such as a non-functioning site or a delivery delay, may negatively affect the reputation of a business and lose customers. Website testing, safe payment options, and reliable delivery partners lower this risk (Chaffey and Ellis-Chadwick, 2022).
Third, the owners' lack of digital skills might make it harder to get things done.   This difficulty might be fixed by holding training seminars or hiring freelance digital marketers (Makos, 2024).
Lastly, there may be problems with cybersecurity and data breaches, which is why secure payment gateways and inspections for compliance with the GDPR are so important.
Implementation plan 
The digital transformation should be carried out using a SMART action plan that lasts six months and comprises three parts:
	Phase
	Description
	Time

	Planning and Development
	Do a digital analysis of the current website, set goals (such as boosting online sales by 20% in six months), and engage a skilled web developer.  Get money from savings or small-business digital grants (GOV.UK, 2018).

	1-2 Months

	Website Launch and Marketing
	 Start a new website that works well on mobile devices, has an online store, a secure payment process, and eco-friendly branding.  Use Instagram and Facebook for SEO and social media ads.  Work with local sustainability groups and influencers to get the word out about the online store (International Fresh Produce Association, 2021).

	3-4 Months

	Optimisation and Maintenance
	 Keep an eye on website traffic, conversion rates, and client feedback to improve performance.  After digital traffic levels off, add optional subscription sign-ups and loyalty programs.

	5-6 Months



Liam and Priya will both be in charge of management. Liam will be in charge of logistics and working with suppliers, while Priya will be in charge of digital marketing content.  Regular progress meetings and monthly evaluations will make sure that everyone is on the same page and accountable for their work.
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Key Performance Indicators (KPIs) and feedback from customers should be used to keep an eye on how well things are working. Some examples of quantitative KPIs are:
· Online sales increase (goal: 20% more revenues in six months);
· Google Analytics shows how many people visit your website and how many of them become customers.
· Rates of getting and keeping customers;
· Engagement on social media (likes, shares, and follows).
Qualitative metrics, including polls of customer satisfaction and reviews on the internet, are used to judge the quality of service and how people see the brand. Green Haven will be able to change its marketing material and price tactics in real time by keeping track of everything (Chaffey and Ellis-Chadwick, 2022).
If KPIs show steady growth and better visibility, the implementation may be called a success. This will provide the groundwork for future development through subscription and loyalty programs.
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Customers are changing their minds, costs are going up, and there isn't much digital engagement; therefore, Green Haven Florists' sales are going down. The report says that the only way to become competitive again and make sure the business lasts for a long time is to start an e-commerce and digital marketing revolution. Implementation may come with technical and financial risks, but they may be managed with careful monitoring, personnel training, and a staged approach. Green Haven can get its customers back, increase sales, and become a top eco-friendly florist in both regional and worldwide markets by modernising its website, reaching more people online, and using digital analytics.
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