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1. Introduction

Green Haven Florists is an independent flower shop found in Norwich, established in 2016 and known for its bespoke floral arrangements and environmentally sustainable practices. The business has built a compelling reputation within the local community; however, it has recently experienced a 30% decline in in-store sales. This decline is due to reduced high street footfall, increased competition from online flower delivery services, and rising operational costs. Additionally, Green Haven’s limited digital presence and outdated website have restricted its ability to adapt to changing consumer behaviour. This report analyses these challenges and proposes a practical solution focused on improving online sales while supporting long-term business sustainability.

2. Proposed Solutions

Solution 1: Website Redevelopment and E-commerce Enhancement

The first solution is to redevelop Green Haven Florists’ website into a modern and fully functional e-commerce platform. Customer feedback has highlighted that the current website is outdated and difficult to use, which discourages online purchases. By introducing a user-friendly interface, mobile optimisation, and secure payment systems, the business can significantly improve customer experience.
For Green Haven, this would allow customers to easily browse and order bespoke floral arrangements, even if they are unable to visit the store. Features such as flexible delivery options, including same-day delivery, would directly address customer expectations shaped by larger competitors. According to Chaffey (2022), an effective e-commerce platform improves accessibility and increases sales conversion rates.
This solution also allows Green Haven to better highlight its unique selling point—eco-friendly and locally sourced flowers—through high-quality visuals and storytelling. By strengthening its online presence, the business can reach new customers beyond its immediate location and reduce its reliance on declining in-store traffic.




Solution 2: Subscription-Based Floral Service with Local Delivery Expansion
The second solution is to introduce a subscription-based floral service alongside expanded local delivery. Green Haven could offer weekly or monthly flower deliveries tailored to customer preferences, particularly targeting corporate clients and regular customers.
This approach would provide a stable and predictable income stream, which is important given the recent decline in sales. It would also strengthen customer loyalty by encouraging repeat purchases. According to Kotler et al. (2021), relationship marketing strategies such as subscriptions help businesses build long-term customer engagement.
For Green Haven, this model aligns well with its personalised service and strong community ties. Expanding delivery options would also make the service more convenient, helping the business compete with national chains. However, this solution requires efficient logistics and may increase operational complexity, particularly for a small business with limited resources.

3. Evaluation and Selection
3a. Evaluation Using PMI Technique

A PMI (Plus, Minus, Implications) analysis was conducted to evaluate both solutions.
The website redevelopment offers clear benefits for Green Haven, including improved accessibility for customers, increased online visibility, and the ability to compete with larger online retailers. However, it requires initial financial investment and external technical support. The long-term implication is a stronger digital presence and increased sales opportunities.
The subscription service provides recurring revenue and enhances customer loyalty, which is particularly valuable for a small business. However, it introduces challenges such as delivery coordination and stock management. Its success also depends on having an effective online system to manage subscriptions.
Overall, both solutions are relevant, but their effectiveness varies depending on implementation.




3b. Selection of Preferred Solution

The website redevelopment is the preferred solution for Green Haven Florists. While the subscription model offers valuable benefits, it depends on having a strong digital platform place. Currently, the business lacks this foundation, which limits its ability to attract and keep online customers.
By improving its website, Green Haven can address its most immediate weakness and create opportunities for future growth. According to Laudon and Traver (2023), businesses that invest in e-commerce are better positioned to compete in modern retail environments. The new website could later support added services such as subscriptions, making it a more flexible and strategic solution.
Therefore, website redevelopment is the most practical and impactful choice.

4. Risk Analysis

4a. Risk Identification

The main risk for Green Haven Florists is the financial cost of redeveloping the website, which may be significant for a small business. There is also a technical risk if the website does not function properly or fails to meet customer expectations.
Another risk is that existing customers may continue to prefer in-store purchases, limiting the impact of the new platform. Additionally, staff may lack the digital skills needed to manage online orders effectively. According to Ryan (2020), poor digital implementation can negatively affect customer trust and reduce engagement.These risks could affect the success of the solution if not properly addressed.

4b. Feasibility Assessment

Despite these risks, the solution is feasible for Green Haven Florists. The financial risk can be managed by implementing the website in stages or using cost-effective development options. Technical risks can be reduced by hiring experienced developers and conducting thorough testing before launch.
Customer adoption can be encouraged through promotions and clear communication about the benefits of online ordering. Staff training can also ensure that the business can manage the new system effectively.
Given the increasing importance of online shopping, investing in a digital platform is essential. This solution allows Green Haven to adapt to market changes while maintaining its unique brand identity.

5. Implementation Plan
5a. Implementation Steps

The implementation of the website redevelopment should follow a structured process. First, Green Haven should identify its specific requirements, focusing on customer needs such as easy navigation and delivery options. A realistic budget should be set, and a web developer should be selected.
Next, the website should be designed and developed, ensuring it reflects the brand’s eco-friendly image. Features such as product categories, secure payments, and delivery scheduling should be included. Search engine optimisation should also be applied to increase online visibility (Chaffey and Ellis-Chadwick, 2019).
The website should then be tested to ensure it functions correctly and provides a smooth user experience. After testing, it should be launched alongside a marketing campaign using social media platforms.
Finally, performance should be monitored regularly, and improvements should be made based on customer feedback.

5b. Justification of Implementation Plan

The structured approach ensures that Green Haven can implement the solution effectively without disrupting daily operations. Planning helps align the website with customer needs, while development ensures a high-quality platform. Testing reduces the risk of technical issues that could harm the business’s reputation.
The inclusion of marketing during the launch phase is important to ensure customers are aware of the new website. According to Baines et al. (2022), effective marketing communication is essential for customer engagement. Ongoing monitoring allows the business to continuously improve its online service.
This approach is realistic and suitable for a small business with limited resources.

6. KPI and SMART Objectives 

The key performance indicator (KPI) for Green Haven Florists is online sales revenue. This directly measures the success of the website redevelopment. SMART objectives include increasing online sales by 25% within six months, achieving a website conversion rate of 15% within three months, gaining 500 new online customers within six months, and reducing cart abandonment rates by 10% within four months. These objectives are specific, measurable, achievable, relevant, and time-bound, ensuring clear targets for performance.

6b. Monitoring and Evaluation

Green Haven can monitor these objectives using website analytics tools. Online sales figures will indicate whether revenue targets are being met, while conversion rates will show how effectively the website encourages purchases.
Customer data will help assess the success of marketing efforts, and cart abandonment rates will highlight any usability issues. Regular monthly reviews will allow the business to make adjustments where necessary.
This data-driven approach ensures that Green Haven can continuously improve its performance and maximise the benefits of its new website.

7. Key Findings
· Green Haven Florists is experiencing declining sales due to reduced footfall and increased competition
· The business’s weak online presence is a major limitation
· Website redevelopment and subscription services are both viable solutions
· Website redevelopment is the most suitable solution for current challenges
· Risks are manageable through planning, training, and expert support
· A structured implementation plan ensures effective execution
· Online sales growth is essential for long-term sustainability
· Clear KPIs and objectives allow performance monitoring
· Digital transformation is necessary for future competitiveness
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