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Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists is an independent flower shop in Norwich known for its personalized service and eco-friendly approach. Recently, the business has experienced a decline in sales and reduced customer footfall. The main problem is its inability to adapt to the growing trend of online shopping and increased competition from digital-focused retailers. Contributing factors include an outdated website, limited online services, weak digital marketing, and rising costs. Although the brand maintains strong quality and values, these issues have reduced its competitiveness. As a result, the business must modernize its operations to remain relevant and improve both online and in-store performance.

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal
This solution focuses on upgrading the company’s digital presence by creating a modern, easy-to-use website with full e-commerce functionality. It also includes improving SEO, increasing social media activity, and running online advertising campaigns. Additional features such as flexible delivery and subscription services will enhance customer experience. This solution addresses the core problem by aligning the business with current online shopping behavior. It enables Green Haven to reach a wider audience, increase sales, and compete with larger online retailers, while also improving customer engagement and long-term growth potential.

Solution B Proposal
This approach aims to improve the in-store experience and strengthen relationships with local customers. The business could organise workshops, seasonal promotions, and collaborate with nearby businesses to attract more visitors. Introducing loyalty schemes and personalised services would encourage repeat purchases. This solution helps differentiate Green Haven from competitors by offering a unique and engaging experience. However, while it may increase customer loyalty and foot traffic, it does not fully address the shift towards online shopping, limiting its overall impact compared to digital-focused solutions.
Task 3b) Evaluation Results and Justifications
Based on the analysis, Solution A is the most suitable option as it directly targets the main issue of declining sales due to weak online presence. The evaluation criteria included impact on revenue, cost, feasibility, and long-term benefits. Greater importance was given to revenue impact and competitiveness, as these are essential for business recovery. While Solution B offers benefits in customer engagement, its impact is more limited. Solution A provides broader reach, scalability, and aligns with modern consumer behaviour. Therefore, it is the most effective and sustainable solution for improving business performance.
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
Solution A involves several risks, including high setup costs, lack of digital expertise, and strong online competition. The criteria used to assess risks include likelihood and impact, with greater emphasis placed on impact due to financial pressures. These risks can be reduced through careful budgeting, staff training, and outsourcing technical tasks. Additionally, marketing strategies can help differentiate the business from competitors. Despite these risks, the solution remains reliable as it supports long-term growth and reflects current market trends. Overall, the benefits outweigh the risks, making it a suitable strategy.

Task 5b) Justifications for the Implementation Plan
The implementation plan follows a step-by-step approach, beginning with the development of a new website as the foundation of the strategy. This is followed by introducing online ordering and delivery services, then launching marketing campaigns to attract customers. Tasks are scheduled in phases to control costs and reduce risk. Responsibilities are assigned based on expertise, with technical work handled by specialists and management decisions by the owners. This structured approach ensures smooth execution and allows adjustments if needed. The plan is justified as it focuses on key priorities and supports efficient use of resources.


Task 6b) Justifications for the KPI and SMART Objectives
The selected KPI is the growth of online sales, as it directly measures the success of the digital strategy. This KPI is clear and measurable through sales data and website analytics. The SMART objective is to increase online sales by a set percentage within six months. It is specific, measurable, achievable with the planned improvements, relevant to the business problem, and time-bound. These objectives ensure progress can be tracked effectively. Overall, they provide clear direction and help the business evaluate whether the solution is successful in improving performance.

Task 7) Key Findings
· The main issue is the business’s weak adaptation to online retail trends. 
· Declining foot traffic and rising costs have reduced profitability. 
· Green Haven has strong brand values but lacks digital development. 
· Digital transformation is the most effective solution for growth. 
· Clear KPIs and planning are essential for measuring success. 
These findings show that the business must focus on digital improvement to remain competitive. While its core strengths remain valuable, adapting to modern consumer behaviour is essential for future success.
[bookmark: _Hlk208302504]
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[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Weighting
	Solution A
	Solution B
	Total A
	Total

	Revenue growth      
	0.30
	5
	3
	1.50
	0.90

	Implementation cost

	0.25
	3
	4
	0.75
	1.00

	Ease of implementation

	0.15
	4
	4
	0.60
	0.60

	Competitive advantage
	0.20
	5
	3
	1.00
	0.60

	Customer reach
	0.10
	5
	3
	0.50
	0.30

	Total
	1.00
	
	
	4.35
	3.40




The Grid Analysis evaluates both solutions using key criteria such as revenue growth, cost, ease of implementation, competitive advantage, and customer reach. Higher weighting is given to revenue growth and cost, as these are critical to improving profitability. Solution A achieves a higher overall score (4.35) due to its strong performance in increasing sales and expanding customer reach. Although Solution B is more cost-effective, it has a lower impact on long-term growth. The analysis clearly shows that Solution A is the better option as it aligns with market trends and provides greater opportunities for business expansion.


Appendix 1 – Task 3a

PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Increases online visibility
	High setup costs
	Opportunity for subscriptions

	Reaches more customers

	Requires technical knowledge
	Use of customer data for marketing

	Improves convenience (online orders)

	Time needed for implementation
	Growth through social media

	Supports long-term growth
	
	

	
TOTAL: 4
	
TOTAL:3 
	
TOTAL: 3



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = +4 


	Solution B

	Plus
	Minus
	Interesting

	Builds customer loyalty
	Limited market reach
	Events and workshops

	Enhances in-store experience

	Depends on foot traffic
	Partnerships with local businesses

	Lower cost to implement

	Slower business growth
	Unique customer experience

	Strengthens local brand

	
	

	
TOTAL: 4
	
TOTAL: 3
	
TOTAL: 3



Therefore: Overall Total for Solution B = +3

· The PMI analysis compares both solutions by identifying their advantages (Plus), disadvantages (Minus), and potential opportunities (Interesting). Solution A achieves a higher overall score because it offers greater benefits in terms of increasing sales, expanding market reach, and supporting long-term growth. Although it has higher costs and requires technical skills, its advantages outweigh the drawbacks. Solution B provides benefits such as improved customer experience and lower costs, but its impact is more limited as it depends on physical foot traffic. Therefore, Solution A is the preferred option as it better addresses the main problem and aligns with current digital trends.

· Reference:
 De Bono, E. (1992) Serious Creativity. London: HarperCollins.



Appendix 2 – Task 4a

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
	High development costs
	4
	4
	16
	Set clear budget, phased spending
	Reduce features if needed

	2
	Lack of technical skills
	3
	4
	12
	Provide training, hire specialists
	Outsource complex tasks

	3
	Low online customer uptake
	3
	5
	15
	Strong marketing campaigns
	Offer discounts/promotions



The risk analysis identifies three key risks linked to the digital transformation strategy: high costs, lack of technical skills, and low customer adoption. The criteria used are likelihood and impact, which help prioritise risks based on their severity. Greater importance is given to impact, as financial and operational risks could significantly affect the business. The highest risk is high development costs, followed by low customer uptake. However, all risks can be managed through careful planning, staff training, and effective marketing strategies. Overall, the risks are controllable, and the solution remains reliable for improving long-term business performance.
Reference:
 Hopkin, P. (2018) Fundamentals of Risk Management. 5th edn. London: Kogan Page.


Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing:
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Planning

	Define website requirements
	Month 1


	Owners + developer

	



	2
	Development
	Build e-commerce site
	Month 1–2
	Web developer
	

	3
	Launch
	Go live + test system
	Month 3
	Team
	

	4
	Promotion
	Online ads & social media
	Month 3–5
	Marketing specialist
	




· The implementation plan is structured in clear stages to ensure an organised and effective rollout of the digital transformation strategy. The first stage, planning, focuses on defining the website requirements to ensure the final platform meets customer needs and business objectives. This is essential as it sets the foundation for all following activities.
· The second stage involves developing the e-commerce website, which is the core of the solution. This phase is allocated more time to ensure quality, functionality, and user experience are prioritised. The third stage is the launch, where the system goes live and is tested to identify and resolve any issues before full operation.
· The final stage focuses on promotion through online advertising and social media, which is crucial for attracting customers and driving traffic to the website. Responsibilities are clearly assigned based on expertise, ensuring accountability and efficiency.
· The phased timeline helps manage costs and reduce risks, while allowing flexibility for adjustments. Overall, the plan is justified as it prioritises key actions, supports smooth implementation, and maximises the chances of improving sales and business performance.
Appendix 4 – Task 6a

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Grow online sales through website and marketing improvements
	Monitor sales increase (%) and traffic


	Realistic with new system




	Solves decline in sales



	Within 6 months








The selected KPI focuses on increasing online sales, as this directly addresses the main issue of declining revenue. It is measurable through tracking percentage growth in sales and website traffic using analytics tools. The objective is attainable due to the planned improvements in the website and digital marketing. It is also highly relevant, as it supports the shift towards online shopping and enhances competitiveness. The six-month timeframe makes the objective time-bound and allows for regular monitoring of progress. Overall, the KPI and SMART framework provide a clear, structured approach to measuring success and ensuring the effectiveness of the proposed solution.
Reference:
 Doran, G.T. (1981) ‘There’s a S.M.A.R.T. way to write management’s goals and objectives’, Management Review, 70(11), pp. 35–36.
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