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Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205982497]Green Haven Florists is currently facing a strategic challenge. Declining sales have been driven by shifting consumer expectations, reduced foot traffic, and intensified competition from online retailers. The business’s outdated digital presence and reliance on imported flowers have further strained its operations. Customers now expect to order easily on their phones, choose delivery slots that suit them, and feel confident the flowers are sourced sustainably. At the core of the issue is Green Haven’s limited ability to engage effectively with digital-first customers and adapt to evolving market dynamics (Mintel, 2024; Chaffey, 2022).

Suggested Two Alternative Solutions

Solution A: Proposal  Digital Transformation and E-Commerce Revamp

This solution proposes a comprehensive redesign of Green Haven’s website, enabling secure online ordering, mobile responsiveness, and flexible delivery options, including same-day service and timed slots. It includes the integration of social commerce platforms (e.g., Instagram Shop, Facebook Marketplace), alongside email marketing, SEO, and basic analytics to monitor customer behaviour. Additional features, such as eco-delivery and real-time inventory visibility, are designed to reduce spoilage and enhance operational efficiency (Armstrong and Kotler, 2023).
Solution B: Proposal Subscription Based Model and Local Partnerships
This alternative suggests a monthly bouquet subscription for households and corporate clients, with tiered pricing and loyalty rewards to encourage repeat business. It also suggests forming partnerships with local cafés, offices, and event venues to provide recurring floral arrangements. By sourcing flowers from local growers, Green Haven can reduce its dependence on imports and reinforce its sustainability credentials (Mintel, 2024)

Justification for Selected Solution
[bookmark: _Hlk205982530]Solution A — a complete digital transformation — is the most viable way to reverse Green Haven’s sales decline because it tackles the problem at its root: customers now shop online, and the business must meet them there. By redesigning the website and integrating secure ordering, mobile responsiveness, and flexible delivery, Green Haven can offer the convenience today’s buyers expect. Compared to Solution B, which relies heavily on local partnerships and has limited scalability, Solution A opens access to a much wider market and creates a platform for future growth. Importantly, it also sets the stage for innovations such as subscription services once a strong digital foundation is in place. With analytics and SEO, the company can understand customer behaviour more clearly, tailor marketing campaigns, and build lasting relationships. For customers, it means faster ordering and more flexible delivery. For staff, it reduces manual tasks and builds confidence with digital tools. Together, these changes help Green Haven compete more effectively in today’s digital‑first market.

Risk Analysis of the Selected Solution
The digital transformation strategy presents several risks, including financial overspend, limited internal digital expertise, and data privacy concerns. These risks were assessed using a likelihood-impact matrix (Appendix 2).
The most significant risks are budget overruns and the organisation’s lack of technical skills. Mitigation strategies include setting strict budget limits, outsourcing specialised tasks, and providing staff training. Data security risks are addressed through GDPR compliance and encryption protocols, while low online engagement is countered with adaptive marketing and regular social media campaigns.
The risks are real but manageable. A phased rollout, clear accountability, and regular check‑ins will help the team stay on track and avoid being overwhelmed.

 
Plan to Implement the Selected Solution
Implementation will follow a phased six-month timeline (Appendix 3):
•  Month 1: Define the digital strategy, allocate budgets, and select a web development partner.
•  Months 2–3: Redesign and test the website for usability and mobile responsiveness.
•  Month 4: Launch SEO and social media campaigns to increase visibility and drive traffic.
•  Month 5: Establish courier partnerships for eco-delivery.
•  Month 6: Deliver staff training and conduct a comprehensive project review.
Project management responsibilities are shared between Liam and Priya Patel, who oversee progress tracking, accountability, and quality control. Weekly check‑ins will give the team a chance to raise issues early, celebrate progress, and keep deadlines realistic. 
Means of Measuring Effectiveness of Implementation of Selected Solution
Success will be measured by clear, SMART goals. The most important is a 25% rise in online sales within six months, showing whether customers are engaging with the new platform and reflecting the core objective of reversing declining revenue through enhanced digital engagement.
Supporting metrics include:
•  Website Traffic: 30% increase in unique visitors
•  Customer Retention: 15% improvement in repeat purchases
•  Social Media Engagement: 20% growth in interactions
•  Delivery Satisfaction: 90%+ positive customer feedback
Monitoring tools, including Google Analytics, CRM dashboards, social media insights, and customer surveys, will be utilised to track progress. Monthly performance reviews will guide adjustments and ensure responsiveness to customer needs and market trends.






Key Findings

[bookmark: _Hlk208302504]•  Green Haven’s core challenge lies in adapting to a digital-first market.
•  Digital transformation offers scalable, long-term growth potential.
•  Risks are manageable through phased rollout and staff training.
•  SMART KPIs ensure accountability and continuous improvement.
•  A strong digital foundation enables future subscription services.
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Appendices




Appendix 1
PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	High scalability, expands online reach ( +5)
	Higher initial investment ( -5)
	Potential to integrate a future subscription model (+4)

	
Enhanced customer engagement (+4)
	Requires ongoing  maintenance (-2)
	Opportunity for brand repositioning (+3)

	
Improved data analytics capabilities (+3)
	Risk of technology adaptation (-2)
	Aligns with market trends towards e-commerce (+3)

	

	
	

	
TOTAL: 12
	
TOTAL: -9
	
TOTAL: 10



[bookmark: _Hlk210816971]Therefore: Final Answer for Solution A = 13 Positive potential outweighs the negatives 
	Solution B

	Plus
	Minus
	Interesting

	Recurring revenue, strong local loyalty (+5)
	Limited market scope (-5)
	Aligns closely with sustainability branding (+3)

	
Strengthen community ties (+5)
	Dependence on local partnerships (-4)
	Potential for a unique marketing campaign  (+4)

	
Low initial investment (+5)
	Less scalable than digital solutions (-5)
	Opportunity for brand storytelling (+4)

	

	
	

	
TOTAL: 15
	
TOTAL:-14
	
TOTAL: 11



Therefore: Final Answer for Solution B = 12 Offers community engagement but lacks scalability 

Appendix 2

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	Cost overruns

	3
	5
	15
	Set budget limits and review progress weekly
	Adjust project scope or seek additional funding if needed.

	2
	
Digital Expertise Gap
	4
	4
	16
	Outsource marketing, train staff
	Provide mentoring and digital workshops to upskill the team.

	3
	Data Security Breach

	2
	5
	10
	Ensure GDPR compliance and encryption
	Implement a rapid response plan, backup data, and notify stakeholders promptly.

	4
	Low Online Engagement
	3
	4
	12
	Regular social media campaigns
	Reassess marketing approach and adjust messaging based on analytics feedback.





Appendix 3
Implementation Plan

Name the problem you are solving:
Decline in in-store sales at Green Haven Florists caused by reduced foot traffic, rising competition from online florists, and an outdated digital presence.
Name the solution you are implementing:
Digital Transformation and E-Commerce Revamp — redesigning the company’s website, introducing secure online ordering, improving SEO and social media marketing, and establishing eco-delivery options.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Define strategy and budget

	Define digital strategy, allocate budgets, and select a web development partner.

	Month One

	Liam and Priya
	Completed — tracked via daily spreadsheets


	2
	Website redesign & testing
	Redesign and test the e-commerce website for usability and mobile responsiveness.

	
Month Two-Three

	Web Developer

	
In progress — demo ordering system under review

	3
	SEO and marketing campaign launch

	Launch SEO and social media marketing campaigns to increase visibility and drive online traffic.

	Month Four

	Marketing Consultant

	In progress — refining search engine reach

	4
	Establish courier partnerships for eco-delivery

	Establish courier partnerships for eco-delivery
	Month Five
	Priya

	Pending — shortlist of providers prepared

	5
	Staff training and project review
	Deliver staff training and conduct a full project review to ensure smooth operations and sustainability.
	Month Six
	Liam
	Pending — training materials in development



Project management responsibilities are shared between Liam and Priya Patel, ensuring progress tracking, accountability, and quality control across all phases. Weekly check-ins and milestone reviews will support timely delivery and issue resolution.

Appendix 4

To evaluate the success of the digital transformation strategy, the primary Key Performance Indicator (KPI) is a 25% increase in online sales within six months of implementation. This KPI directly reflects the business objective of reversing declining revenue by enhancing digital engagement and operational efficiency.
Supporting metrics include website traffic growth, customer retention, social media engagement, and delivery satisfaction. These indicators are structured using the SMART framework to ensure they are Specific, Measurable, Attainable, Relevant, and Time-Bound.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Use Google Analytics and CRM tools to track online sales, customer activity, and engagement trends

	Monitor monthly sales growth, bounce rate, conversion rate, and repeat purchase frequency
	Achievable through phased implementation, targeted marketing, and staff training
	Directly supports the goal of revenue recovery and improved digital competitiveness


	Six-month timeline post-launch, with monthly performance reviews and final evaluation



Supporting Metrics
•  Website Traffic: Target 30% increase in unique visitors within six months
•  Customer Retention: Target 15% improvement in repeat purchase rate
•  Social Media Engagement: Target 20% growth in followers and interaction rates
•  Delivery Satisfaction: Target 90%+ positive feedback from customers
Monitoring Tools
•  Google Analytics (website performance and traffic)
•  CRM dashboards (customer behaviour and retention)
•  Social media insights (engagement and reach)
•  Customer feedback surveys (qualitative satisfaction data)

Monthly reviews will ensure progress remains on track, with adjustments made based on performance data and customer feedback.
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