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1. [bookmark: _Toc216781120]Introduction

Small and medium-sized enterprises (SMEs) work in fast-paced and competitive markets and have to manage and make good decisions for survival and to grow (Allocca and Kessler, 2006). This report is about Green Haven Florists, a small independent and eco-friendly flower shop operating in Norwich, United Kingdom. Established in 2016 by Liam and Priya Patel, the family-owned company established the reputation for bespoke floral arrangements and sustainable practices. But in the last 12 months, the business has seen a decline in performance (Calculator Ultra, 2025). The key problem confronting Green Haven Florists is that sales have decreased by 30% in-store and that overall profitability has gone down as a result. This report intends to consider the nature and causes of this problem, analyze two alternatives to solve it and support a decision that makes sense. Furthermore, a general risk analysis will be undertaken and an action plan will be applied to adopt the selected solution. Finally, the report will go on to demonstrate the measure of effectiveness of the implemented solution through corresponding metric.
2. [bookmark: _Toc216781121]Business Problem Analysis
2.1. [bookmark: _Toc216781122]Nature and Scope of the Problem

Green Haven Florists shows decreasing  sales in its physical stores drop 30% over the previous year. The issue mostly affects business owners, Liam and Priya Patel, as well as employees whose work stability will be bad,  if financial performance continues to decrease. The problem is located at the Norwich high street store, which has suffered drops in footfall as consumer shopping habits have shifted along with nearby businesses closing. The timing of the problem is the same  with inflation increase and increasing competition from online flower delivery companies. Consumers today like ease and fast,  coupled with the price undercutting of big online retailers. While Green Haven Florists has made some progress in dealing with online orders, these figures are not enough to counterbalance their decline in walk-in customers (Calculator Ultra, 2025). The economic effects of the issue are: increasing costs and decreasing  revenues have lowered overall profitability.
2.2. [bookmark: _Toc216781123]Contributing Factors

Sales have decreased because of some internal and external factors . The external factors are: the economic environment, like inflation have reduced disposable income to some extent, making consumers more price-sensitive (CIPD, 2024). Social factors have also shaped the development, as customers prefer the online shopping channels and home delivery (Kotler et al., 2023). Technological improvements help to make matters worse for Green Haven. Its outdated and not viral websitemake the its ability to compete on the online marketplace difficult. The intern al factors are: the business has issues regarding the digital marketing knowledge and online engagement. Owners stay more on word of mouth strategy and maybe rarely use the  social media which doesn’t help increase brand visibility and knowing. As such, the business’s commitment to sustainability leads to higher material costs.At all, these factors have become a problem.
3. [bookmark: _Toc216781124]Alternative Solutions
3.1. [bookmark: _Toc216781125]Digital Transformation Strategy

The first possible solution is a digital transformation strategy. This is to upgrade the company website to be more customer and user-friendly, introducing online ordering and subscription services, and strengthening social media marketing efforts (Matt, Hess and Benlian, 2015). Green Haven Florists could also enhance its digital knowing of the brand for cutomers to reach more customers and respond to changing consumer behaviour. One more advantage of this solution is increased accessibility. Customers would be able to search  ans see products online, place orders, and arrange deliveries, in line with current retail trends. Moreover, brand awareness and customer engagement could serve as positive drivers with digital marketing. Yet in addition to advantages, this solution also carries disadvantages: there is an initial financial commitment and the need for proper training or external assistance in dealing efficiently with digital platforms.

3.2. [bookmark: _Toc216781126]Cost Leadership through Local Partnerships

Second solution can be Cost Leadership by decreasing operational costs. This is to source more flowers from local suppliers and reduce reliance on expensive imports and provide simpler, competitively priced floral bundles (Jerab and Mabrouk, 2023). Partnering and collaboration  with local suppliers could also enhance the company’s image for sustainability. This can serve as a way to keep costs lower and appeal to price-sensitive consumers. However, it has limitations. A reduced product range could limit customer choice, and this solution also doesn’t fully address the growing importance of online shopping. Therefore, cost leadership may provide short-term relief as a remedy but it won't be a long-term competitive advantage(Jerab and Mabrouk, 2023).

4. [bookmark: _Toc216781127]Evaluation of Alternative Solutions

The Plus-Minus-Implications (PMI) technique is used to compare the two alternatives. Digital transformation strategy holds significant long-term benefits such as increased market reach and improved competitiveness with competitors. Some of the minuses are the main costs and potential skills gap. By comparison, the cost leadership approach provides immediate cost savings but risks limiting growth and differentiation. As a whole, the PMI analysis suggests that for long-term sustainability, digital transformation has stronger positive effect while cost leadership is more limited in scope and impact (Mind Tools, 2023).
5. [bookmark: _Toc216781128]Selected Solution and Justification

Probably, the digital transformation methodology should be the final solution, having been assessed. The solution tackles the roots of declining sales, specifically changes in consumer behaviour and technological expectations. By expanding its online presence, Green Haven Florists can be more succsessful  in competing against all kinds of online sellers, while retaining its distinctive eco-conscious identity. According to Porter (2008), competitive advantage is derived from differentiation and strategic positioning. Green Haven Florists’ online services powered by digital transformation can set it apart with its green brand name and sustainability marketing by providing online services, which is a sustainable offering, allowing the company to gain a unique business case for itself. The short-term risks of this solution are outweighed by the long-term pay-off when compared to the cost leadership option, and while the solution needs the funds required, the long-term benefit of investment is greater.
6. [bookmark: _Toc216781129] Risk Analysis and Action Plan

Digital transformation brings several risks. Financial risk is generated by the cost of developing and marketing online services while operational risk arises from limited digital skills. The successful management of risk with a phased approach, training and outsourcing of specialised tasks along with good risk management practices probably will reduce these risks (APM, 2022). The part of the action plan i s that a phased action plan should be adopted. Green Haven Florists should first redesign its website within three months. This should be succeeded by the introduction of online ordering and delivery and more social media marketing (SMM). Responsibilities should be clearly assigned for accountability and progress reviewed on an ongoing basis.

7. [bookmark: _Toc216781130]Measuring Effectiveness

The theese strategy efectivenes probably can be measured using key performance indicators such as online sales increase and growth, looking after website traffic and how many customers reaching with it, customer rates, and overall revenue. Monitoring and looking after  these indicators gives and helps for informed decision making and improvement (Kaplan and Norton, 2007).

8. [bookmark: _Toc216781131]Conclusion

 In conclurion, using established analytical and decision support methodologies, this report, which was based on the results of the Component 1 presentation, has looked at the significant decline in in-store sales at Green Haven Florists. The application of frameworks such as the 5W2H framework, the PESTLE and fishbone technique for this problem led to a unified approach that can be used to comprehend both external and internal contributors to the problem, including rising costs, increased competition and limited digital capability. These tools helped expose the fact that the issue wasn't one factor but rather the convergence of market changes and operational imperfections. Two alternatives have been analyzed to overcome the problem. On the surface, a cost-reduction and local-sourcing strategy provided some short-term financial returns while ignoring the true issue: changing customer behaviour. By contrast, for the purpose of this research, digital transformation was identified as the most effective and sustainable solution due to its ability to adapt directly to customer expectations for convenience, accessibility and online engagement. By improving its website, online ordering systems and digital marketing activities, Green Haven Florists can strengthen its competitive position while maintaining its eco-friendly values. The paper also provided support for the need for a methodical application, underpinned by risk control and transparent performance evaluation. Through a sequential execution approach and success, that can be tracked through relevant KPIs, Green Haven Florists can make better decisions and better serve the market and continue to thrive over the long run.
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