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[bookmark: _Toc223434978]Task 1: Overview of Case-study
The reduction in in-store sales through high street drop has been attributed to the fact that green Haven Florists has been experiencing reduced sales of 30% where online competition and a rise in supplier costs are growing. The underlying issue is low digital capabilities, as opposed to the quality of products. It has been found that the failure of SMEs to implement digital transformation strategies negatively affects their performance (Verhoef et al., 2021; Plekhanov, Franke and Netland, 2023). 
Moreover, digital marketing profiles have a powerful impact on the performance and competitiveness of SME (Sharabati et al., 2024). Thus, the major problem of Green Haven is the lack of digitalization and effective online/offline channel integration.
[bookmark: _Toc223434979]Task 2: Two Proposed Solutions
[bookmark: _Toc223434980]Solution A Proposal - Digital Marketing and Website Transformation
The solution is aimed at redesigning the company web page, optimization of the search, enhanced use of Instagram marketing and opening a flower-delivery service. Digital marketing enhances the performance of SMEs and customer-related contacts (Sharabati et al., 2024). Sustainability is another factor that is enhanced by digital transformation in respect of competitive advantage (Kahveci, 2025). Digital innovation in a retailing environment helps in creating new revenues (Mostaghel et al., 2022). This is a direct response to the decreased in-store sales through increasing the avenues of online revenue and customer accessibility. Also, systematic digital transformation can enable SMEs to sufficiently respond to the market change and consumer behaviour shifts in a short period of time (Plekhanov, Franke and Netland, 2023).
[bookmark: _Toc223434981]Solution B Proposal - Omnichannel Integration Strategy
This plan combines both online and offline businesses with the help of click and collect service, loyalty programmes and joint promotions. Examples of integration include Omni channel, which improves customer experience and increases the competitiveness of retail (Cocco and Demoulin, 2022; Neslin, 2022). Digital transformation frameworks point towards the significance of the channel integration to the long-term performance (Verhoef et al., 2021). Such a strategy, however, will need greater restructuring of operations and more inter-coordination.
[bookmark: _Toc223434982]Task 3b: Evaluation Results and Justifications
According to the Grid Analysis (Appendix 1), Solution A had more points in terms of cost, feasibility and speed of implementation. The weighting of criteria was based on revenue recovery urgency and the resources availability and backed up by the digital transformation research (Plekhanov, Franke and Netland, 2023). Solution B however, as much as it provides integration benefits in the long run, it evokes serious operational change. So, Solution A will be the most suitable one because it gives the opportunity to observe the increase in sales at a reduced risk with the controllable investment.
[bookmark: _Toc223434983]Task 4b: Risk Analysis Results and Justifications
The primary risks as pointed out are the financial investment, low level of digital skills and lack of confidence in customer adoption. Benefits of digital transformation within the SMEs commonly have capability voids (Martínez-Peláez et al., 2024) and strategic ambiguities (Comes et al., 2025). Nevertheless, the risks are moderate and mitigated with the help of a gradual introduction of the implementation and out of house skills. The Solution A is a credible and practical strategy when compared to complete omnichannel restructuring because it is associated with a reduced level of operational risk.
[bookmark: _Toc223434984]Task 5b: Justifications for the Implementation Plan
Digital audit will reduce uncertainty then the implementation starts with financial investment. Redesign of the websites is done before marketing promotion to provide care of the customers. The introduction of subscription is done upon optimisation of the platform. This organised sequencing can be explained as the link to digital transformation systems that prioritise progressive progression (Verhoef et al., 2021). The owners and external consultants share responsibilities in order to overcome weaknesses in skills. The incremental nature of the approach reduces distractions and enables monitoring of the performance.
[bookmark: _Toc223434985]Task 6b: Justifications for the KPI and SMART Objectives
The chosen KPI will be an increment of online sales revenue by 25% in six months. This KPI is directly connected with the major issue of cost reduction in revenue. Financial results may be the measurement of the effectiveness of digital marketing (Sharabati et al., 2024). The SMART goals make sure that goals are clear, measurable and accountable. The use of digital performance indicators which are measurable is supported by the retail innovation research (Mostaghel et al., 2022). Thus, this is a KPI that can be effective in tracking the success.
[bookmark: _Toc223434986]Task 7: Key Findings
The analysis demonstrates that digital transformation is essential, and a phased digital marketing strategy provides the most feasible solution.
· The failure of Green Haven is associated with a lack of digitalization.
· Digital marketing plan will be more viable than a complete re-organisation in the omnichannel.
· The academic sources are a solid strong indicator of the effects of digital marketing on SME performance.
· Stated risks can be handled by implementing them in stages.
· A quantifiable KPI will guarantee an ordered performance tracking.
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[bookmark: _Toc223434989]Appendix 1 - Task 3a
Grid Analysis Table
	Factors to consider
	Solution A
	Solution B
	Total

	Cost
	4
	2
	

	Expected Sales Impact
	5
	4
	

	Feasibility
	4
	3
	

	Time to Implement
	5
	3
	

	Competitive Advantage
	4
	4
	



Weighting
	Factors to consider
	Weighting

	Cost
	3

	Expected Sales Impact
	5

	Feasibility
	4

	Time to Implement
	4

	Competitive Advantage
	4



Weighted Score Calculation
A Total
= (4×3) + (5×5) + (4×4) + (5×4) + (4×4)
= 12 + 25 + 16 + 20 + 16
= 89
B Total
= (2×3) + (4×5) + (3×4) + (3×4) + (4×4)
= 6 + 20 + 12 + 12 + 16
= 66
The two solutions were tested by the use of the Grid Analysis method, whereby a criterion was made and the cost, predicted impression on sales, feasibility, time and competitive advantage was considered. These criteria correspond to the priorities of digital transformation of SMEs that are identified in the literature (Plekhanov, Franke and Netland, 2023). The amount of importance was placed on expected sales impact to be greater since the problem of revenue recovery is the most pressing in the case of Green Haven. Solution A had a better weighted score (89) than Solution B (66) and, therefore, was more feasible, quicker to implement and had less financial risk. As such, Solution A is the best option that should be adopted.
[bookmark: _Toc223434990]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 × Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	High financial cost of website redesign and marketing
	3
	4
	12
	Implement phased budgeting and compare suppliers
	Reduce marketing spend temporarily and adjust pricing strategy

	Lack of digital skills within the business
	4
	3
	12
	Hire freelance digital marketing consultant and provide staff training
	Outsource digital management until internal capability improves

	Low customer adoption of online services
	3
	3
	9
	Launch promotional discounts and advertise subscription benefits
	Revise marketing strategy and collect customer feedback



According to the Risk Analysis, there are three major risks of the digital marketing strategy implementation. The degree of risk of financial investment and skill limitations is moderate (12), whereas customer adoption risk is marginally less (9). The studies point out that during the digital transformation, SMEs often experience the lack of capabilities and other resources (Martínez-Peláez et al., 2024). Despite this, these risks can be mitigated by using the approach of phased budgeting, outsourced knowledge and marketing approach. The chosen solution has easy-to-hand risks compared to the situation, in which full omnichannel restructuring needs to be carried out. Consequently, it is plausible to have a moderate and reasonable overall risk level of strategic implementation.
[bookmark: _Toc223434991]Appendix 3 - Task 5a
Implementation Plan
Name the problem solving:
Declining sales due to weak digital presence and limited online engagement.
Name the solution implementing:
Digital Marketing and Website Transformation Strategy.
	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Conduct full digital audit and competitor analysis
	Month 1
	Owners + External Digital Consultant
	

	2
	Redesign website, improve mobile usability and implement SEO
	Month 2–3
	Web Developer + Consultant
	

	3
	Launch Instagram campaigns and introduce monthly flower subscription service
	Month 3–4
	Marketing Lead + Owners
	

	4
	Monitor KPIs (online sales, traffic, subscription sign-ups) and optimise strategy
	Month 5–6
	Owners
	



The implementation plan has a gradual and gradual structure that will reduce the risk and make the implementation successful. The initial step entails a digital audit, in which some weaknesses and positioning of competitors are identified and then, no resources are invested. This eliminates uncertainty and is substantial to digital transformation models that focus on change only when there is diagnostic analysis (Verhoeff et al., 2021). 
The second phase will focus on the redesign of the web pages and search engine optimization both as to the user experience and visibility before engaging the marketing campaigns. This makes sure that the customers are exposed to an efficient and user-friendly site. 
The third phase is associated with the implementation of social media promotion and subscription services that will result in recurring revenue and the increase in customers. 
Lastly, the fourth phase is concerned with keeping track of the KPIs and implementing changes in strategies in response to the performance statistics. 
Delegating duties will keep one accountable, and an external consultant will help fill any skill deficiencies within an organisation. The gradual arrangement reduces operational interference and gives a chance to control the financial investment, which makes the strategy viable and feasible in the case of an SME setting.
[bookmark: _Toc223434992]Appendix 4 - Task 6a
The Key Performance Indicator is:
Increase online sales revenue by 25% within 6 months of implementation.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Improve online sales through website redesign, SEO and digital marketing campaigns
	Achieve 25% increase in online revenue and 15% growth in website traffic
	Based on improved digital visibility and subscription launch, realistic for SME scale
	Directly addresses the core problem of declining sales and weak digital presence
	Target to be achieved within 6 months of strategy implementation



The chosen KPI is online sales revenue upscale as the expansion of the revenues lies in the core goal of the strategy. The SMART model provides transparency, responsibility and performance achievements. According to digital marketing research, better online engagement leads to a direct effect on the financial performance of SME (Sharabati et al., 2024). The growth target of 25% is aggressive but is a realistic one considering enhanced functionality of the websites and subscription programmes. It can constantly be measured by evaluating both the revenue and the traffic of the site, as well as make a necessary adjustment in performance. It is a systematic KPI that will keep the solution on financial recovery and long-term competitiveness.
