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1. Introduction
Green Haven Florists, a small independent flower shop based in Norwich, UK, has experienced a notable decline in performance over the past 12 months. Established in 2016 by Liam and Priya Patel, the business built its brand around bespoke floral arrangements, sustainable materials, and strong community connections. However, despite its early success, the shop now faces reduced foot traffic, higher operating costs, increasing competition from online retailers, and internal limitations in digital capability. This report analyses the core business problem facing Green Haven, presents two alternative solutions, evaluates them using a PMI (Plus-Minus-Implications) framework, and proposes an implementation and monitoring plan for the most suitable option.
2. Identifying the Business Problem
The primary issue Green Haven Florists faces is a significant decline in sales, specifically a 30% fall in in-store purchases. This reduction can be attributed to changing consumer behaviour, an outdated web presence, rising costs of imported flowers, and intensified competition from both online platforms and local boutiques with strong digital engagement. While online sales have increased slightly, they have not compensated for the loss of traditional walk-in customers. Additionally, customer feedback indicates dissatisfaction with the current website, limited delivery flexibility, and the absence of subscription services. Internally, the business lacks a systematic digital marketing strategy, relying mostly on sporadic social media posts and word-of-mouth. The combined effect of these factors has placed strain on the business’s financial sustainability.
3. Alternative Solution 1
One potential solution is to undertake a comprehensive digital transformation. This would include redesigning the website, improving user navigation, enabling online customisation of bouquets, offering subscription services, and integrating secure, fast payment methods. Enhanced digital marketing would be achieved through consistent social media content, collaborations with local influencers, and targeted advertisements. Additionally, implementing a customer relationship management (CRM) system could help track customer preferences and improve personalised communication.

Using the PMI evaluation tool:  
Plus:  
- Improved customer experience and convenience through a modern, functional website.  
- Targeted online advertising can reach younger audiences and increase brand visibility.  
- Subscription services provide predictable recurring revenue.  
- CRM tools allow personalised offers, enhancing customer loyalty.  

Minus:  
- Requires upfront investment in web design, software, and advertising.  
- Liam and Priya may lack the technical skills needed, requiring external support.  
- Digital adoption may take time before showing measurable financial returns.  

Implications:  
- Long-term competitiveness improves through modernisation.  
- Potential expansion into wider geographical markets becomes feasible.  
- Risk of implementation delays if not properly planned.
4. Alternative Solution 2
The second solution involves strengthening community-driven initiatives, partnering with local businesses, and enhancing Green Haven’s eco-friendly identity. By collaborating with nearby cafés, event venues, wedding planners, and independent artisans, the shop can expand its customer base through cross-promotion. Further differentiation could come from workshops, sustainability-focused events, and exclusive in-store experiences. The shop could also introduce a “locally sourced only” product line to reinforce its environmental ethos.

Using the PMI evaluation tool:  
Plus:  
- Enhances local brand loyalty and reinforces Green Haven’s unique market identity.  
- Lowers marketing costs through mutual promotion with business partners.  
- Increases foot traffic through workshops and community events.  

Minus:  
- Reliant on maintaining strong relationships with partners.  
- May not sufficiently address the competitive threat posed by national online retailers.  
- Limited scalability compared to digital expansion.

Implications:  
- Strengthens Green Haven’s presence in the local community.  
- Creates memorable in-person experiences that online competitors cannot replicate.  
- Returns may fluctuate depending on local engagement levels.
5. Choosing the Most Appropriate Solution
While both solutions offer valuable benefits, the modernisation of digital infrastructure and marketing emerges as the most suitable option for ensuring long-term business sustainability. Consumer behaviour has shifted significantly towards online shopping, and Green Haven needs to adapt to these changes to remain competitive. An improved online presence not only addresses customer complaints but also allows the business to access broader markets beyond Norwich. Furthermore, subscription services and CRM integration create opportunities for regular income and personalised engagement. Although the second solution strengthens local ties, it does not fully mitigate threats from large online flower retailers. In contrast, digital modernisation provides scalability, efficiency, and future-proofing for the business.
6. Risk Analysis
Implementing a digital transformation carries several potential risks:  
Financial Risk: Upfront costs for website redevelopment, CRM tools, and digital advertising may strain current finances.  
Technical Risk: If the website or CRM system is poorly implemented, it could lead to customer dissatisfaction or data errors.  
Adoption Risk: Customers and staff may require time to adapt to new digital tools, slowing initial progress.  
Competitive Risk: Competitors may respond with similar improvements, reducing the long-term advantage.

To mitigate these risks, Green Haven should seek phased implementation, budget planning, professional support, and ongoing staff training.
7. Implementation Plan
A structured action plan is essential for the successful implementation of digital modernisation:

Phase 1: Planning (Month 1)  
- Conduct a digital needs assessment.  
- Set a clear budget and identify suitable web developers.  
- Research CRM software options.  
- Define brand guidelines for online content.

Phase 2: Website Redevelopment (Months 2–3)  
- Design a modern, responsive website with e-commerce capability.  
- Add subscription services and bouquet customisation options.  
- Ensure SEO optimisation for improved search visibility.  
- Integrate secure payment methods.

Phase 3: Digital Marketing Rollout (Months 3–5)  
- Launch social media content strategy, posting consistently on Instagram, Facebook, and TikTok.  
- Partner with micro-influencers for promotional posts.  
- Begin targeted paid advertisements for key seasonal events.  
- Introduce email newsletters using CRM segmentation.

Phase 4: CRM Integration and Staff Training (Month 4)  
- Implement CRM software.  
- Train employees in data entry, customer tracking, and personalised communication.

Phase 5: Monitoring and Adjustment (Month 6 onward)  
- Evaluate website traffic, sales metrics, and customer feedback.  
- Adjust marketing campaigns based on performance data.  
- Introduce loyalty rewards or additional subscription tiers if demand grows.
8. Measuring Effectiveness
The effectiveness of the chosen solution can be measured using key performance indicators (KPIs), including:  
- Website Analytics: Increases in traffic, conversion rate, and average order value.  
- Online Sales Growth: Month-on-month and year-on-year comparisons.  
- Subscription Uptake: Number of active subscribers after three and six months.  
- Digital Engagement: Growth in followers, likes, comments, and reach on social media platforms.  
- Customer Satisfaction: Feedback collected through surveys, reviews, and CRM data.  
- Financial Metrics: Overall revenue growth, profitability, and return on investment in marketing campaigns.

Regular performance reviews will allow the owners to identify areas for improvement and ensure that digital transformation aligns with long-term goals.
Appendix 1: PMI Evaluation Table
	PMI Category
	Solution 1
	Solution 2

	Plus
	Improved customer experience; subscriptions
	Brand loyalty; low-cost partnerships

	Minus
	High initial cost; technical skills needed
	Dependent on local engagement; limited scale

	Implications
	Long-term competitiveness
	Stronger community presence


9. Conclusion
Green Haven Florists faces a complex business challenge driven by reduced foot traffic, rising operational costs, strong competition, and limited digital capability. After evaluating two alternative solutions—digital modernisation and community-focused differentiation—the report concludes that upgrading the shop’s digital infrastructure is the most effective strategy. Through a phased implementation plan and ongoing measurement using well-defined KPIs, Green Haven can adapt to evolving consumer behaviours, expand its market reach, and restore financial stability.
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