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Business Analysis Report: Green Haven Florists

1. Introduction  
Green Haven Florists is a small, independent flower shop located in Norwich, UK, founded in 2016 by Liam and Priya Patel. The business built a reputation for high-quality bespoke floral arrangements, eco-friendly packaging, and strong community ties. Its customer base includes walk-in customers purchasing bouquets, corporate clients, and customers buying for weddings and events. Historically, Green Haven’s “personal touch” and sustainability provided differentiation from mass-market florists and supermarkets.

Over the past year, the florist have seen a clear decline in performance, including a reported 30% drop in in-store sales. While online orders have increased slightly, this has not compensated for reduced footfall. Operational costs (including flowers and materials) have risen, placing further pressure on margins. The business problem is not a single issue but a combination of things.

A major change is shifting consumer behaviour. UK retail has seen movement toward online buying and home delivery, as customers increasingly prefer convenience, speed, and ease of comparison across retailers. Customer feedback suggests Green Haven’s website is outdated and difficult to navigate. If customers cannot quickly find products, understand delivery options, or checkout smoothly, they will switch to competitors.

The Florist now has competitors, such as a trendy boutique florist with a strong Instagram presence and likely higher brand “buzz” among younger audiences, and a national chain with aggressive pricing and wide delivery coverage. The boutique competitor threatens Green Haven’s premium positioning through style and marketing, while the chain threatens it through scale, delivery speed and price.

The business must address root causes, choose a response, implement it effectively, and measure whether performance improves. 

2. Two Alternative Solutions

Solution 1: Digital Transformation/Subscription and Delivery Enhancement.
This looks at rebuilding the website, improving the catalogue, smoother checkout, and clearly presenting delivery options. Green Haven would also introduce a subscription offering (e.g. monthly flowers) and improve delivery. This looks to increase online conversion, retain customers longer, and create predictable revenue through recurring subscriptions.

Solution 2: Local Differentiation Through Community and Experience.
This solution prioritises Green Haven’s existing identity and strengths rather than major digital investment. Improves partnerships and community engagement through workshops (flower arranging classes), works with cafés/venues, eco-themed events, wedding fairs, and a strong loyalty scheme that encourages repeat in-store visits. The goal is to rebuild footfall and local “brand love” by offering something online-only competitors cannot: in-person experience, relationships, and community presence.

3. Evaluation Using Decision-Making Tools
There are a few options we could use to look at this problem, including ‘Grid Analysis and PMI. I have decided to use a PMI as it helps to be balanced and is quick and easy to use. Grid is better if measuring data (ASQ, 2025).

3.1 PMI Analysis (Plus, Minus, Interesting)

PMI: Solution 1. Digital Transformation and Subscription Model
	 PLUS
	MINUS
	INTERESTING

	A modern website improves usability, reduces friction, and increases conversion. 7

	Web rebuild, ecommerce tools, and marketing spend may be significant for a small business. -4
	Subscription tiers (e.g., “Seasonal”, “Premium”, “Office Reception”, “Gifts”) could appeal to different segments. 6


	Better delivery options meet current expectations and reduce switching to competitors. 7
	May need training or external support for digital marketing, analytics and content creation. - 6
	Sustainability storytelling can be integrated into the online experience to reinforce differentiation.
5

	Subscriptions improve predictability of income and can stabilise cash flow outside peak seasons. 6
	Execution risk: If the website launch is delayed or buggy, it could harm sales and reputation. - 8

	Potential for corporate subscriptions (local offices, hospitality venues) and events 5

	Digital marketing allows Green Haven to reach customers beyond walk-in footfall. 7
	Offers flexible delivery, operational planning, potential staffing changes, and quality control. - 4 
	

	Digital systems allow tracking of customer behaviour, repeat purchases and campaign results, enabling continual improvement. 6
	
	

	+ 33
	- 22
	+ 16   TOTAL  27



PMI: Solution 2 – Community and Experience Strategy
	PLUS
	MINUS
	INTERESTING

	Strengthens brand identity: Reinforces Green Haven’s community roots and eco-friendly image. 5
	Growth may remain restricted to local footfall, which is already in decline. - 6

	Partnerships could produce mutual promotion (e.g., cafés offering vouchers; wedding venues). 6

	Lower direct cost than a full digital overhaul in the short term. 6

	Doesn’t fix website issue. Online customers may still drop off. - 6
	Could build social content but requires consistent digital impact. 2

	Workshops and events are hard for national chains to replicate. 4
	If consumer behaviour continues toward online convenience, footfall recovery may be slow. - 6
	

	+ 15
	- 18
	8       TOTAL  5



4. Decision and Reason
Based on PMI, Solution 1 scored highest and is the best solution because it addresses the structural causes of decline. While Solution 2 strengthens local differentiation, it does not adequately solve the core issue that customer purchasing behaviour has shifted and competitors are winning through digital convenience and visibility.

Solution 1 is also more sustainable long-term because it improves Green Haven’s ability to compete in multiple channels. Importantly, it does not require abandoning Green Haven’s eco-friendly and bespoke positioning. Instead, it enables those values to be communicated more effectively online and supports a premium proposition that a national chain may struggle to match authentically. Kotler, Kartajaya and Setiawan (2021) argue that modern marketing increasingly blends technology with human-centred value; this supports the idea that Green Haven can use digital tools while still differentiating through craftsmanship, service and ethics.

Therefore, the chosen strategy is digital transformation with a better delivery model and subscription offer, with better digital marketing.

5. Risk Analysis 

Financial Risk
Upfront investment may strain cash flow. Mitigation: phased rollout, prioritising high-impact features first (mobile-first site, clear delivery options, checkout), and starting with a small marketing budget that scales only when ROI is proven.

Operational Risk
Introducing subscriptions and flexible delivery increases complexity. Mitigation: pilot the subscription with a limited geographic radius, standardise bouquet “templates” for subscription tiers, and use clear cut-off times for same-day delivery.

Capability Risk
Liam and Priya may lack skills in SEO, paid ads, and analytics. Mitigation: outsource website build and initial campaign setup; use simple reporting dashboards; schedule short training sessions; and adopt a manageable content calendar.

Reputational Risk
A poor website experience or delivery failures could damage trust. Mitigation: test the site thoroughly before launch, implement customer support response standards, and put quality-control checks into packing and delivery processes.

Market Risk
Subscription uptake could be slower than expected. Mitigation: pre-sell to existing loyal customers, offer an introductory discount for the first month, and collect feedback to refine frequency, pricing, and bouquet styles.

6. Implementation Plan

Phase 1: Diagnose and Design (Weeks 1–4)

Map the customer journey from discovery to purchase and identify friction points.

Gather customer feedback via a short survey at checkout/in-store and online.

Define subscription tiers (price points, frequency, bouquet size, add-ons).

Select suppliers: web developer, ecommerce platform, and (if needed) delivery partner.

Phase 2: Build and Prepare (Weeks 5–10)

Develop a mobile-friendly website with clear navigation and product categories.

Implement secure payment, delivery scheduling, and subscription management.

Produce product photography and concise copy that reinforces “bespoke + sustainable”.

Create standard operating procedures (SOPs) for subscription packing, dispatch and customer messaging.


Phase 3: Pilot Launch (Weeks 11–14)

Soft launch to existing customers and local partners first.

Run a limited subscription pilot (e.g., 30–50 subscribers) to test operations.

Start digital marketing: Instagram content, Google Business Profile updates, basic email marketing.

Phase 4: Full Launch and Optimisation (Weeks 15–24)

Expand marketing using learnings from the pilot.

Add “corporate subscription” outreach to local offices and hospitality businesses.

Review pricing, delivery costs, and margins monthly to ensure profitability.

Formalise a content schedule (3–4 posts/week, 1 email/week, seasonal campaigns).

7. Measuring Effectiveness

To measure effectiveness, Green Haven should track a combination of sales/profits and website performance, customer retention, marketing engagement. 
Total revenue and revenue split - in-store vs online.

Website conversion rate (visits to purchases).  Basket abandonment rate.

Delivery option usage (same-day vs scheduled). 

Growth in Instagram followers and engagement rate.

Email open and click-through rates.

Cost per acquisition (CPA) if paid ads are used.

Customer Experience Measures

Customer satisfaction survey results and review ratings.

Net Promoter Score (NPS) trend over time.



8. Conclusion

Green Haven Florists is experiencing declining sales due to changing retail behaviour, stronger digitally enabled competitors, and internal capability gaps in online experience and marketing. Two possible solutions were evaluated using both Grid Analysis (acknowledged) and PMI (selected). PMI indicates that while a community-first strategy strengthens identity, it does not fully address the core shift toward online convenience. A digital transformation strategy with enhanced delivery and a subscription service provides the best fit for long-term sustainability, provided risks are managed through phased implementation, piloting and continuous measurement. With a structured plan and clear KPIs, Green Haven can modernise its model while still preserving the craftsmanship and sustainable ethos that originally differentiated the business.
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