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Introduction 
The report analyses the challenges faced by green Haven Florist, a small independent flower shop in Norwich. It focuses on declining sales, reduced foot traffic, and increasing competition. Key terms include foot traffic (number of customers visiting a physical store), online retail (selling product via digital platforms), and sustainable sourcing (using environmentally responsible material and supply chain). The report will high-light the causes of the issues and suggest realistic solutions to help improve both in – store and online performance, while keeping the companies eco-friendly brand identity.

[bookmark: _Hlk205982484]Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists has experienced a 30 percent decline in in-store sales over the past year, with only a slight increase in online orders. The business relies on strong physical foot traffic, which has reduced, because of the decline in the high street, the changing consumer habits and their preference to online shopping. Plus, increased competition from online flower delivery services offering convenience, lower prices, and same day delivery has reduced customer retention.

Rising operational costs have worsened the situation. Imported flowers have become more expensive due to supply chain disruptions and inflation, while maintaining sustainable materials has further increased expenses. Customers feedback also highlights issues with the company’s outdated website and lack of flexible delivery options, limiting online growth.

Internally, weak digital marketing and reliance on word of mouth have reduced the brand's visibility. New competitors, including a social media savvy boutique florist and a national chain, have intensified market pressure. Overall, the main causes are digital underdevelopment, increased competition, rising costs, and changing consumer behaviour.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution 1.
Digital Transformation Strategy:
Update the website to a modern, user-friendly e-commerce platform with mobile optimusation, subscribers' services, and flexible delivery options, invest in social media marketing (Instagram, Facebook and TikTok) and targeted ads to attract new customers and increase online sales.


Solution 2:
In-store Experience enhancement:
Focus on improving the physical shop experience by offering workshops (e.g. flower arranging), loyalty programme, and personalised services. Strengthening community engagement through events and partnerships to increase foot traffic and customer loyalty.

Justification for Selected Solution
The digital transformation strategy is more effective because it directly addresses the largest area- online sales. Consumer behaviour has shifted towards convenience and digital access, making a strong online presence essential. While improving the in-store experience may increase local engagement, it does not fully counter declining foot traffic trends. A modern e-commerce platform combined with digital marketing allows Green Haven to reach a wider audience, compete with online retailers, and generate consistent revenue beyond its physical location. 

Conclusion:
The report evaluated the challenges facing Green Haven Florists and identified practical solutions to improve performance. The most critical findings is that the business is heavily impacted by changing consumer behaviour, particularly the shift towards online shopping. Secondly, the lack of strong digital presence, including an outdated website and weak social media engagement, limits growth opportunities. Thirdly, rising operational and supply costs are reducing profitability, especially due to sustainable sourcing commitments. Fourth, increase competition from both local and national businesses is placing pressure and service expectations. Finally, reliance on traditional marketing methods has restricted customer reach. Among the proposed solutions, digital transformation is the most viable, as it addresses multiple issues simultaneously improving accessibility, competitiveness, and revenue potential. Enhancing the in-store experience remains valuable but should be a secondary strategy.

In conclusion, for Green Haven Florists to remain competitive and sustainable, it must prioritise digital innovation while maintaining its unique eco-friendly brand identity.
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The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

Questionnaire

Observation

Reviews



	

How many Qs?

Which days?
How long? 

	

Who is going to do it?

 Is it attainable?





	

What type of data? On what? What’s the point?


	


How long will it take to collect the data?
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