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Introduction
This report analyses the business challenges faced by Green Haven Florists, a small independent flowers shop based in Norwich, UK. The report focuses on identifying a specific business problem affecting the company and evaluating possible solutions. Key business concepts such as competition, digital transformation and risk analysis are considered. For the purpose of this report, digital transformation refers to the use of digital tools such as websites and social media to improve business performance. The report will suggest two alternative solutions, evaluate them using decision-making tools, justify the most appropriate option, assess potential risks and propose an implementation plan and performance measures.


Brief Explanation of the Specific Business Problem
Green Haven Florists is a small flower shop founded in 2016 by Liam and Priya Patel. The business built a strong reputation for bespoke floral arrangements, sustainable practices and strong community connections. However, over the last 12 months, the company has experienced a 30% decline in in-store sales, which has negatively affected profitability.
The main cause of this problem is a change in customer behaviour. Many customers now prefer online shopping due to convenience, lower prices and fast delivery options offered by large online flower retailers (Kotler et al, 2022). Green Haven’s website is outdated and difficult to use, which limits its ability to compete online.
Another contributing factor is increased competition. A new boutique florist with a strong Instagram presence and a national flower chain offering aggressive pricing have entered the local market. According to Porter (2008), high competitive rivalry can reduce a firm’s market share if it fails to adapt.
In addition, rising operational costs, such as higher flower prices and sustainable packaging expenses, have further reduced profit margins. Together, these issues have created a complex business problem that requires change.





Suggested Two Alternative Solutions 
Solution A: Improving Digital Presence and Online Sales.
Solution A involves improving Green Haven Florist’s digital presence by redesigning the website, offering easy online ordering and using social media marketing more effectively. This would allow the business to compete with online retailers and meet modern customer expectations.


PMI Analysis for Solution A

	Plus (P)
	         Minus (M)
	Interesting (I)

	Improves customer convenience

Increases online visibility

Helps attract new customers

Digital marketing can also strengthen brand awareness (Chaffey and Ellis-Chadwick, 2019)


	Requires financial investment 

Requires digital skills, which the owners currently lack

	

Provides opportunities to promote sustainability value and engage customers through storytelling.







 

This solution helps resolve the problem by directly addressing declining foot traffic and weak online performance. A stronger digital presence allows Green Haven to retain customers who prefer online shopping while maintaining its unique brand identity.







Solution B: Introducing a Subscription-Based Flower Service. 
Solution B suggests introducing a weekly or monthly flower subscription service for households and local businesses. Customers would receive regular flower deliveries in return for a fixed fee.




PMI Analysis for Solution B
	Plus (P)
	         Minus (M)
	Interesting (I)

	Creates predictable income and builds long-term customer relationships (Osterwalder et al., 2020).



	Increases delivery demands and operational pressure, especially for a small business.



	Allows better planning of stock, which may reduce waste.








This solution could help improve cash flow and customer loyalty. However, without a strong digital system to manage subscriptions and payments, this option may be difficult to implement effectively in the short term.

Justification for Selected Solution
Solution A, improving digital presence and online sales, is the most appropriate option. This solution directly tackles the main cause of the problem: changing consumer behaviour and increased online competition. The weighting given to this solution is higher because it has a broader impact on sales, marketing, and customer reach. While Solution B offers long-term benefits, it relies heavily on digital systems, which Green Haven currently lacks. Therefore, improving digital capabilities should be prioritised as it creates a foundation for future growth strategies, including subscriptions (Kotler et al., 2022).


Risk Analysis of the Selected Solution
The main risks associated with Solution A include financial risk, skill risk and competitive risk. Financial risk relates to the cost of website development and digital marketing. Skill risk arises from the owner’s limited digital experience. Competitive risk exists if competitors also improve their online presence. The criteria used to assess these risks are likelihood and impact. These risks can be reduced by using affordable digital tools, outsourcing tasks where necessary and continuously monitoring performance (Chaffey and Ellis-Chadwick, 2019).
Plan to Implement the Selected Solution
The implementation plan is structured to ensure a smooth and manageable transition. Tasks are ordered based on priority and resource availability.
First, the website redesign should be completed within the first two months. This task should be outsourced to a freelance web developer to ensure professional quality. A user-friendly and mobile-responsive website is essential because it supports all other digital activities.
Second, online ordering and delivery options should be improved. Clear pricing and delivery time information should be displayed to build customer trust. This step follows the website redesign because customers must have a functional platform before ordering.
Third, a digital marketing plan should be introduced. Liam and Priya should create a simple content calendar for social media platforms such as Instagram and Facebook. Posting regularly helps increase engagement and visibility.
Fourth, basic digital skills training should be undertaken. This includes managing website updates and understanding social media insights. This responsibility lies with both owners to reduce long-term costs.
Finally, the improved digital platform should be officially launched with a promotional campaign, such as a discount or special offer. This structured approach ensures tasks are completed logically and resources are used effectively (Osterwalder et al., 2020).






Means of Measuring Effectiveness of Implementation
The effectiveness of the solution will be measured using Key Performance Indicators (KPIs) and SMART objectives.
Key KPIs include:
· Increase in online sales 
· Website traffic and conversion rate
· Social media engagement 
· Customer satisfaction ratings

These KPIs are chosen because they directly measure digital performance and costumer response.
SMART objectives will guide progress. For example:
· Increasing online sales by 20% within six months
· Increase website traffic by 30% within three months
· Gain 500 new social media followers in four months
These objectives are Specific, Measurable, Achievable, Relevant and Time-bound, making them easy to track and evaluate (Doran, 1981).
Regular monthly reviews will allow adjustments to strategies if targets are not met. This ensures continuous improvement and effective use of resources.

Conclusion 
This report examined the business challenges faced by Green Haven Florists and explored possible strategies to address declining sales and increased competition. The analysis showed that changes in customer behaviour, rising operational costs and weak digital capabilities have negatively affected the business. Two alternative solutions were considered: improving digital presence and introducing a subscription-based flower service. After evaluation, improving digital presence was selected as the most suitable solution. This option directly addresses the main causes of the problem and provides a strong foundation for future growth. Although there are risks associated with this strategy, they can be managed through careful planning, training and regular performance monitoring. Overall, implementing a digital improvement strategy will help Green Haven Florists remain competitive while maintaining its values of quality and sustainability


Key Findings 

Several key findings emerged from this report.
First, Green Haven Florists has experienced a significant decline in in-store sales due to changing consumer preferences and increased reliance on online shopping.
Second, the business’s outdated website and limited digital marketing activities have reduced its ability to compete with both local and national competitors. 
Third, rising costs related to flowers and sustainable materials have placed additional pressure on profitability.
Fourth, after evaluating two possible solutions, improving digital presence was identified as the most effective option because it directly targets the root causes of the problem. 
Finally, the report found that successful implementation depends on a clear plan, effective risk management and the use of KPIs and SMART objectives to measure performance. These findings highlight the importance of digital adaptation for small businesses operating in a competitive retail environment.
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The Key Performance Indicator is:
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase the number of online flower orders through the company website





Increasing the number of visitors to the website
	



20% increases 







Website traffic increases by 30%
	
Achievable by improving the website, adding online ordering and promoting products on social media




Achievable through social media marketing, local online advertising and improved website design
	
This KPI directly addresses the decline in in-store sales and supports the chosen digital strategy



Higher website traffic increases the chances of online sales and customer engagement
	



Within 6 months










Within 3 months
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