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[bookmark: _Toc224869901]Task 1: Overview of Case Study
Green Haven Florists is a small independent flower boutique that is situated in Norwich UK with a reputation of being eco-friendly company and creating custom floral designs. Nevertheless, the company has suffered a drop in the in-store sales by 30 percent in the last year, as a result of low foot traffic, escalating expenditures and competition by online sellers. The cause of this issue is that the company failed to respond to evolving consumer behaviour and trends in digital. Issues contributing involve the use of an outdated site, lack of digital marketing, high operation cost and a stiff competition. All these are an indication of the internal inefficiency and external forces that influence the performance of businesses (Tikhonov and Zelentsova 2021). 
[bookmark: _Toc224869902]Task 2: Two Proposed Solutions
[bookmark: _Toc224869903]Solution A: Digital Transformation Strategy
The solution is aimed at enhancing the online presence of Green Haven Florists, designing an updated convenient web site and investing in the digital marketing tools including social media advertising, search engine optimisation (SEO) and email marketing (Bellantuono et al. 2021). It also involves the implementation of online ordering systems such as subscriptions and courier delivery. This solution removes the underlying problem of matching the business with evolving consumer behaviour and especially the move to online shopping (Butt et al. 2024). Digital capabilities would further expand the number of customers reached, enhance online user experience and increase online sales, which will offset the drop in in-store revenue and make the company more competitive (Halim et al. 2023).
[bookmark: _Toc224869904]Solution B: Cost Leadership and Pricing Strategy
This solution would be to lower the costs of operation and use competitive pricing strategies to target price sensitive customers. It involves finding more inexpensive suppliers, cutting down on packing expenses, and providing discount or other promotional offers (Ali and Anwar 2021b). The focus is to compete directly with big online retail businesses by making the products cheaper. This strategy targets the core issue of keeping the customers who are moving to the rival based on the low prices (Ali and Anwar 2021a). Nevertheless, it could undermine the business sustainability in terms of profitability and the eco-friendly brand image, which could potentially affect the profitability in the long term (Banker et al. 2025). 
[bookmark: _Toc224869905]Task 3: Evaluation Results and Justifications
According to PMI (Plus, Minus, Interesting) analysis, Solution A (Digital Transformation) is the most suitable one. Evaluation criteria were cost, feasibility, revenue influence, and consistency to business values. There was greater emphasis on the long-term sustainability and market competitiveness (Buglear 2024). Solution A received more points as it would help reach a greater number of customers and would be able to keep up with the digital trends. Solution B, in its turn, received lower scores because of the danger of decreased profitability and brand erosion. Thus, Solution A should be justified since it contributes to growth, retaining the brand identity and overcoming any internal flaws, as well as fighting external challenges (Adiyono et al. 2021).
[bookmark: _Toc224869906]Task 4: Risk Analysis Results and Justifications
The key risks that come with Solution A are high initial investment, deficiency of digital expertise and uncertainty of investment return. The criteria of risk analysis were likelihood and impact where financial risk and implementation complexity were more weighted. These risks can be tackled despite their potential seriousness, with the help of staff training and progressive implementation (Barata et al. 2023). These positive aspects will surpass the negative ones because digital transformation is a necessary aspect to survive in the long term. Solution A is more credible and long-term as compared to Solution B, which can affect the brand value negatively, thus, it is an appropriate strategic option (Ali and Anwar 2021a).
[bookmark: _Toc224869907]Task 5: Justifications for the Implementation Plan
The implementation plan presents a logical series of steps, with the beginning of the essential developments of the website, and then the introduction of online marketing and the development of the online services. There is assignment of responsibilities to assure accountability and outside experts employed in developing the technical setup and inside oversight of all operations (Rêgo et al. 2022). The timeline focuses on immediate gains in online visibility to realise immediate outcomes. Such an organised procedure guarantees effective utilisation of resources and minimises inconvenience to the normal business processes. This plan is reasonable because it balances between the short term and long term strategic goals to facilitate smooth and effective implementation (Ali and Anwar 2021b).
[bookmark: _Toc224869908]Task 6: Justifications for the KPI and SMART Objectives
Some of the Key Performance Indicators (KPIs) are the growth in sales online, traffic and customer interaction. These indicators are quantifiable and can directly be associated with the goals of the digital transformation (Mahboub et al. 2023). The SMART goals are to sell online by another 20 percent within six months and to expand internet traffic by 30 per cent. The objectives are specific objectives, measurable, achievable, relevant, and time-bound. The selected KPIs and goals are reasonable because they will offer the transparent benchmarks to assess the performance and will guarantee the ability to monitor the progress efficiently and make the data-driven decisions (Janković et al. 2025).
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The case study is a prominent example showing the importance of internal and external business environments. Internal factors play a crucial role in managing the performance of the business (Butt et al. 2024). On the other hand, external factors are equally important to the business since it is facing a decline in its performance. Consequently, the solution should focus on both environments so that the performance of the organisation can be enhanced in both short and long term (Legimai et al. 2022). The following are some of the key findings of this report:
· The main issue is the decreasing sales because of the inability to keep up with trends and shift the behaviour of consumers to digital. 
· Inadequate digital presence (under weaknesses of the company) affects competitiveness largely. 
· Business challenges are further elevated by external pressure such as competition and increasing costs. 
· The best approach to long- term sustainability and growth is the digital transformation. 
· To attain successful results, there is a need to properly implement, monitor, and manage risks.
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PMI Analysis – Solution A (Digital Transformation Strategy)
	Plus (+)
	Minus (–)
	Interesting (?)

	Expands customer reach beyond local area
	High initial investment cost
	Potential to introduce subscription services

	Improves customer experience (website, ordering)
	Requires digital skills/training
	Opportunity to build strong online brand

	Increases online sales and revenue
	Time required to implement
	Can compete with online retailers effectively

	Aligns with modern consumer behaviour
	Risk of slow ROI
	Enhances customer engagement through social media



PMI Analysis – Solution B (Cost Leadership Strategy)
	Plus (+)
	Minus (–)
	Interesting (?)

	Attracts price-sensitive customers
	Reduces profit margins
	Could increase short-term sales volume

	Competes with low-cost rivals
	May damage eco-friendly brand image
	Risk of price wars with competitors

	Simple to implement
	Lower perceived product quality
	May require supplier changes

	Immediate impact on pricing
	Unsustainable long-term strategy
	Could affect customer loyalty
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Risk Matrix – Digital Transformation Strategy
	Risk
	Likelihood (1–5)
	Impact (1–5)
	Risk Score (L×I)
	Mitigation Strategy

	High initial investment cost
	4
	5
	20
	Implement in phases and control budget

	Lack of digital skills
	3
	4
	12
	Provide staff training or hire experts

	Low customer adoption
	2
	4
	8
	Promote services through marketing campaigns

	Technical issues with website
	3
	3
	9
	Use professional developers and testing

	Delayed return on investment
	3
	4
	12
	Monitor KPIs and adjust strategy regularly
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Implementation Plan – Digital Transformation Strategy
	Task
	What
	Who
	When
	Done

	Website Redesign
	Develop modern, user-friendly website with e-commerce features
	External web developer
	Month 1–2
	Final testing and website publishing.

	Digital Marketing Setup
	Launch social media campaigns and SEO strategies
	Marketing team
	Month 2–3
	Evaluate increase in sales after implementation.

	Online Services Introduction
	Add delivery options and subscription services
	Management team
	Month 3
	Evaluate customer engagement, website traffic, and sales conversion.

	Staff Training
	Train employees in digital tools and customer service
	HR/Management
	Month 2–3
	Effective use of digital tools.

	Performance Monitoring
	Track KPIs and customer feedback
	Management team
	Ongoing
	Continuously check the performance and take effective steps to improve.
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Key Performance Indicators (KPIs)
	KPI
	Measurement Method
	Target

	Online Sales Growth
	Monthly sales reports
	Increase by 20% in 6 months

	Website Traffic
	Google Analytics
	Increase by 30% in 6 months

	Customer Engagement
	Social media metrics (likes, shares, comments)
	Increase by 25%

	Customer Retention
	Repeat purchase rate
	Increase by 15%


SMART Objectives
	Objective
	SMART Criteria

	Increase online sales
	Specific: Improve online revenue; Measurable: +20%; Achievable: via marketing; Relevant: supports growth; Time-bound: 6 months

	Improve website traffic
	Specific: Increase visits; Measurable: +30%; Achievable: SEO/social media; Relevant: digital growth; Time-bound: 6 months

	Enhance customer engagement
	Specific: Boost interaction; Measurable: +25%; Achievable: content strategy; Relevant: brand awareness; Time-bound: 4 months

	Increase repeat customers
	Specific: Improve loyalty; Measurable: +15%; Achievable: subscriptions; Relevant: retention; Time-bound: 6 months



