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Task 1: Overview of Case-study
Green Haven Florists is a small standalone retailer and is facing plummeting sales because of decreased foot traffic, escalating costs, and growing competitors. This is because of its inability to be digitalised and adapt to shifting consumer behaviour. The customers have now made convenience, online accessibility, and a competitive price their top priorities, which is currently missing in the business (Kotler et al., 2021). The reasons behind the problems are an old-style site, a low level of internet marketing and delivery services. More importantly, these flaws have a serious adverse impact on the competitiveness and interaction with customers, and the business is not able to reach modern consumers. These restrictions will, with no strategic change, keep hurting the revenues and long-term sustainability.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A: Strategy of Digital Transformation.
A key component of the solution to the issue of providing a quality online shopping experience is redeveloping the website with e-commerce functionality to improve the ability for customers to purchase items from your store through online ordering, subscription service, and delivery options as well as improve your digital marketing efforts through use of Search Engines and Social Media (Chaffey, 2022). This solution addresses the underlying cause of your business's inability to provide a satisfactory online shopping experience by providing an approach that meets current consumer expectations. Digital media enhances exposure, customer accessibility and participation which consequently results in improved sales and retention. Another benefit of subscription services is that they offer predictable and recurring revenues. Despite the initial cost and the technical expertise required to implement it, the growth and competitiveness advantages are long-term and therefore overshadow the disadvantages. This approach would thus provide a viable and effective solution.
Solution B: Cost Cutting and Product Differentiation Strategy.
This is a solution that concentrates on cutting costs through local sourcing, simplifying product lines, and advancing environmental friendly branding. It also involves community engagement programs like partnerships and workshops.
Although this policy can enhance cost-effectiveness and brand recognition, it will have less effect on raising demand. Convenience and price have an even greater impact on consumer decisions than sustainability alone (Kotler et al., 2021). This strategy is therefore not comprehensive in terms of bridging the digital divide, or increasing market penetration. It can stabilise expenses, but it would not be able to radically increase sales performance, which is why it is worse than Solution A.
Task 3: Evaluation Results and Justifications
The prices, feasibility, sales effects, and the long-term growth criterion were used in the analysis of both solutions in the Grid Analysis (Appendix 1). Impact on sales and long-term growth received greater weighting (5) since this is directly related to the primary problem of decreasing sales, and cost and feasibility were assigned less weighting (3) because it is short-term-based (Saaty, 2008).
Solution A scored the most because it has performed well in high-weight requirements, especially in terms of improving sales and long-term sustainability. It is more expensive, but the advantages of the strategy make up these disadvantages. On the contrary, Solution B has a poorer score because of a minimal influence on growth. Consequently, the best choice is Solution A which is the most justified.
[bookmark: _Hlk205982530]Task 4: Risk Analysis Results and Justifications
The risk Analysis (Appendix 2) revealed such fundamental risks as high costs, absence of digital skills, and technical problems. The risks were estimated based on likelihood and impact, and more weight was given to impact since financial and operational impacts might have a significant impact on business performance (Hillson, 2020).
A greater weight of impact is placed on giving priority to critical risks. The likelihood and severity are mitigated by outsourcing development, staff training, and phases of implementation. The risks are moderate to high, but can be dealt with by systematic planning. Accordingly, regardless of possible difficulties, the solution will be credible and will be possible to implement because of successful risk management strategies.
Task 5: Justifications for the Implementation Plan
The implementation plan (Appendix 3) has a logical structure: planning, development, marketing and evaluation. This order of events makes sure that more underpinnings are in place before a launch and losses are minimized. Works are planned within a time frame that is realistic in terms of cost and workload.
Jobs will be separated based on skill; technical design will be done by developers, whereas business operations will be performed by in-house staff, thus providing transparency and efficiency. The staged method makes it possible to monitor and make changes, as it is flexible. This order form is useful as it reduces risk, facilitates a smooth implementation process, and follows principles of project management (Clegg et al., 2020).
Task 6: Justifications for the KPI and SMART Objectives
KPI such as growth in online sales revenue is suitable because it directly quantifies the effectiveness of the strategy of online transformation. It goes hand in hand with the major purpose of business performance enhancement.
The SMART goal of attaining a 20 percent growth in six months is feasible and practical depending on the trends in the industry and the growth in digital interaction (Parmenter, 2020). It is time bound, measurable, and specific, making it easy to track performance. This is a tough goal but not too tough so as to discourage improvement. Thus, the KPI and SMART goals are an effective tool to monitor progress and hold everybody accountable.
Task 7: Key Findings
[bookmark: _Hlk208302504]Failure to keep pace with digital consumer behaviour, decreasing competitiveness and sales is the key problem.
Digital transformation is the best solution towards reaching more customers and more revenue.
According to the evaluation results, Solution A was better because it had a high impact on sales and in the long run.
Some of the mitigation strategies that can be used to deal with the identified risks include phasing and training.
An implementation plan is organized to ensure efficient implementation and mitigates operational risks.
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[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Cost
	Feasibility
	Impact on Sales
	Long-term Growth
	Total

	Weighting
	3
	3
	5
	5
	

	Solution A
	2
	4
	5
	5
	56

	Solution B
	4
	4
	2
	2
	36




Appendix 2 – Task 4a

Risk Analysis Table

	
	What could cause a risk?
	Likelihood
(1 – 5)
	Impact
(1 – 5)
	Risk Factor 
= L×I
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	High initial cost

	4
	5
	20
	Create a detailed budget plan, use phased implementation, and compare multiple vendors to reduce costs
	Reduce non-essential features, seek short-term financing, or spread costs over time

	2
	Lack of digital skills

	3
	4
	12
	Provide staff training, hire experienced professionals, or outsource technical tasks
	Bring in external consultants quickly and provide on-the-job training to staff

	3
	Technical issues

	3
	3
	9
	Use reliable developers, test systems before launch, and ensure IT support is available
	Fix issues immediately with IT support, use backup systems, and inform customers to maintain trust





Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving:
Declining sales due to low digital presence and reduced customer engagement
Name the solution you are implementing:
Digital Transformation Strategy
	Task 
	WHAT

	WHEN

	WHO

	Done

	1
	Conduct research and plan website redesign requirements

	Week 1–2


	Manager (Liam & Priya)


	



	2
	Develop and launch new e-commerce website with ordering system


	Week 3–6


	External Web Developer
	


	3
	Implement digital marketing (social media, SEO, promotions)

	Week 7–8


	Marketing Team

	



	4
	Monitor performance and collect customer feedback


	Week 9–12

	Manager
	





· 

Appendix 4 – Task 6a

The Key Performance Indicator is: 
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Improve online sales revenue




	
20% increase
	
Based on digital trends


	
Aligns with revenue growth objective



	
Within 6 months
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