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Component 2: 
Individual Report (Green Heaven Florist)
1. Overview of the case study:
Green Heaven Florist is a small, independent flower shop located in Norwich, UK since 2016 by two partners Priya Patel and Liam, that focuses on wedding flowers and bespoke arrangements for customers in the local community. For many years, the business has relied mainly on walk-in customers and word-of-mouth recommendations to maintain sales. However, it has recently experienced a decline in both revenue and footfall. Increasing operational costs and strong competition from online flower delivery services have created significant challenges. As more consumers choose the convenience of online purchasing, small businesses like Green Heaven Florist must adapt to digital trends to remain competitive (Perks, 2010).
2. To address its current challenges, Green Heaven Florist could consider two practical solutions. The first solution would be to develop a simple, user-friendly e-commerce website supported by active social media platforms. By offering online ordering, clear product displays, and local delivery options, the business could reach customers who prefer the convenience of shopping online. Using digital marketing techniques such as websites, and other social media promotion could also increase visibility and attract new customers. This would help the business respond to changing consumer behaviour and remain competitive in a digital marketplace (Perks and Smith, 2008).
The second solution would be to focus on personalised services and strengthening community relationships. Providing tailored wedding consultations, loyalty schemes, discounted coupons and collaborating with local venues or event planners could encourage repeat business and build long-term customer loyalty. Creating a strong value proposition based on quality and personal service can help small businesses differentiate themselves from larger online competitors (Kotler and Keller, 2016). Together, these strategies could improve revenue and support long-term sustainability (Kosisochukwu, 2024)
3.(a).  For this specific problem I am using PMI (Plus, Minus, Interesting). For the e-commerce and digital marketing strategy, the main advantage is that it would allow Green Heaven Florist to reach a wider audience and respond to the growing demand for online shopping. It could improve convenience for customers and strengthen competitiveness. However, there are disadvantages, including the initial financial investment, ongoing maintenance costs, and the need to develop digital skills. An interesting benefit is the ability to gather customer data, which could be used to personalise marketing and improve customer engagement (Aghazadeh and Khoshnevis, 2024).
For the personalised service and community-focused approach, the key strength is building strong customer loyalty and differentiating the business from larger online competitors (Kotler and Keller, 2016). A limitation is that growth may be restricted to the local market. However, this strategy could strengthen the brand’s reputation and long-term sustainability (Fichter, 2008).
3(b). Based on the PMI analysis, both proposed solutions have clear advantages. However, I believe that developing an e-commerce website supported by digital marketing is the most appropriate long-term solution. Although it requires financial investment and the development of new digital skills, it directly responds to the decline in foot traffic and the growing preference for online shopping.
 Strengthening the business’s online presence would enable Green Heaven Florist to reach a wider audience and remain competitive in an increasingly digital marketplace. While personalised services are valuable for maintaining local loyalty, digital transformation offers greater opportunities for sustainable growth and future adaptability (Smith, 2022).
4(a). According to Ngai and Wat (2005), developing an e-commerce website and digital marketing strategy offers strong growth potential, it also presents several practical risks for Green Heaven Florist. One of the main concerns is the upfront cost of creating and maintaining a professional website, which may be challenging for a small business with limited financial resources. If online sales do not increase quickly, this investment could add further financial pressure. In addition, managing a website and social media platforms requires digital knowledge and time, which staff may need training to develop. 
There is also the risk of cybersecurity issues, such as data breaches or online payment fraud, which could damage customer trust and the company’s reputation (Ngai and Wat, 2005). Furthermore, strong online competition means the business would need consistent marketing efforts to remain visible. Careful planning, budgeting, and staff development would therefore be essential to reduce these risks and ensure successful implementation.
4(b). Based on the risk analysis, although the e-commerce and digital marketing strategy presents certain challenges, it remains a realistic and achievable solution for Green Heaven Florist. The financial investment and need for digital skills may initially seem demanding for a small business. However, these risks can be reduced through careful planning and a gradual approach.
For instance, the business could start with a simple and affordable website before expanding its online features. Staff training or outsourcing digital tasks could also improve confidence and effectiveness. While cybersecurity risks and strong online competition are valid concerns, secure payment systems and consistent digital engagement can help build customer trust and visibility. Overall, despite the potential risks, adopting digital strategies is both feasible and necessary to ensure long-term sustainability and competitiveness in today’s evolving retail environment (Nascimento et al., 2019).
5(a). To implement an e-commerce and digital marketing strategy at Green Heaven Florist, a clear and phased approach is essential. The first step is to assess the business’s resources, including budget, staff skills, and target customers. This will help decide whether to build the website in-house or hire a web developer. Next, a simple, user-friendly website should be created, featuring clear product categories, pricing, high-quality images, secure payment options, and delivery information.
Once the website is live, focus should shift to digital marketing. Creating social media accounts, sharing regular posts about weddings, seasonal arrangements, and promotions, and applying basic search engine optimisation (SEO) can help attract new customers and increase online visibility.
Staff training is also important, ensuring that orders are managed smoothly, and customer enquiries are responded to promptly. Finally, the business should regularly review performance through website analytics and customer feedback, allowing adjustments to improve engagement and sales. This step-by-step approach can support growth while keeping risks manageable (Astoray and Avenas, 2021).
5(b). The activities in the implementation plan are organised to make the transition to e-commerce as smooth as possible. Starting with a review of resources and the local market helps the business understand its budget, staff skills, and customer needs, making sure the plan is realistic. Creating the website comes next, as it provides the foundation for online sales and builds trust with clear product details and secure payment options. 
Once the site is ready, digital marketing can attract customers and raise visibility. Staff training happens alongside marketing so the team can handle orders and enquiries confidently. Responsibilities are shared based on skills-developers or external specialists manage the website, marketing-focused staff handle social media, and everyone contributes to customer service-ensuring accountability a efficiency.
6(a). For Green Heaven Florist, a key performance indicator (KPI) is monthly online sales revenue, as it directly reflects the success of the e-commerce and digital marketing strategy. To support this KPI, several SMART objectives can be set. First, launch a user-friendly e-commerce website within three months to provide a platform for online sales. Second, increase social media followers by 30% in four months to drive traffic to the site. Third, grow an email subscriber list to at least 200 within three months to promote offers and encourage repeat purchases. Finally, achieve a customer satisfaction rating of 90% for online orders within six months to build loyalty. Monitoring these objectives alongside the KPI ensures measurable growth, informed decision-making, and long-term sustainability (Ishak et al., 2019).
6(b). The SMART objectives give Green Heaven Florist clear, practical targets to measure how well the e-commerce strategy is working. Monthly online sales revenue can be tracked using the website’s analytics and sales records, showing whether the business is meeting its financial goals.
Growth in social media followers and email subscribers can be monitored through platform insights and mailing list data, helping assess the reach of marketing efforts. Customer satisfaction can be measured through simple post-purchase surveys, highlighting areas for improvement. By regularly reviewing these metrics, the business can spot what is working, address challenges quickly, and make informed decisions to ensure the online strategy is effective, sustainable, and aligned with customer needs (Ishak et al., 2019).
· 7. Green Heaven Florist, a small independent flower shop, has seen a drop in revenue and fewer walk-in customers due to rising costs and competition from online flower delivery services.
· The main challenge is its limited online presence, which makes it harder to reach customers who now prefer the convenience of shopping online.
· Two solutions were suggested: creating a user-friendly e-commerce website with digital marketing and enhancing personalised services to strengthen connections with the local community.
· The PMI analysis showed that the e-commerce strategy offers greater long-term growth, even though it comes with initial costs and potential online risks.
· A KPI of monthly online sales revenue and SMART objectives were developed to track progress clearly.
· Regular monitoring of these metrics will help the business make informed decisions and ensure sustainable growth.
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