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Small and medium-sized enterprises (SMEs) operating in the retail sector have increasingly become challenged in terms of remaining competitive, profitable, and retaining their customers in the current volatile retail environment (Blackburn et al., 2023). The example of Green Haven Florists, an independent florist shop in Norwich, demonstrates how the change in consumer behaviour, the rise in the cost of running business, and the heightened competition in the digital arena can be crucial to the viability of an old-fashioned business model. With e-commerce taking over the retail markets, the local businesses will need to innovate, transform digitally, and engage with the customers (Laato et al., 2022).
Effective business management is largely about problem solving and decision making. Daft (2021) states that problem-solving is the process that implies the diagnosis of the complex issue, the generation of alternatives, the examination of options, and the execution of the most acceptable solution. Conversely, during decision-making, managers have to do interpretations on both qualitative and quantitative data to come up with the logical decisions (Robbins and Judge, 2022). These processes play a crucial role in the context of Green Haven Florists because they will help detect the root causes of sales decline and develop data-driven measures that will help to revive the business performance.
The nature and scope of the business problem facing Green Haven will be defined first and then the assessment of two possible strategic solutions will be made through a decision-making framework. It shall then support the most appropriate solution, a short risk analysis and present an action plan to be implemented. Lastly, the report will establish effectiveness measurement in terms of using relevant performance indicators. The general purpose is to illustrate that evidence-based managerial decisions will be beneficial in boosting operational resilience, customer satisfaction, and sustainability in SME retail industry.
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Green Haven Florists experiences a great decrease in turnover as the sales in the store have decreased by 30 percent last year. The nature of the problem is operational and strategic, which is caused by internal inefficiencies and external environmental pressures. One of the primary internal threats is the lack of digital presence of the business, i.e., its ageing webpage and little activity on social media limit its presence online, limiting its opportunities to appeal to younger and more tech-sophisticated consumers (Chaffey and Ellis-Chadwick, 2022). This problem is enhanced by the fact that online flower retailers offer quicker delivery, lower prices, and personalised experiences, which are the key factors of vigorous competition (Kotler et al., 2021).
At the external level, the escalating imports of the prices of flowers and sustainable packaging have driven the operating costs, reducing the profit margins (DEFRA, 2023). Also, the change in consumer behaviour to e-commerce and convenience-based buying has reduced the foot traffic in the traditional high streets (ONS, 2024). Market competition has increased with the entrance of local competitors, one with the use of the social media and another with national delivery services.
The net effect is that of becoming less competitive, loss of customers, and decreasing profitability. Green Haven is likely to lose more market shares without a strategic adaptation. To overcome these issues, digital marketing, customer relationship management, and operational efficiency have to be innovated, which is focused on the larger concern of small retailers regarding the necessity to go digital so that they can continue their operations in a changing retail environment (Blackburn et al., 2023).
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Two viable solutions have been found to help Green Haven Florists to solve the declining sales and competitiveness, namely:
· Solution A: Adopting the Digital Marketing and E-Commerce Strategy
· Solution B: The Blooming Subscription Service among Routine Customers.
· The PMI (Plus-Minus-Interesting) is used to assess these options below (de Bono, 2016).
Solution A : E-Commerce Strategy and Digital Marketing.
Additional: A contemporary web site, optimisation of search engine, and aggressive social media marketing can help to increase the visibility, appeal to younger customers, and grow the geographic coverage (Chaffey and Ellis-Chadwick, 2022). Research indicates that SMEs that embrace digital channel attain an average of 30 percent increment in customer interaction and sales development (OECD, 2023).
Cons: It will have to invest in technology, web design, and training of staff. Larger online retailers also have the opportunity to compete more.
Interesting: The opportunity to reposition the brand with the help of storytelling, sustainability marketing, and collaboration with environmentally friendly brands.
Solution B Floral Subscription Service
Besides: Promotes loyalty and consistent sources of income. The subscription model also increases retention by 40 per cent in retailing sectors (Harvard Business Review, 2021). The strategy is in line with the ethos of bespoke, personalised service of Green Haven, and may be aimed at corporate clients or event organisers.
Minus: It is not easy to implement without inventory management systems and the systematic quality control which may put extra pressure on operations.
Interesting: May incorporate loyalty programmes or so-called sustainability subscriptions with locally grown flowers, which would appeal to the environmentally conscious shoppers (PwC, 2023).

Comparative Evaluation
Although both solutions resolve the issue of decreasing revenue, Solution A has more long-term advantages, allowing it to increase the market visibility, modernise the operations, and diversify in the future, such as through subscriptions as a subsequent stage. Kotler et al. (2021) posit that digital transformation allows improving the advantages of competition and service quality, as well as brand equity. Thus, Solution A becomes the most appropriate and sustainable practise to grow on a long-term basis.
[bookmark: _Toc212136200]Identification and Rationalisation of the Best Solution
Having compared the two alternatives based on the PMI framework, a digital marketing and e-commerce solution (Solution A) will be the most suitable solution to the Green Haven Florists. The long-term strategic advantages of this approach are greater brand visibility, enhanced customer interaction and availability of broader markets. Chaffey and Ellis-Chadwick (2022) suggest that digital platforms allow small businesses to contact their target audience at reasonable costs without losing personalised connexions. Modernising its webpage, launching an online shop and actively maintaining social media, Green Haven will be able to rebrand itself as a hybrid florist, incorporating the local authenticity with the accessibility and convenience of the Internet.
Moreover, this solution is focused on the core causes of the issue, i.e., decreasing footfall, low online presence, increasing competition. OECD (2023) research proves that SMEs that adopt digital transformation are more revenue resilient and retaining more customers in the face of market disruptions. The owners can also consider incorporating data analytics and SEO tools that can assist the owners in making evidence-based decisions and enhancing marketing (Laato et al., 2022).
Although the subscription service can still be obtained as an expansion in the future, digital transformation offers the basis needed to keep up with the competitiveness. It corresponds to the values of sustainability that characterise Green Haven because e-commerce can facilitate a digital communication that is environmentally friendly and minimise marketing materials that are based on paper.
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Although a digital marketing and e-commerce strategy has some important advantages, it can be characterised by some operational, financial, and strategic risks, which need to be addressed with adequate results. The major risk in terms of finances is the initial spending on the development of the web, search engine optimization tools, and employee training, which can pose a threat to liquidity in the short term (Burns, 2020). Also, there is a digital competency operational risk, i.e., employees might need time and support to get accustomed to online systems, where delays and inconsistencies in service quality might occur (Armstrong and Taylor, 2023).
Another risk to data protection is cybersecurity threats, which will be particularly relevant since the information of customers will be collected online. It will be important to implement systems and cybersecurity measures, which are compliant with GDPR (ICO, 2023). 
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	Phase & Timeline
	Key Activities
	Responsible Person(s)
	Resources Required
	Performance Indicators (KPIs)
	Monitoring Method

	Phase 1: Planning (Month 1–2)
	· Conduct digital audit; set SMART goals; allocate budget; hire web developer
	· Owners (Liam & Priya Patel)
	· Budget allocation (£3,000); project schedule
	· Completion of audit; project plan approved
	· Internal review meeting

	Phase 2: Development & Training (Month 3–4)
	· Build e-commerce website; integrate payment system; staff digital skills training
	· Web Developer; Staff Trainer
	· Website hosting; training materials; time allocation
	· Website operational; 100% staff trained
	· Weekly progress reports

	Phase 3: Marketing Rollout (Month 5–6)
	· Launch SEO, Google Ads, and social media campaigns; form eco-brand partnerships
	· Marketing Consultant; Sales Team
	· Marketing budget (£2,000); media software
	· 25% increase in online engagement; 10% rise in sales
	· Analytics dashboard reports

	Phase 4: Monitoring & Evaluation (Month 7 onwards)
	· Track KPIs; collect feedback; conduct monthly review meetings
	· Owners; Marketing Team
	· Analytical tools; feedback surveys
	· 15% increase in revenue; 20% customer retention improvement
	· Monthly performance review; Balanced Scorecard
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The digital marketing and e-commerce strategy to be implemented by Green Haven will be evaluated based on the quantitative and qualitative Key Performance Indicators (KPIs), as illustrated in Table 1. The quantitative measures will involve increased sales revenue, web traffic, web conversion rates and customer retention. The qualitative indicators will include the customer satisfaction, however, online reviews and feedback surveys will be used (Kaplan and Norton, 1996). A balanced scorecard approach to monthly performance reviews will be used to keep marketing and business goals in line with each other (Kerzner, 2022). 
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Conclusively, Green Haven Florists should adopt digital transformation in order to counter the eroding sales and stay afloat. By implementing a systematic e-commerce and marketing plan, which is backed by employee training and data-driven tracking, the customer engagement, efficiency, and sustainability in the long run will be improved, guaranteeing the company its role in the altered retail environment.
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