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[bookmark: _Toc213439216]Brief Explanation of the Specific Business Problem
Green Haven Florists is a Norwich based ecofriendly flower shop that is on the verge of critical performance deterioration with the level of sales decreasing by 30 percent in a period of 12 months (Component 1 Presentation, 2025). The cause of the issue is multidimensional, as it is based on mounting online competition, cook-up costs in supply chains, and decreased footthroat in the high streets. These external threats are compounded by internal weaknesses such as outdated digital presence and low marketing capabilities of the company. The targeted issue addressed by this report will be the absence of a strong digital strategy, which directly prevents the access to customers, level competition, and sales increase in the more and more online retail business.
[bookmark: _Toc213439217]Suggested Two Alternative Solutions
[bookmark: _Toc213439218]Solution A: Comprehensive E-commerce and Digital Marketing Overhaul
This is a solution with a major digital transformation. It involves creation of a current, convenient mobile site of e-commerce along with electronic payment and delivery booking. At the same time, it requires the adoption of the planned digital marketing approach oriented towards social media (Instagram, Facebook) and Google Local SEO in order to achieve greater exposure and interaction. This is a direct solution to the issue as it will establish the main digital channel of sale, and actively target increasing the customer base, defeating the foottraffic decreasing and online rivalry (Chaffey and Smith, 2022).
[bookmark: _Toc213439219]Solution B: Strategic Pivot to Subscription and Loyalty Model
The solution is centered on strengthening relationship with the current customer base and will not be extended digitally wide. It will require the introduction of a subscription business (e.g., every week eco-bouquet) and in-store experience improvement due to the highly advanced customer loyalty programme. This is a solution to the issue as it enhances the value of customer lifetime and guarantees a predictable stream of income, using what the shop has established as strong aspects in terms of quality and connecting with the community to promote repeat business and referrals through word of mouth (Lacey and Sneath, 2006).
[bookmark: _Toc213439220]Justification for Selected Solution
According to the Grid Analysis in Appendix 1, the most suitable according to weighted Strategic Fit (45%), Feasibility (25%), Cost (15%), and Speed of Impact (15%) criteria, Solution A (E-commerce Overhaul) can be used. It had a score of 4.7 out of 5 which is much higher than a score of Solution B, 3.8. Strategic Fit was rated the most important since the issue at the heart of the problem is a failure to compete in the modern retailing world; Solution A tackles the digital gap in detail and comprehensively. On the one hand, it would be more expensive, on the other hand, its market growth and earnings potential are in line with the acute necessity of lowering sales. Solution B is a good one to retain but not enough to address the issue of obtaining new customers and may contribute to the sustainability of the invisibility of the shop online.
[bookmark: _Toc213439221]Risk Analysis of the Selected Solution
Appendix 2 of the Risk Analysis establishes some implementation risks. The risk factor (Risk Factor 1) with the largest impact is technical failures during the development of websites and has high likelihood. It was assessed based on the Likelihood and Impact on a scale of 1-5 because these are the criteria of qualitative risk assessment (Hillson, 2019). To overcome this, it is important to engage an ideal web development company that has had favorable experience in e-commerce. The other considerable threat is the insufficient initial customer uptake which will be reduced through a pre-launch marketing campaign. These risks are manageable though they will have to be proactively planned; as demonstrated in the analysis, they are not insurmountable, which is why Solution A is a reasonable and required strategic measure to survive in business.
[bookmark: _Toc213439222]Plan to Implement the Selected Solution
The Implementation Plan in Appendix 3 will be organized in sequence to have a rational implementation. Planning and selection of vendors (Tasks 1-2) is the initial step since a strong foundation is essential. The second, overlapping stage is concerned with the creation of content and assets (Tasks 3-4) to get ready to the launch. The last process is the technical build and go-live (Tasks 5-6). Distribution of roles is done effectively: owners (L&P Patel) are in charge of vendor liaison and content, as it is their business experience, whereas hired freelancer/agency is performed in technical implementation. This is the projected schedule that helps launch the site in three months which is feasible and does not create rush hence quality.
[bookmark: _Toc213439223]Means of Measuring Effectiveness of Implementation of Selected Solution
The Key Performance Indicator (KPI) that will be used to measure its effectiveness is Online Sales as a percentage of total revenue. The given KPI, which is elaborated in Appendix 4 and has SMART objectives, points directly to the objective of the solution creating digital income. The goal can be summarized as Specific (online revenue), Measurable (a definite percentage), Attainable (as the new platform), Relevant (addressing the root issue of revenue), and Time-Bound (6 months target). The website traffic is a supporting KPI, which gives leading indicators of success. With the help of this framework, it is possible to effectively track the effect of the solution on business performance in a clear and measurable way (Parmenter, 2020).
[bookmark: _Toc213439224]Key Findings
· The main issue facing Green Haven Florists is an inadequate digital approach and the result is a drop in sales by 30 percent.
· One of the Grids reclined towards a complete e-commerce overhaul (Solution A) as opposed to subscription model (Solution B) because it had a better strategic fit.
· The key risks of implementation are technical, which can be handled with the help of expertise collaboration and a gradual scheme.
· The KPI "Online Sales a Percentage of total Revenue," which will be used in the quantitative measurement of success, will have SMART objectives to support it.
· This digital solution would be important in restoring the business to competitiveness and create sustainability in the long term (Frey et al., 2023).
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[bookmark: _Toc213439227]Appendix 1: Grid Analysis Table

	Factors to Consider
	Weighting
	Solution A: E-commerce Overhaul
(Score 1-5)
	Weighted Score A
	Solution B: Subscription Model 
(Score 1-5)
	Weighted Score B

	Strategic Fit
	45%
	4
	3.0
	4
	1.3

	Feasibility
	25%
	4
	0.8
	5
	1.3

	Cost
	15%
	3
	0.5
	5
	0.7

	Speed of Impact
	15%
	4
	0.4
	5
	0.5

	Total
	100%
	
	4.7
	
	3.8



Fina answer: Solution A is selected.


[bookmark: _Toc213439228]Appendix 2: Risk Analysis Table

	#
	What could cause a risk?
	Likelihood (1-5)
	Impact (1-5)
	Risk Factor = L x I
	What can you do to reduce this risk?
	In the event - what should you do to reduce the effect?

	1
	Technical failures/ delays in website development
	4
	5
	20
	Contract a good agency that has a good record in e-commerce portfolio; penalties should be included in case of contract delays.
	Gradual roll out; have a simplistic temporary online ordering page.

	2
	Poor customer adoption of new web site.
	5
	3
	15
	Conduct a pre-launch social media campaign; give addresses on launch discounts.
	Expand online advertising budget; seek customer responses on quick fixes.

	3
	Budget overrun
	5
	4
	20
	Obtain fixed-price quotations of the vendors; make a 10% contingent deposit.
	Focus on core capabilities; push on delayed, secondary, nice-to-have capabilities.
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Problem being solved: Lack of a robust digital strategy.
Solution being implemented: Comprehensive E-commerce and Digital Marketing Overhaul.
	#
	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Project Scoping & Budgeting
	Specify features of the websites, budget, and deadline.
	Weeks 1-3
	L&P Patel
	

	2
	Vendor Selection

	Outsource web development and search engine optimization.
	Weeks 3-4
	L&P Patel
	

	3
	Content Creation

	Take pictures of products, write product descriptions, generate "Our Story" page.
	Weeks 4-7
	Priya Patel
	

	4
	Pre-Launch Marketing

	Creating hype in the social media; gathering email sign-ups to be notified upon launch.
	Weeks 5-9
	Liam Patel
	

	5
	Web site Development and Testing.

	E-commerce platform is constructed and tested by Agency.

	Weeks 5-13
	Web Agency
	

	6
	Website Launch & Go-Live

	Last review and official launch of the new site.

	Week 14
	Web Agency / L&P Patel
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Primary Key Performance Indicator (KPI): Online Sales as a Percentage of Total Revenue.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Grow the sales percentage of the new e-commerce Web site.	

	Obtain on-line sales of 25 percent of total sales.	

	This can be achieved through an effective web site and aggressive online marketing that has to create traffic and conversions.

	It is a direct indicator of the effectiveness of the solution to establish a new, essential revenue stream to overcome the drop in the number of visitors.	
	To be met within a span of 12 months of site launching.





