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[bookmark: _Toc210386445]1. Introduction 
Green Haven Florists is mainly a small and independent flower shop located in Norwich, UK. This flower shop was founded in 2016. It will also gain a strong reputation for bespoke floral designs, eco-friendly practices, as well as community focus. The business has recently gone through significant difficulties, such as a 30 per cent fall in sales, increased expenses, fierce rivalry with online stores, and an obsolete digital market cover. These cause minimised profitability and the force to suit in a developing retail setting. The main purpose of this report is to investigate the business problem, review and evaluate two alternative solutions. In this section will select the most appropriate solution, and also provide an implementation plan. This report will identify potential risks as well as outline ways to measure the effectiveness of the selected strategy. 


[bookmark: _Toc210386446]2. Explanation of the Specific Business Problem 
Overview of the Case Study 
Green Haven Florists is mainly a Norwich-based eco-friendly flower shop, which is also facing decreasing sales, increasing expenses, and online competition, requiring urgent business model adaptation. 
Summarises the various problems
· Declining in foot traffic and in-store sales due to reduced high street activity during the last 12 months. 
· Increasing operational expenses as well as sustainability-related costs also reduce the profitability position. 
· High competition, along with an outdated digital presence, is limiting market competitiveness. 
Identifying one Specific problem
Declining in foot Traffic and Sales: This report will also assess the significant decline in foot traffic as well as in-store sales that has decreased revenue by 30%, posing a major threat to Green Haven Florists' long-term sustainability. 


[bookmark: _Toc210386447]3. Alternative Solutions 
Solution A: Digital Transformation 
· The digital transformation would also be aimed at creating an online accolade of Green Haven Florist with a view to consumers' accessibility. For billions of individuals worldwide, digital communications tools such as social media, mobile applications, and the internet have become a part of their daily lives. As of January 2020, 4.54 billion individuals, or 59% of the world's population, are active internet users (Dwivedi et al., 2021). Using social media has become a vital part of many people's lives worldwide. Globally, 2.95 billion individuals used social media in 2019. By 2023, it's expected to rise to over 3.43 billion. In that case, using this digital transformation, Green Haven Florists will reach more people, which might also increase its revenue stream. 
· Making social media marketing a key component of an organisation's overall business plan may be quite beneficial to many organisations (Malesev and Cherry, 2021). Businesses may interact with their consumers on social media, raise brand recognition, change consumer perceptions, get feedback, enhance existing goods and services, and boost sales.
Solution B: Product and Service Diversification 
· As a growing company, as a traditional retailer of flowers, Green Haven could assist in improving its presence in the community and increasing gross revenues due to its diversification. Sustainability is becoming a dominant aspect of continuity and pertinence. A good growth plan is to diversify with a sustainability focus, as investors and customers are demanding more environmentally friendly activities (Omowole et al., 2024). This technique is also effective in developing the profitability position of Green Haven.
· One of the ways businesses can become more profitable and lead in moving to a green economy is to include sustainable practices as part of their diversification plan (Luo and Cheng, 2021). Companies that invest in diversification based on sustainability find their position in the market superior since they resonate with consumers who are interested in how to sensibly treat the environment. Green Haven's ecological responsibility and community ties establish a value that its competitors find extremely difficult to replicate.

[bookmark: _Toc210386448]4. Justification for Selected Solution  (Grid Analysis)
As per Appendix 1, Solution A (Digital Transformation) scores higher, 3.85, compared to Solution B, making it the more effective selection for Green Haven Florists. 
Selected Solution: Digital Transformation
· The most valuable and effective solution of Green Haven Florists is Digital Transformation. Digital transformation can minimise expenses as well as improve efficiency by automating manual processes along with streamlining operations (Feng and Ali, 2024). 
Justification 
· Recently, customer behaviour has been shifting intensively towards online shopping, where the suitability and the availability of flexibility in delivery are also key requirements. Further, the digital transformation may also transform the way a business functions, reaching workers, as well as adding value to consumers and other stakeholders (Robu and Lazar, 2021). Depending on the digital transformation of the business, it can challenge the national and even the boutique florists directly. 


[bookmark: _Toc210386449]5. Risk Analysis of Chosen Solution 
Discussion of Risks: The selected digital transformation solution might encounter financial risk, operational, reputational, as well as customer adoption risks, initially due to the high original costs, limited digital skills, and slow online adoption (Appendix 2). 
Criteria and Weightings: All risks were measured according to probability and severity, with weighting based on disruption of revenue, customer trust and operational efficiency. The financial and customer adoption risks scored high because of a direct impact on the profitability and uptake of the service.
Reliability of Solution: With the proper mitigation strategies, such as staff training, phased investment, and customer incentives, this solution is sustainable and capable of developing sales and market reach. 




[bookmark: _Toc210386450]6. Implementation Plan 
	Task 
	What 
	When 
	Who
	Done

	Website Redesigns 
	Upgrading the website with a mobile-friendly design, easy navigation, and secure payment options (Essig et al., 2021).
	(0- 3 Months)
	Liam and Priya with a web developer 
	(✓)

	Subscription Launch 
	Introducing monthly flower delivery plans to make recurring revenue. 
	(3- 6 Months)
	Management and Staff 
	(✓)

	Digital Marketing 
	Running an Instagram campaign, SEO optimisation, and targeted ads to enhance customer reach (‌Tatikonda et al., 2024)
	(3-6 Months)
	Marketing Team 
	(✓)

	Staff Training 
	Training workers in digital tools, ordering management, and social media engagement 
	(3-9 Months)
	All staff
	(✗)
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KPI: Increase in Online Sales
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Boosting online sales through the website as well as social media 
	Achieving a 25% increase in online revenue

	Leveraging the new website as well as targeted campaigns
	Assessing the decline in in-store sales.

	Within- 6 months



KPI: Customer Engagement on social media
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Increasing Instagram followers as well as interactions.
	Gaining 1000 new followers and a 15% higher engagement rate. 
	Running continuous posts, stories, and ads.
	Increasing brand awareness 
	Within- 6 months



KPI: Subscription Service
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Launching monthly flower subscriptions.
	Obtaining 50 recurring subscribers.
	Promoting through the website as well as in-store incentives.
	Ensuring recurring revenue.
	Within- 3 months



KPI: Website Traffic
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Improving website visits as well as usability.
	A thirty percentage increase in monthly visitors.
	Redesigning the website as well as optimising SEO.
	Supporting the online sales rate.
	Within 6 months
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The report presented the fact that Green Haven Florists dealt with decreasing sales, increasing expenses, and a lack of digital deficiencies. Two solutions were evaluated, and digital transformation was selected as the most effective one. Potential risks and mitigation procedures were found, and an implementation plan with KPIs was discussed to sustain the results in the long run.
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	Factors to Consider
	Weighting 
	Solution A: Digital Transformation 
	Solution B: Product and Service Diversification

	Increase in sales and Revenue 
	0.30
	4 (1-5 Scale) = 1.20 
	3 (1-5 scale) = 0.90

	Costs of Implementation 
	0.25
	3= 0.75 
	2= 0.50

	Long-term Sustainability 
	0.20
	4= 0.80
	5= 1.00

	Competitive Advantage
	0.15
	4= 0.60
	3= 0.45 

	Customer Engagement and Retention 
	0.10
	5= 0.50 
	3= 0.30 

	Total
	1.00
	3.85 
	3.15



Appendix 1: Grid Analysis 
	
	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 the risk of happening?
	If it happens, what can you do to minimise the impact?

	1.
	Financial risk:  High Margin of initial expenses for the redesigns of the website, digital marketing, and innovative tools
	4
	4
	16
	Phasing investment, 
Setting clear budgets, applying for digital support grants 
	Reallocating funds, 
Seeking short-term credit support 

	2.
	Operational risk: Limited capabilities in managing digital platforms along with online sales.
	3
	3
	9
	Training workers, 
Outsourcing technical tasks 
	Providing quick customer support, 
Resolving problems fast 

	3.
	Reputational risk: Weak website design or social media mismanagement could impact the trust of customers.
	2
	3
	6
	Testing the website properly,
Monitoring feedback 
	Fixing errors fast.
Launching corrective PR campaigns 

	4.
	Customer Adoption Risk: Existing consumers might be slow to implement online services
	4
	4
	16
	Offering incentives
Running Awareness campaigns 
	Maintaining the in-store services 
Blending online and offline until implementation grows. 



Appendix 2: Risk Analysis 
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Appendix 3: Implementation plan
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Appendix 4: KPI and SMART Objective 
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Task What When Who Done
Website Upgrading the| (0-3 Months) | Liam  and|  (v)
Redesigns | website  with  a Priya  with

mobile-friendly web
design, easy developer
navigation,  and
secure  payment
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Subscription | Introducing monthly | (3- 6 Months) | Management|  (v)
Launch flower delivery plans and Staff
to make recurring
revenue.
Digital Running an| (36 Months) | Marketing )
Marketing Instagram campaign, Team
SEO  optimisation,
and targeted ads to
enhance  customer
reach
Staff Training | Training workers in| (3-9 Months) |  All staff [53)

digital tools, ordering
management,  and
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KPI  SMART Objective  

I ncreasing in Online  Sales   Specif ic:   Boosti ng online sales through website as well as  social media    Measurab le:   A chieving   a 25% increase in online revenue    Achievable :   Leveraging new website as well as targeted  campaigns   Relevant:   As sessing declining in - store sales.    Time - Bound:   Within -   6 months        

Customer  Engagement on  social media    Specif ic:   Increasing  Instagram   followers as well as  interactions .    Measurab le:   Gaining 1000 new followers and 15% higher  engagement rate.    Achievable :   Running conti nuous posts, stories, alo ng with  ads.    Relevant:   Increasing brand awareness.    Time - Bound:   Within Six months   

Subscription Service   Specif ic:   Launching monthly  flowers  subscriptions .    Measurab le:   Obtaining 50 recurring subscri bers .    Achievable :   Promoti ng through website as well as in - store  incentives .    Relevant:   Ensuring recurring revenue.    Time - Bound:   Within 3 -   months.   

Website Traffic   Specif ic:   Improving website vis its as well as usability .    Measurab le:   Thirty   percentage   increase in monthly vis i tors.    Achievable :   Redesi gning websi te as well as optimis e SEO.   
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