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1. Introduction
Green Haven Florists, a small independent flower shop based in Norwich, UK, has built a reputation for its bespoke floral arrangements, eco-friendly packaging, and strong community focus since its founding in 2016. However, the business has faced a 30% decline in sales over the past year due to rising operational costs, declining high street traffic, and growing online competition.
This report analyses Green Haven’s current business problem, explores two strategic alternatives, evaluates them using the PMI (Plus, Minus, Interesting) framework, and recommends an action plan for implementation and monitoring. The goal is to ensure long-term sustainability and profitability in a rapidly evolving retail environment.

2. Business Problem Analysis
The core issue facing Green Haven Florists is a significant drop in revenue and foot traffic, primarily due to changing consumer behaviour and competitive market dynamics. Customers increasingly prefer the convenience and pricing of online flower delivery services such as Bloom & Wild and Interflora, which offer fast delivery, personalised options, and frequent discounts.
The shop’s physical location—once a busy high street—has suffered from decreased local activity following nearby business closures. While online sales have increased slightly, they have not compensated for the loss in-store.
Internally, the company’s website is outdated and difficult to navigate, and its marketing relies heavily on word-of-mouth rather than digital strategies. As Sproull (2018) highlights, ineffective decision-making and a lack of systematic planning can hinder a small business’s ability to adapt to change. Additionally, the rising costs of imported flowers and sustainable materials have strained Green Haven’s profitability.
Externally, the 2025 Floral Industry Trends report indicates that consumers are increasingly purchasing flowers online and favouring digital convenience, subscriptions, and sustainable options. Furthermore, the Cut Flowers Market Size and Share (2025) analysis shows intensified competition in the UK floral market, with large retailers and online platforms dominating market share.
Therefore, the central business problem is Green Haven’s limited digital presence and outdated business model, which hinder competitiveness in a digital-first and price-sensitive market.

3. Alternative Solutions
3.1 Solution 1 – Develop an E-commerce Platform and Digital Marketing Strategy
This solution involves redesigning Green Haven’s website to function as a full e-commerce platform with integrated online payment systems, product customisation, and delivery scheduling. The project would also include a comprehensive digital marketing strategy encompassing social media engagement, search engine optimisation (SEO), and online advertising.
Key features:
· Mobile-friendly website with secure payment gateway.
· Integration with social media (Instagram, Facebook, TikTok).
· Online wedding and event booking system.
· Regular digital marketing campaigns and email newsletters.
This strategy aligns with Chaffey and Ellis-Chadwick (2022), who emphasise that digital transformation is critical for SMEs seeking to reach broader audiences and maintain competitiveness. It would enable Green Haven to attract both local and regional customers while enhancing brand visibility.

3.2 Solution 2 – Implement a Floral Subscription Service
An alternative approach is to introduce a floral subscription model offering weekly or monthly deliveries to customers. Subscriptions could cater to both individuals and corporate clients, providing fresh, eco-friendly arrangements at regular intervals.
Key features:
· Tiered subscription packages (Basic, Premium, Corporate).
· Discounts for long-term subscribers and referrals.
· Focus on sustainability and locally sourced flowers.
· Collaboration with local businesses for brand exposure.
According to Brooks, Weatherston and Wilkinson (2011), businesses that adapt to market changes through innovative service models can differentiate themselves and build stronger customer loyalty. This model could ensure a stable and predictable revenue stream while reinforcing Green Haven’s sustainability values.

4. Evaluation of Alternatives (PMI Analysis)
To evaluate both solutions, the PMI (Plus, Minus, Interesting) analysis tool (Pergamon Flexible Learning, 2007) was applied. See Appendix A for the full table.
	Criteria
	Solution 1: E-commerce & Digital Marketing
	Solution 2: Subscription Service

	Plus
	Expands reach beyond local area; enhances visibility; meets consumer expectations; scalable.
	Builds customer loyalty; predictable revenue; reinforces eco-friendly image.

	Minus
	High setup cost (£5,000–£8,000); requires technical expertise; high competition online.
	Limited scalability; complex logistics; not all customers prefer subscriptions.

	Interesting
	Enables digital analytics for future planning; allows online-only promotions.
	Potential for community partnerships and local branding opportunities.


Summary:
 While both solutions offer advantages, Solution 1 addresses the fundamental issue—Green Haven’s lack of digital presence—whereas Solution 2 focuses primarily on retention rather than acquisition. Solution 1 provides a foundation for future innovations, including subscription services.

5. Recommended Solution and Justification
The recommended solution is to develop an e-commerce platform supported by a digital marketing strategy.
Justifications:
1. Addresses the Root Problem: The key weakness is the lack of an effective online presence; this solution directly corrects it.
2. Expands Market Reach: An online platform allows access to customers beyond Norwich, supporting regional and national sales.
3. Aligns with Consumer Trends: As 2025 Floral Consumer Trends reports, customers increasingly seek online convenience, customisation, and eco-conscious choices.
4. Data-Driven Decision-Making: Analytics tools can track customer behaviour, allowing continuous improvement (Sproull, 2018).
5. Scalability: Once digital infrastructure is established, it can support future diversification, including subscriptions or workshops.
This solution supports long-term sustainability, improves brand competitiveness, and enhances customer satisfaction through a modern, user-friendly digital presence.

6. Risk Analysis
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	Website development delays or technical issues
	Medium
	High
	Partner with a professional developer; conduct beta testing before launch.

	Budget overruns
	Medium
	Medium
	Create a clear project budget and seek digital transformation grants.

	Low online traffic initially
	Medium
	High
	Launch targeted social media and Google Ads campaigns.

	Cybersecurity or payment issues
	Low
	High
	Implement SSL encryption and GDPR compliance.

	Skill gap in digital marketing
	High
	Medium
	Provide staff training or hire a freelance digital marketer.


Risk analysis indicates that while implementation challenges exist, they can be mitigated through proper planning, professional support, and ongoing monitoring.

7. Implementation Plan
Phase 1 – Planning (Month 1)
· Conduct research on customer online preferences and competitor benchmarking.
· Define website requirements and select an experienced web developer.
· Establish budget and set realistic project milestones.
Phase 2 – Development (Months 2–3)
· Build and test the e-commerce site with inventory, payment, and delivery systems.
· Create consistent branding across all online platforms.
· Develop social media content and photography.
Phase 3 – Launch (Month 4)
· Soft launch to existing customers with a 10% discount code.
· Run digital marketing campaigns on Facebook, Instagram, and Google.
· Partner with local influencers to promote the launch.
Phase 4 – Review and Optimisation (Months 5–6)
· Collect customer feedback and analyse online reviews.
· Use analytics tools to monitor sales and engagement.
· Adjust SEO and ad campaigns based on performance.
(See Appendix B for a summary timeline.)

8. Measuring Effectiveness
The success of the e-commerce and digital marketing strategy will be measured using quantitative and qualitative indicators over six months.
	Area
	KPI
	Target
	Data Source

	Online Sales
	20% increase in total revenue within 6 months
	Sales records
	

	Website Traffic
	500+ monthly visitors
	Google Analytics
	

	Customer Engagement
	25% increase in social media interactions
	Social media metrics
	

	Customer Satisfaction
	80% positive feedback rating
	Online surveys and reviews
	

	Return on Investment
	ROI achieved within 12 months
	Financial statements
	


Regular monthly meetings between owners Liam and Priya will track progress and review performance data. Adjustments will be made as needed to ensure the strategy remains aligned with business objectives.

9. Conclusion
Green Haven Florists faces a critical challenge of adapting to a shifting retail landscape characterised by digital dominance, rising costs, and changing consumer expectations. After evaluating two viable alternatives—a digital transformation strategy and a subscription model—this report recommends developing an e-commerce platform supported by a digital marketing strategy.
This solution directly addresses the business’s main weakness, enhances competitiveness, and provides a scalable foundation for future growth. With proper risk management, implementation, and continuous evaluation, Green Haven can revitalise its brand, attract new customers, and achieve long-term sustainability in the digital marketplace.
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Appendix A – PMI Analysis Table
	Criteria
	Solution 1: E-commerce & Digital Marketing
	Solution 2: Subscription Service

	Plus
	Expands reach, enhances brand visibility, scalable
	Builds loyalty, predictable income, strengthens eco-identity

	Minus
	High setup cost, technical challenges
	Limited appeal, operational complexity

	Interesting
	Enables data analytics and digital engagement
	Creates community collaboration potential



Appendix B – Implementation Timeline
	Month
	Key Activity
	Expected Outcome

	1
	Planning and budget setup
	Clear project plan

	2–3
	Website development
	Beta website ready

	4
	Marketing campaign and launch
	Website live, traffic begins

	5–6
	Monitoring and review
	Adjustments and optimisation
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