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Brief Explanation of the Specific Business Problem

[bookmark: _Hlk205982497]Established in 2016, Green Haven Florists is a small business and environmentally conscious florist based in Norwich, UK. Over the past 12 months, sales have declined by 30% because of both internal and external issues. Examples of internal issues include a website that is out of date, less foot traffic, poor delivery services, and low social media engagement (Ruiz, 2023). Some examples of external pressures include rising prices, same-day delivery, customers shifting to online shopping, strong social media engagement, and more competition. Green Haven Florist's primary problem is declining in-store sales, also due to an out-of-date website impacting online sales revenue (Xu and Dang, 2020).
The next step is to identify and evaluate the two possible solutions relevant for addressing the problem in Green Haven Florist
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Suggested Two Alternative Solutions 
Solution A – Website update
Green Haven Florists should spend money on the out -dated website, so customers can easily navigable the website updating features including real-time inventory updates, safe payment methods, click-and-collect services, and online marketing can draw in customers. Adding updated digital technologies on the website will help to compete with online competitors (Scherling, 2024). This solution will fix the companies out-dated website and brings business from online sellers increasing sales. 
Detail and Justification:
Improves digital exposure.
Allows internet sales to make up for declining foot traffic.
Provides simple and safe shopping options, which builds trust, success in digital transformation will increase sales (Ndulu et al., 2023).

Solution B – Delivery & Subscriptions
Green Haven Florists can offer same-day delivery choices and subscription plans for frequent deliveries. Discounts could be included in subscriptions to guarantee steady recurring income.  Easy delivery options and services will help online shoppers. However, it is an opportunity to differentiate Green Haven Florists from competitors by offering a different service that appeal to customers (Makos, 2024b).This solution puts Green Haven in a competitive position against major online merchants.
Detail and justification:
Concentrating on online convenience, it will help the decline in in-store sales.
Increases financial security by generating more sales.
Make it easy and flexibility for consumers
Corresponds with consumer preferences for subscription-based services.
To determine the solution which is best for Green Haven Florist a grid analysis was used to evaluate the two solutions provided in Appendix 1.

[bookmark: _Toc213496070]Justification for Selected Solution
Considering the findings of the Grid Analysis, which are included in Appendix 1.
Solution A: received a better overall score from the grid table, upgrading the website and redesigning it will have a better chance of increasing online sales and it will make up for the loss of in- store sales due to less foot traffic and benefit the business. Cost, Time, and Impact were selected as the criterion because they offer a fair method of assessing practicality and business advantage. (Richards, 2024). The weightings (Cost = 5, Time = 3, Impact = 4) make sure that choices promote long-term growth. 
Solution A:  is the most successful long-term plan, which boosts competitiveness versus online merchants, improves customer experience, and fortifies digital presence. (Makos, 2024b).
The next step is to use the Risks analysis table to evaluate Solution A: Appendix 2
[bookmark: _Toc213496071][bookmark: _Hlk205982530]Risk Analysis of the Selected Solution

The hazards mentioned are high initial investment risk, some of these are online privacy, fraud, theft, misuse of information, and harassment are a few of these concerns employee reluctance to digital tools, and cybersecurity threats (Dutt, 2023). What Impact, likelihood, and minimise impact were among the variables used in the risk assessment. Financial risk scored highest because of upfront costs; however, budget preparation and gradual implementation lessen this impact. 
The benefits of having an online presence outweigh any potential drawbacks, making this trustworthy and essential choice for ongoing digital transformation a viable and long-term one. 
The next step is to implement a plan table to evaluate Solution A: Appendix 3
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Plan to Implement the Selected Solution

The tasks are set out to redesigning the online shopping website, it is an asset which usually yields high profitability to boost e-commerce traffic (Akroush and Al-Debei, 2015). Owners oversee the process with the assistance of technological Web developers and marketing specialists. 
This lowers risk and ensures efficiency. You can prevent squandering your marketing funds on an antiquated platform by starting with the website. By allowing time for employee testing and training, scheduling reduces disruption. The assignment of roles based on responsibility and experience facilitates long-term success and easy acceptance. This framework ensures quality, efficiency, and the smooth deployment of the new systems. 

The next step is to KPI & SMART table to evaluate Solution A: Appendix 4
[bookmark: _Toc213496073]Means of Measuring Effectiveness of Implementation of Selected Solution

Key Performance Indicator: Website traffic, online sales, social media interaction, and customer happiness were chosen as the Key Performance Indicators (KPIs) are crucial for supporting the management of business because they offer a clear indication of how well digital transformation is working (Van de Ven et al., 2023). These measurements are relevant, helpful, and consistent with business goals.
SMART objectives: SMART goals provide clarity and accountability. Each goal is specific (increase traffic), measurable (percent objectives), achievable (based on resources), meaningful (supports growth), and time-bound (six months). This approach ensures progress tracking and realistic attainment by lowering uncertainty and promoting focused efforts towards measurable objectives smart business goals (Dymarsky, 2011).  
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Key Findings & Significant Outcomes:
 
The companies outdated digital presence has had a significant impact on sales and customer engagement, and it urgently needs to be upgraded.
To provide digital growth, 
· Website redesign is prioritised in a methodical execution plan. 
· Social media marketing to expand our reach and attract new customers. 
· Launching a subscription service later ensures continued revenue and customer loyalty after engagement improves. 

While continuous staff training and performance monitoring will support the smooth introduction of new systems and maintain service quality, customer input will guide ongoing adjustments for long-term success. 
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Appendices:
[bookmark: _Toc213496077]Appendix 1: 
[bookmark: _Toc213496078]Solution A: Grid table– Website update

	Factors to consider
	Cost
	Time
	Impact
	Total

	Weighting
	5
	3
	4
	

	Website Update
	4                20
	3                 9
	5           20
	49

	Online sales
	3                15
	3                 9
	4           16
	40

	Marketing
	3                15
	2                 6
	4           16
	37

	Delivery setup
	3                15
	3                 9
	3           12
	36

	Subscription plans
	2                10
	2                 6
	3           12
	28
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[bookmark: _Toc213496080]Risk Analysis of Selected Solution
	Risk
	Likelihood
	Impact
	Risk Factor
	Prevention
	Minimise Impact

	High cost for digital upgrades
	4
	5
	20
	To prevent overspending, allocate your budget, and keep an eye on your spending.
	To preserve cash flow, find short-term funding, renegotiate vendor prices.

	Staff resistance to new technology
	3
	4
	12
	Provide full training to all employees. 
	Provide ongoing assistance, extra training sessions.

	Privacy breach
	3
	5
	15
	Use safe storage, restrict data access, and abide by General Data Protection Regulation.
	Inform impacted parties and improve data security.

	Virus/Malware
	5
	5
	25
	Install antivirus software. 
	Have a backup to restore data, isolate infected systems.

	Fraud
	3
	5
	15
	Put in place stringent audit and verification procedures.
	Investigate right away and fix any problems.

	Cybersecurity threats (data breaches)
	3
	5
	15
	Use secure platforms, SSL certificates, multi-factor authentication.
	Backup systems, alert clients, and promptly restore data.
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Appendix 3:
	Problem
	Solution

	Decline in sales 30%, outdated digital presence, and less engagement on social media platforms.
	A plan for upgrade the website to make it, update social media, boost exposure, add subscription service to promote recurring business. 


[bookmark: _Toc213496082]Overview Implementation Plan

[bookmark: _Toc213496083]Implementation Tasks:
	
	Task
	What (is involved)
	When
	Who
	Done

	1
	Website Redesign provide all relevant information 
	Incorporating social network integration, add a safe checkout and payment gateway, 
	01/11/2025-
03/11/2025

	Liam
	Have a specific structure and what needs to be added to the website, 

	2
	Hire a web developer and brief him 
	The developer will structure the website, incorporate e-commerce technologies add product details, pricing, and photographs. 
	04/11/2025-10/11/2025

	Liam, Web developer
	The developer configures the content starts creating the website.

	3
	Review and check the Website and approve
	Examine the websites functional and visual design. 
	11/11/2025-13/11/2025
	Liam & Web developer
	Check all is ok and either approve the finished design or request changes.

	4
	Staff Training 
	Provide all staff members training how to manage orders, how to use the website.
	14/11/2025-17/11/2025
	Liam, Training consultant

	Create training materials and provide a manual.

	5
	Testing prototype of the website
	Test the website to find and address any problems. 
	18/11/2025-20/11/2025
	Web developer
	Run speed and security tests, check functionality, fix any problems.

	6
	Website Completed and ready to go live
	Launch the website and make it available to the public. 
	21/11/2025
	Liam, Marketing Team
	Put the website in live mode and make sure everything is operating as it should. 

	7
	Monitoring 
	Monitor the website. 
	1/12/2025
ongoing
	Liam, Web Developers Marketing Team
	Track traffic and client feedback plan find areas for improvement, as necessary.
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Appendix 4: 
[bookmark: _Toc213496085]KPI and SMART Objectives
	KPI
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Website Traffic
	Concentrate on boosting website traffic through increased visibility. 
	Use googles analytics tools to aim for monitor traffic.
	Attainable with marketing, social media and SEO tactics.
	Enhances client reach and overall digital presence.
	Goal set for completion within 3 months.

	Online Sales
	Improve online sales through e-commerce platform optimisation.
	Using sales reports, aim for an increase in sales.
	Feasible with advertisements on social media updated website with offers.
	Directly enhances the profitability of the company.
	Objective to be met in 3 months.
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