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[bookmark: _Toc213499032]Brief Explanation of the Specific Business Problem

Over the last year, Green Haven Florists has seen a 30% drop in in-store sales, with a modest rise in online orders that is insufficient to make up for the loss. Previously situated on a major street, the store now faces challenges from decreased visitors, increased prices for international flowers, and sustainable materials. There is a local florist with a strong website and a national chain who are strong rivals. Among these are an outdated website, few shipping choices, no membership services, and inadequate knowledge of online marketing. To increase sales and consumer interaction, this study will specifically focus on the store's old website and provide solution.
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[bookmark: _Toc213494943]
Green Haven Florists could increase declining revenue by making its website easier to use, offering various delivery options, creating subscription services and encouraging participation through online forums and email updates (Shiyab et al., 2023). Redesigning an online space to make it more user-friendly and mobile-friendly can enhance social media engagement (Surahman et al., 2025). Enhancing digital engagement will increase the exposure of advertisements, increase the visibility of promotions, and instantly address the problem of low consumer contact (Indriani et al., 2023).
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Green Haven Florists can increase retail sales by making shopping trips pleasant and establishing relationships with members of the community (Rane et al., 2023). Workshops, seasonal events, loyalty programs and partnerships with local businesses which foster creativity, entrepreneurship and competition could all be used to attract consumers (Bourg et al., 2023). Improving store layout, introducing personalised customer service and highlighting sustainable products can differentiate the shop from competitors (Aripin et al., 2023). This solution addresses the problem by complementing digital efforts, boosting in-store engagement and reinforcing customer loyalty, to stabilise sales and brand reputation.
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Solution A - Since low online interaction and limited digital sales are Green Haven Florists' main problems, Solution A is the best option. Cost, delivery and flexibility are the three main factors that the grid analysis table uses to assess Solution A since they impact on consumer happiness and the economic success of the store (see Appendix 1). The priorities of controlling costs and guaranteeing fast, easy service are reflected in the weightings of 5, 4, and 4. When compared to these criteria, each initiative website enhancement, subscription delivery, and marketing is given a weighted total of 52, 43, and 56, indicating that marketing and website updates have the most effects. This indicates that focussing on digital transformation is the best course of action, since it improves online engagement, boosts sales, reach wider audience and improves customer experience all of which make it the ideal long-term sustainability plan (Mofokeng, 2021). By directly addressing the issue, this solution offers measurable gains in consumer engagement and sales (Tienken et al., 2023).
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Potential hazards are listed in Appendix 2 and include low digital skills, financial hardship, and implementation setbacks. To determine every risk's probability and consequence, the risk assessment criteria of impact, likelihood, and mitigation were used. Impact and mitigation feasibility received higher weightings since they have an effect on continued operations. Although there is a moderate chance of short-term delay, each risk is reduced by useful measures such cybersecurity protections, transferring knowledge, and gradual implementation. The study concludes that Solution A is a dependable and controllable choice, with advantages that greatly exceed hazards.
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The website solution implementation strategy outlined in Appendix 3 follows a structured approach to ensure efficiency and effectiveness. To set clear objectives, evaluate competitors, and organise the website all of which served as a basis for content production, planning and research were scheduled first. After that, content development made sure that the logos, text, and graphics were prepared before creation. Early selection of a web designer ensured timeliness and accuracy. The site was developed, problems were found, and quality was guaranteed by following a process of development, testing, and feedback. Finally, the finished site is leveraged through launch and promotion. The developer, designer, and marketing team guarantee accountability and efficient operation by delegating tasks to Liam.
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The Key Performance Indicators (KPIs) included in Appendix 4 aim to offer accurate, quantifiable measures of the success of websites and businesses, which is in line with specific company goals, making it possible to monitor progress efficiently (Adepoju et al., 2023). By offering clarification and focus, the SMART objectives; Specific, Measurable, Achievable, Relevant and Time-Bound complement these KPIs (Swann et al., 2023). Establishing reasonable goals and specific deadlines guarantees responsibility, boosts output and promotes ongoing development, enabling the company to track progress, quickly address obstacles and make well-informed decisions that promote expansion and client satisfaction (Bristol-Alagbariya. et al., 2022).
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The Key findings from the analysis of this study are summarised in the following findings providing a clear direction for Green Haven Florist.
· Limited online visibility and changing consumer behaviour are the main causes of Green Haven's declining sales.
· According to Grid Analysis, Solution A - Digital Transformation offers the greatest potential for expansion and maintenance.
· Structured training and a timed implementation make risks manageable (Appendix 2) (Adeniran et al., 2024).
· A practical and economical six-month schedule is provided by the implementation plan (Appendix 3).
· KPIs and SMART goals (Appendix 4) guarantee quantitative improvement and flexibility (Efkarpidis et al., 2022).
.
Together, these findings demonstrate that a structured digital transformation strategy offers the most sustainable pathway for revenue recovery and long-term competitiveness.
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Solution A/B – Digital Transformation

	Factors to Consider
	Cost
	Delivery
	Convenience
	Total

	Weighting
	5
	4
	4
	

	Website Update
	4 = 20
	3 = 12
	5 = 20
	52

	In-Store Layout & Experience
	3 = 15
	4 = 16
	5 = 20
	51
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	What Could Cause a Risk?
	Likelihood (1-5)
	Impact (1-5)
	Risk Factor (L × I)
	Prevention / Reduce Risk
	Mitigation / Minimise Impact

	Loss of customers to online competitors
	4
	4
	16
	Improve website, offer online promotions, enhance delivery options.
	Offer discounts, loyalty programs, and personalized services to retain existing customers.

	Increase in flower prices due to supply chain issues
	3
	5
	15
	Diversify suppliers, source locally, negotiate contracts.
	Adjust pricing, use alternative flower types, reduce waste.

	Negative customer reviews due to poor service
	2
	4
	8
	Train staff, improve communication, implement feedback system.
	Offer refunds, address complaints promptly, provide excellent service recovery.
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Appendix 3: Implementation Plan

Name the problem you are solving: 		Decline In-store Sales
Name the solution you are implementing:	Changing the website

	Task 
	What
	When 
	Who 
	Done 

	1. Planning & Research
- Identify website goals and purpose.
- Research competitor websites.
- Plan site structure and features.
	Conduct research and website goals, structure, and required features.
	Dec 3rd 2025 – Dec 15th 2025
	Liam
	Completed research and planning; documented website goals and structure.

	2. Content Creation
- Write text for pages (home, about, services, shop).
- Collect images and product information.
- Decide on branding and tone.
	Prepare content and images ready for development.
	Dec 16th 2025 – Dec 31st 2025
	Liam
	Content and images approved and ready for developer

	3. Web Developer Selection
- Review portfolios.
- Interview potential developers.
- Agree on budget and timeline.
	Select developer and finalize contract.
	Jan 1st 2026 – Jan 15th 2026
	Liam
	Developer selected; brief approved.

	4. Website Design & Development
- Developer creates layout and pages.
- Integrate subscriptions, and delivery options.

	Design website and test basic functionality.
	Jan 16th 2026 – Feb 28th 2026
	Web Developer & Liam
	Website designed and initial functionality tested.

	5. Testing & Feedback
- Conduct user testing with staff and customers.
- Identify and fix bugs.
- Ensure usability and mobile responsiveness.
	Collect feedback and resolve issues.
	Mar 1st 2026 – Mar 10th 2026
	Liam & Dave (Designer)
	Testing completed, bugs fixed, website ready for launch.

	6. Launch & Promotion
- Create website online.
- Promote via social media, email campaigns, and in-store advertising.
- Monitor feedback.
	Launch website and start marketing campaigns.
	Mar 11th 2026 – Mar 20th 2026
	Liam & Marketing Team
	Website live; promotion started; feedback monitoring in place.
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Appendix 4: KPI and SMART Table

	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound
	KPI / Success Measure

	Increase website traffic using trustworthy search engines.
	Increase visitors to the website
	Track monthly visitor numbers using Google Analytics
	Use social media, email marketing, and Search Engine Optimization strategies
	Supports growth in online sales
	3 months 
	20% increase in unique visitors per month

	[bookmark: _GoBack]Increase online sales 
	Boost e-commerce sales of products
	Track monthly sales revenue
	Implement improved product pages, promotions, and easy checkout
	Directly increases business revenue
	6 months
	15% increase in online sales revenue
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