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Brief explanation of the specific Business Problem
Green Haven Florists is a small eco- friendly flower shop in Norwich, has recently experienced a noticeable decline in in-store sales of 30% due to increased competition from online retailers and because customers habits are changing. Because flowers and eco materials now cost more, the shop is making less profit, while the shop’s outdated website and limited digital marketing make it difficult to attract new online customers. Although they still have customer loyalty, the business struggles to compete in a digital marketplace. The core problem addressed in this report is Green Haven’s weak online presence, which prevents it from reaching modern consumers and recovering lost sales.
.
Suggest two alternative solutions
Solution A proposal – Digital Transformation
Solution A suggests giving Green Haven Florists a digital makeover. They should invest in a modern, easy-to-use website user website and implement a strong digital marketing strategy. The new website should be able to do online ordering, secure payments and delivery options, while social media marketing and SEO would increase visibility and attract new customers (Smith and Zook, 2016). This solution directly addresses the weak online presence, the shop can reach more people by engaging customers through platforms like Instagram and Facebook, stay visible among other businesses, Green Haven can build brand awareness, compete with online retailers and recover lost sales through increased online traffic and digital engagement (Chaffey and Ellis- Chadwick, 2019).

Solution B Proposal – Subscription and Partnership Services
Solution B is focussed on Green Haven offering subscription services that create regular eco-friendly deliveries to homes and offices along with partnerships with local cafes, hotels and wedding venues. These collaborations would expand market reach and promote the brand within the community. The subscription model ensures consistent revenue and customer loyalty, while local shop’s sustainable image and helps the shop stand out from bigger competitors, ultimately driving traffic to the website and improving digital engagement through recurring promotion and word-of-mouth marketing (Kotler and Keller, 2016).






Justification For Selected Solution
After comparing both solution A and solution B, solution A is the strongest choice to progress with. The main criteria used were cost- effectiveness, impact on sales, long-term sustainability and alignment with customer behaviour (Porter, 2008). The digital transformation performs better. These factors matter most because they can affect more how much the business earns and also how much grows. Although the initial investment is bigger than Solution B, improving the website and digital marketing will generate a stronger and more consistent return by attracting online customers and increasing visibility (Laudon and Traver,2021). This solution not only addresses the core problem, which is weak online presence but also leaves space for new ideas for future services like subscriptions and partnerships.

Risk Analysis of the Selected Solution
The risks related with Solution A- Digital Transformation include high initial cost of developing the website, the need for owners to learn new digital skills. The risks were assessed based on how likely they are, how much they could affect the business and how easy are they to manage. These weightings reflect the need to prioritize risks that could most affect financial stability and operations (Kotler and Keller,2016). Despite these challenges, the solution remains reliable because the risks can be managed through staff training, phased investment and professional web development support (Chaffey and Ellis- Chadwick,2019). Overall the long-term advantages are worth the short-term risks.

Plan to Implement the Selected Solution
The implementation of Solution A- Digital Transformation will be completed in stages. The first stage is website redevelopment, scheduled over two months, as it forms the foundation for all digital operations. Next, digital marketing campaigns will be launched to attract online traffic, followed by introducing online ordering and payment features. Liam will oversee website coordination with a professional developer, while Pryia manages social media and marketing. In this order we ensure the system works smoothly before being widely promoted (Smith and Zook, 2016).





Means of Measuring Effectiveness of Implementation of Selected Solution

The effectiveness of Solution A -Digital Transformation will be monitored using KPIs such as online orders, website visitors and social media engagement rates (Chaffey and Eliis-Chadwick,2019). These KPIs directly reflect improvements in Green Haven’s online presence and customers reach. SMART objectives have been set to make progress easier to track– for example, aiming to raise online sales by 20% in six months and increase website visitors within three months by 30%. These goals are clear and easy to measure, which helps the owners to make changes when needed, track progress and keep the business growing in a consistent way. (Kotler and Keller, 2016).



Key Findings

· Green Haven Florists main challenge is its weak online presence, which limits customer reach and contributes to declining in-store sales

· Digital Transformation is the most effective solution, providing long-term growth and improved competitiveness against online retailers.

· A modern e-commerce website and active social media marketing will increase visibility, attract younger audiences and boost online orders.

· Although initial setup costs and technical challenges exit, these risks can be mitigated through phased implementation and professional support.

· Measurable progress through SMART objectives and KPIs such as online sales and website traffic will ensure ongoing evaluation and sustainable business success.
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Appendix 1 – Grid Analysis Table
	Factors to consider
	Weighting
(1-5)
	Solution A: Digital Transformation 
	Score 
(1-5)
	Solution B
Subscription &Partnerships
	Score
(1-5
	

	Costs
	3
	3
	9
	4
	12
	

	Impact on Sales
	5
	5
	25
	3
	15
	

	Ease of Implementation
	2
	3
	6
	4
	8
	

	Long-term Sustainability
	4
	5
	20
	3
	12
	

	Total Score
	
	
	60
	
	47
	




 Appendix 2 - Risk Analysis Table 
	Nr.
	What could cause a risk?
	Likelihood
(1-5)
	Impact (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 initial cost of the website and marketing
	3
	4
	12
	Create a phased investment plan and set a clear budget
	Temporarily scale back marketing activities to control cash flow.

	2
	Lack of technical knowledge or digital skills
	4
	3
	12
	Hire a professional web developer and attend basic digital marketing training
	Outsource digital marketing tasks to experience freelancers.

	4
	Low customer adoption of online services
	3
	5
	15
	Promote the website through social media and special online discounts.
	Collect feedback and adjust online offering based on customer needs.








Appendix 3 – Implementation Plan
Problem – Decline in sales and weak online presence at Green Haven Florists.
Solution- Implementation of Digital Transformation through website redevelopment and online marketing.
	Task
	What 
	When
	Who
	Done

	1
	Redesign and develop a modern, user- friendly 
e-commerce website with online ordering and payment.
	Month 1-2
	Liam and Web Developer
	

	2
	Optimise the website for SEO and integrate Google Analytics to monitor visitor data and sales performance.
	Month 2-3
	Web Developer
	

	3
	Launch digital marketing campaigns (social media, Google Ads, email newsletters) to attract online customers.
	Month 3-4
	Priya and Marketing Consultant 
	

	4
	Train staff on website management, online customer service and social media engagement.
	Month 4-5
	Liam and Priya
	

	5
	Introduce promotional offers such as discounts for first- time online orders and loyalty points for repeat customers.
	Month 5-6
	Priya
	

	
6

	Review result using KPIs (online sales, traffic engagement) and adjust strategies accordingly
	Ongoing after 6 months
	Liam and Priya
	









Appendix 4 – Key performance Indicator and Smart Objectives

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase Green Haven Florists online sales and visibility through the launch of a new e-commerce website and digital marketing strategy.
	Track progress using website traffic data, number of online orders and social media engagement rates.
	Achievable through targeted social media campaigns, SEO optimisation and professional web development support
	Directly aligns with the business goal of overcoming weak online presence and increasing profitability.
	Achieve a 20% increase in online sales and a 30% rise in website visitors within six months of implementation.



