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Green Haven Florists: Business Problem Analysis and Solution Proposal

[bookmark: _Toc213721323]Brief Explanation of the Specific Business Problem
Green Haven Florists is an ecological business founded in 2016 in Norwich (Green Haven Florist) and known as a company specializing in custom floral designs, eco-friendly packaging and sustainable practices. Although the company has been successful in the beginning, it is presently experiencing a drop in in-store sales by 30 per cent in the last one year. Such a decline is credited to a decrease in the number of people visiting the high street, an increase in the operations and overhead costs, as well as heightened competition with online flower retailers who are offering low prices and are able to deliver faster.
Moreover, the customers have expressed dissatisfaction with the show with outdated site, low digital conversions, and unavailable subscription-based services. This is due to the poor digital transformation and e-marketing approach of the business, which limits its competitiveness in the market that is progressively dominated by e-commerce. This report is dedicated to discussing the issue of low online presence and the ineffective digital marketing.

[bookmark: _Toc213721324]Suggested Two Alternative Solutions
[bookmark: _Toc213721325]Solution A Proposal: Digital Transformation and E-commerce Expansion
The proposed solution will involve complete digitalization of Green Haven Florists by creating an interactive e-commerce platform, embracing search engine marketing, and incorporating online subscription platform. Revision of the site to include modern interface, real-time order tracking, and digital mode of payment will ensure that the customers have a smooth experience (Khahro et al., 2021). It can be done with the help of launching social media advertising campaigns, engaging influencers, and loyalty programs with customers and attracting new audiences.
The given strategy is a direct solution to the problem of deteriorating visibility and sales through an increase in digital presence and customer convenience to enable the business to compete favorably with national online stores (Purnomo 2023).

[bookmark: _Toc213721326]Solution B Proposal: Product Diversification and Local Partnerships
According to the Saenz (2021), the other alternative is concerning product diversification and increasing community engagement by means of building local strategic partnerships. To use its sustainability brand image Green Haven has the opportunity to offer more services such as flower subscriptions, eco-friendly gift baskets, and event decoration packages. The collaboration with the local cafes, event planners, and environment stores will raise the brand visibility and shared marketing expenses.
Extending its line and establishing stronger connections with the communities will enable Green Haven to create new sources of revenues and increase the level of customer loyalty that will attract those consumers, who are interested in the products that are sourced locally and produced in a sustainable way. The strategy leverages on the key competencies of the business with regard to craftsmanship and sustainability.

[bookmark: _Toc213721327]Justification for Selected Solution
Creating a digital transformation and expanding e-commerce based on PMI (Plus, Minus, Interesting) analysis that is provided in Appendix 1, Solution A - Digital Transformation and E-commerce Expansion - is the most practical and sustainable solution to the situation of Green Haven Florists. It was assessed based on five forms of attributes, such as cost efficiency, scalability, long-term growth prospects, customer reach, and alignment to the current consumer behavior. Of these, the weightings of scalability and customer reach were the most important with readings of 52 and 25 respectively, since they directly determine business survival in a digitally focused competitive retail space.
Solution A scored higher in these aspects since it allows the business to reach out to a wider audience than the local market, increases accessibility, as well as diversifying revenue in the long term. According to the Dwivedi (2021), Although the initial costs, that of redeveloping the websites, marketing through search engines and training personnel in training seem to be moderate, long term returns, in terms of better brand recognition, clientele loyalty as well as sales growth being sustainable earns is better than the expenditure. The solution, further, is in accordance with the changing trends in the market where consumers desire more convenient products, online experiences, and eco-friendly shopping experiences (Gupta and Bansal 2019).
Thus the Solution A offers a futuristic and expandable methodology that can solve the current issue of decreased sales and the greater strategic requirement of Green Haven Florists to modernize, become competitive and successful in the digital economy.

[bookmark: _Toc213721328]Risk Analysis of the Selected Solution
As shown in the Risk Analysis Matrix (Appendix 2), the Digital Transformation and E-commerce Expansion solution has numerous risks that are moderate and yet substantial and need to be addressed strategically. Shehab et al., (2024) stated that, the risks identified have been evaluated as implementation difficulties in the use of technology, threat to cybersecurity, difficulties in causing staffs to meet adjustment, and cash flow constraints in the short term. Each of the risks was assessed based on the likelihood, impact, and controllability criteria, but more importance was assigned to financial stability and operational feasibility, considering their effect on business continuity (Rađenović and Živković 2022).
This may be influenced by a possible lag in the development of the websites or a technical fault that might damage the successful launch, and the cybersecurity risks may undermine the trust of the customers unless it is properly addressed. Also, new digital tools and marketing campaigns may impose short-term pressure on the financially limited resources of the company. Nonetheless, such risks can be controlled by outsourcing web development to trained staff, installation of secure host systems and provision of digital skills training to staff (Wild Ali and Ortega-Gutierrez 2025). Phased implementation strategy will also enable it to control its costs and make adjustments on its real time performance.
In general, the risk analysis would draw to the conclusion that the first implementation issues can be solved still despite the challenges that it is possible to discuss, and it is justified by benefits in the long run in terms of visibility, efficiency, and profitability. This is why such a solution is trustworthy and strategically effective to business recovery of Green Haven Florists.

[bookmark: _Toc213721329]Plan to Implement the Selected Solution
The implementation plan (Appendix 3) outlines a six-month timeline divided into clear stages:
1. Month 1–2: Website redesign, domain optimization, and e-commerce integration.
2. Month 3: Launch of digital marketing campaigns, including SEO, social media, and email marketing.
3. Month 4–5: Staff training in online customer service and digital tools.
4. Month 6: Launch of subscription and loyalty programmers, followed by progress evaluation.
The main roles are allocated to every stage; Liam Patel is in charge of the tasks of choosing the vendor and managing the site, and Priya Patel deals with the steps of creating and updating the content, marketing, and interacting with the customers. This is a leading, graduated strategy that would guarantee manageable expenses and would greatly reduce interference with the ongoing operations, which would enable quantitative developments at each level.

[bookmark: _Toc213721330]Means of Measuring Effectiveness of Implementation of Selected Solution
The implementation will be quantified using the Key Performance Indicators (KPIs) and SMART objectives, as detailed in the Appendix 4. Monthly growth in online sales will be the main KPI, and the additional ones will be traffic and customer retention rate on the website and social media activity (Ishaq Bhatti et al., 2014).
SMART objectives include:
· Specific: Increase online sales by 25% within six months.
· Measurable: Achieve 1,500 website visitors per month by the end of the second quarter.
· Achievable: Launch targeted ads within the set marketing budget.
· Relevant: Aligns with the strategic goal of business digitalization.
· Time-bound: Measurable outcomes to be reviewed every month.
This framework ensures accountability, trackable progress, and data-driven decision-making, validating the success of the digital transformation initiative.


[bookmark: _Toc213721331]Key Findings
· Green Haven Florists’ core problem is limited digital presence and an outdated online system, which restricts competitiveness.
· External pressures such as inflation, e-commerce competition, and changing consumer habits have intensified the business downturn.
· A digital transformation strategy offers the most effective and scalable solution to increase visibility, customer reach, and profitability.
· Risks associated with technology and finance can be effectively mitigated through phased implementation and external expertise.
· The success of the initiative can be measured through SMART-aligned KPIs focusing on digital engagement, sales growth, and customer satisfaction.

[bookmark: _Toc213721332]Conclusion
In conclusion, the case of Green Haven Florists demonstrates that old small businesses should become digital in order to remain relevant in the competitive market based on technology. The digital transformation engine identified is a sustainable path forward because of the improvement in the access, modernization of the work, and communication with the customers. The systematic implementation, risk management, and clear performance measures will give Green Haven Florists an opportunity to optimize its performance, rejuvenate its presence in the market, gain more audience and secure the business survival.
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[bookmark: _Toc213721335]Appendix 1: PMI (Plus, Minus, Interesting) Analysis
	Criteria
	Solution A: Digital Transformation
	Solution B: Product Diversification

	Plus
	Expands customer reach; scalable; improves visibility; aligns with e-commerce trends
	Enhances local brand loyalty; low-tech implementation; builds partnerships

	Minus
	Requires investment in technology and training; potential technical risks
	Limited scalability; slower revenue growth; dependent on local market

	Interesting
	Offers long-term competitive advantage through online growth
	Builds community engagement and sustainability reputation

	Weighted Score (out of 5)
	4.6
	3.8


Result: Solution A achieves a higher weighted score due to stronger long-term potential and adaptability.

[bookmark: _Toc213721336]Appendix 2: Risk Analysis Matrix
	Risk
	Likelihood
	Impact
	Control Measures
	Weighted Risk Level

	Website development delays
	Medium
	High
	Use professional web developers; regular progress checks
	3.5

	Cybersecurity threats
	Medium
	High
	Implement secure hosting and SSL certificates
	3.2

	Marketing campaign inefficiency
	Low
	Medium
	Hire marketing consultant; use analytics to track ROI
	2.7

	Staff training resistance
	Medium
	Medium
	Provide incentives and workshops
	2.5

	Financial strain
	Medium
	High
	Implement phased investment; use small business grants
	3.6


Overall Assessment: Moderate risk, manageable through proactive planning and monitoring.

[bookmark: _Toc213721337]Appendix 3: Implementation Plan
	Task
	What
	When
	Who
	Done

	1
	Conduct initial site survey and structural assessment
	Week 1
	Construction Manager & Structural Engineer
	✔

	2
	Develop BIM model and work schedule
	Week 2
	Project Team & BIM Specialist
	✔

	3
	Remove old fixtures and prepare the site
	Weeks 3–4
	Contractors & Safety Officer
	☐

	4
	Execute construction and electrical works
	Weeks 5–7
	Construction Crew & Site Supervisor
	☐

	5
	Install furniture and perform quality checks
	Week 8
	Construction Manager & School Admin
	☐

	6
	Conduct final safety audit and handover
	Week 9
	Project Lead & Client
	☐




Interpretation:
The implementation plan is used to provide a structure that will be followed in week-to-week milestones in the project conversion. Planning and cost estimation can be done accurately by means of early surveying and digital modelling (Liu et al., 2022). The CM will liaise with structural and safety professionals to make sure that all the activities meet the standards of regulatory activity and institutional safety (Arévalo Sarrate et al., 2024). The tasks are set one after other to ensure that operations are not interfered with too much and to ensure compliance with safety. The GBS administration and contractors will also receive communication updates on a weekly basis to improve transparency and accountability. The timeline of the plan to be followed would facilitate a successful implementation within a period of 9 weeks, which would be efficient and would cause minimum disturbance to campus life.

[bookmark: _Toc213721338]Appendix 4: KPIs and SMART Objectives
	KPI
	SMART Objective
	Measurement Method
	Review Period

	Online Sales Growth
	Increase online revenue by 25% in six months
	Monthly sales report
	Monthly

	Website Traffic
	Reach 1,500 website visits per month
	Google Analytics
	Monthly

	Customer Retention Rate
	Achieve 80% repeat customers by end of year
	CRM system
	Quarterly

	Social Media Engagement
	Increase followers by 30% within six months
	Platform analytics
	Monthly

	Customer Satisfaction
	Achieve 90% positive feedback from online buyers
	Feedback surveys
	Quarterly



Interpretation:
The KPI guarantees the project is on track to the institutional goals whilst the operations continue as usual. Such measurable outcomes as compliance with budget, schedule, and safety are possible (Subramanam et al., 2022; Rehan et al., 2024). The KPI also ensures that the satisfaction of the stakeholders is incorporated as a priority aspect by regularly communicating with the stakeholders and conducting a quality assurance review (Abd Aziz et al., 2022). The achievement of this KPI will show how successful the construction manager has been in assembling digital tools, leadership, and ethical practice in the completion of sustainable and efficient projects delivery.
[bookmark: _Toc213721339]Appendix 5: Grid Analysis Table
	Factors to Consider
	Weighting (1–5)
	Option A: Traditional Project Management Approach (Score)
	Option B: Digital Construction Management (Score)
	Weighted Total

	Time Efficiency
	5
	3
	5
	25

	Cost Control
	4
	4
	4
	16

	Risk Mitigation
	4
	3
	5
	20

	Communication & Coordination
	5
	3
	5
	25

	Environmental Disruption
	3
	4
	5
	15

	Safety Management
	4
	4
	5
	20

	Stakeholder Satisfaction
	5
	3
	5
	25

	Total
	
	
	
	146 / 175


Interpretation:
The Grid Analysis is a comparison of traditional and digital construction management of GBS library conversion. Digital management rated much higher because of a better coordination, safety monitoring and risk visualization by use of BIM and digital scheduling. Though both of these variants are good in terms of cost control, digital management is the one that allows to assure the minimum of academic disruption and improve communication with the stakeholders. Hence, a digital management strategy would be the most efficient, safe, and transparent.
