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1. Introduction
Green Haven Florists, an independent flower shop established in Norwich in 2016, has built its reputation on bespoke arrangements, sustainability, and strong customer relationships. However, the business is currently facing substantial performance challenges, including a 30% decline in in-store sales, increased competition, rising supply costs, and underdeveloped digital capabilities. This report identifies the core business problem, evaluates two strategic solutions using a decision-making tool, recommends the most suitable option, analyses associated risks, and provides an implementation and monitoring plan.
2. Explanation of the Business Problem
Green Haven Florists is experiencing a multifaceted operational and strategic decline. The primary issue is reduced profitability driven by falling foot traffic, increased competition, and rising costs. Key contributing factors include changing consumer behaviour, weak digital presence, high operational costs, increased competition, and a declining high street location. These factors collectively highlight that the business lacks a competitive digital and operational strategy in a market that is shifting towards online shopping.
3. Alternative Solutions
Two solutions are proposed: (1) Revamping digital infrastructure and marketing, including a redesigned website, subscription services, and expanded digital marketing; and (2) Product and service diversification through floral workshops, local collaborations, themed bundles, and corporate contracts. These alternatives aim to address revenue decline and competitiveness.
4. Evaluation of Alternatives using PMI
A PMI analysis compares the benefits, drawbacks, and implications of both solutions. Solution 1 offers strong alignment with market trends, greater long-term revenue potential, and enhanced customer experience. Solution 2 strengthens community ties and adds revenue streams but provides limited impact against online competitors. The PMI tool shows Solution 1 as the stronger strategic option.
5. Preferred Solution and Justification
Solution 1—revamping digital infrastructure and marketing—is the preferred option. It directly addresses the core issue of declining digital competitiveness, offers higher return on investment, improves customer convenience, and enhances long-term sustainability. It also supports the business’s eco-friendly brand identity through improved storytelling and online visibility.
6. Risk Analysis
Key risks include high initial investment costs, digital skill gaps, implementation delays, underperformance of the new website, and logistical strain from expanded delivery services. Mitigation strategies include phased investment, short digital training courses, outsourcing where necessary, customer testing, analytics monitoring, and controlled scaling of delivery services.
7. Implementation Plan
Implementation will occur over several phases:
• Phase 1 (Weeks 1–2): Preparation, digital audit, customer feedback, budgeting, and selecting designers.
• Phase 2 (Weeks 3–8): Website redesign, integration of features like subscriptions, secure payment systems, and customer testing.
• Phase 3 (Weeks 9–12): Digital marketing launch with social media scheduling, Google Ads campaigns, and sustainability-themed content.
• Phase 4 (Weeks 13–16): Introduction of click-and-collect and flexible delivery, route testing, and customer evaluation.
• Phase 5 (Week 17+): Staff training and continuous analytics review.
8. Measuring Effectiveness
Effectiveness will be measured through KPIs such as online sales growth, website traffic, conversion rates, social media engagement, customer satisfaction, delivery efficiency, and financial performance indicators including ROI. Monthly and quarterly reviews will ensure the strategy remains optimised and aligned with business goals.
9. Conclusion
Green Haven Florists faces declining foot traffic, rising competition, and limited digital capabilities. Among two proposed solutions, digital transformation is the most appropriate due to its alignment with consumer behaviour and potential for long-term sustainability. The implementation plan, risk assessment, and monitoring strategy collectively position the business to regain competitiveness and restore profitability.
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