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[bookmark: _Toc227794408]1. Introduction 
The current report reviews the most significant issues of Green Haven Florists, a small, independent flower retail business that has been facing a reduction in sales and competition. This will be done with the aim of examining the nature and causes of the problem and coming up with an effective solution to enhance business performance. Problem-solving is described as a process that is organized and involves identification of problems followed by choosing relevant actions to respond to them (Bransford et al., 2020). This report will consider alternatives and prescribe a rational course of action.
[bookmark: _Toc227794409]2. Brief Explanation of the Specific Business Problem 
Green Haven Florists is an independent flower store with its headquarters in Norwich and is characterized by custom-made arrangements and eco-friendly products. It has a combination of walk-in customers, company patrons and event-based orders like weddings. The business has recently come across a drop in performance tailored by low customer interaction and an augmenting inability to compete in the evolving retail setting.
The company has been hit by a 30 percent decline in the store sale, as well as a fall in foot traffic because of a declining activity in the high street. Meanwhile, operational expenses have also increased especially on imported flowers and sustainable materials. This has put a strain on profitability and sustainability in the long run.
These problems are substantially contributed by the rise in online competition with convenience and cheaper pricing and by the outdated Green Haven web site and low digital presence. Moreover, evolving customer behaviour, whereby there has been a shift to online shopping, has minimised the use of physical stores (Pantano et al., 2020).

[bookmark: _Toc227794410]3. Suggested Two Alternative Solutions
[bookmark: _Toc227794411]3.1 Solution A: Digital Transformation 
Explanation 
The proposed solution is to revamp the Green Haven Florists website to a modern, intuitive site that incorporates online ordering and enables delivery options. Certain rudimentary online marketing, like promotion via social media and presence in search engines, to capture new clientele and enhance general online interaction, would also be included.
PMI Analysis 
The ultimate benefit is that it can reach a larger market and be convenient to customers especially those who enjoy shopping online. Nonetheless, it demands investing money and training employees. The long-term effect is increased competitiveness and ability to create more online sales in a digital market that is increasing.
Justification 
This is a direct remedy to the low foot traffic since it will divert attention to online sales processes. It also addresses the poor digital presence through enhanced accessibility and visibility. With an increasing number of consumers buying products online, enhancing digital capabilities will allow the business to keep up and meet the evolving market conditions (Chaffey, 2022).
[bookmark: _Toc227794412]3.2 Solution B: Subscription and Loyalty Scheme
Explanation 
This is a solution that suggests the implementation of a flower subscription service, at which the customers are delivered to regularly, as well as a loyalty programme in the form of a discount or reward. The goal will be to stimulate rebuys and develop stronger relationships with current customers.
PMI Analysis
Its key advantage is a consistent and predictable revenue due to recurrent subscriptions. It is also able to enhance customer retention. Nevertheless, it can present additional administrative burden and must be handled. The long-term effect is the increased customer base that is loyal and less dependency on one-time purchases.
Justification
This method is more oriented towards the retention of the already existing customers than attracting new customers as compared to Solution A. It enhances stability of revenue through development of uniform demand. Nevertheless, it might not be considered the most effective means to increase the foot traffic or the number of people reached online, and its overall effect is even more limited (Kotler et al., 2021).
[bookmark: _Toc227794413]4. Justification for Selected Solution 
Solution A, which is the most suitable, is the digital transformation since it has more long-term advantages than Solution B. Although it will entail greater start-up capital, the costs will be overridden by the prospect of reaching a greater number of customers and more online sales. It is also more practical in intervening the underlying causes which were identified especially poor digital presence and low foot traffic. According to the PMI analysis, it has a better competitive market impact, which is faster and sustainable (Chaffey, 2022).
[bookmark: _Toc227794414]5. Risk Analysis of the Selected Solution
The key risks are financial risk as it will be costly to develop a new website, customer adoption risk in case of failing to attract users to a new platform and operational risk associated with the subsequent training of staff and managing the system.
All these risks are evaluated according to their probability and effect because both ascertain their relevance on the performance of the business. Financial and adoption risk are essential as it might limit the return on investment and overall effectiveness in case either of them fails (Bromiley et al., 2020).
[bookmark: _Toc227794415]6. Plan to Implement the Selected Solution
[bookmark: _Toc227794416]6.1 Steps 
Implementation will be started by research and planning, where the customer needs and competitor websites are analysed to establish key features. It is then succeeded by the development stage, which entails designing and building of an easy-to-use web site that incorporates ordering and delivery systems. Then, there is the staff training so that the employees can be able to handle online orders and update content. This solution is then released, with the help of rudimentary online marketing like social media promotion to raise awareness. Lastly, continuous evaluation is conducted using website analytics and sales records to evaluate performance and areas to improve on. Such a systematic process guarantees that one stage continues the one before it, minimizes mistakes, and enhances efficiency (Laudon and Laudon, 2021).
[bookmark: _Toc227794417]6.2 Responsibilities
The owners of the business will oversee the project and make major decisions. Web site technical development will be done by outside web developers. Employees will oversee filling the online orders and ensuring the quality of the customer service. Social media updates can be shared between the staff and owners in marketing activities.
[bookmark: _Toc227794418]6.3 Timeline and Order
The chain is sequential with a logical planning to execution. The surveys need to be conducted first to make informed choices, then developed and trained before being put into practice. The last phase is monitoring to determine effectiveness and promote continuous improvement.
[bookmark: _Toc227794419]6.4 Justification 
The plan is attainable because it is achieved through a staged method, which minimizes risks and gives opportunity to make a change at every stage. It is practical since it makes the business ready prior to launch, which gives it a chance to implement it successfully and to achieve better performance.
[bookmark: _Toc227794420]7. Means of Measuring Effectiveness 
[bookmark: _Toc227794421]7.1 KPI 
One of the key performance measures in this solution is to achieve 20 per cent increase in online sales after six months of implementation. This directly addresses the core challenge of the business which is the declining in-store sales and the shift in revenue generation towards the digital arena and an overall enhancement in financial performance.
[bookmark: _Toc227794422]7.2 SMART Objectives 
The goal is precise (targeting online sales increase) and can be measured (sales), achievable (thus, based on enhanced online access), applicable (with regards to the problem identified), and time-limited (within six months). Specifying SMART objectives makes it possible to follow the progress and align it with business priorities (Parmenter, 2020).
[bookmark: _Toc227794423]7.3 Measurement Methods
The effectiveness will be evaluated based on the analytics of the websites (visitors and conversion rates), sales data (increase in revenues), and customer feedback (satisfaction). These techniques give both quantitative and qualitative data on the performance and customer behaviour.
[bookmark: _Toc227794424]7.4 Justification 
These initiatives are suitable because they are directly associated with the issue of decreasing revenues and the lack of presence in the online sphere. The integration of data sources will help the business to have a clear picture of both the financial performance and the customer feedback and make well-informed decisions and ensure growth and improvement (Marr, 2021).
[bookmark: _Toc227794425]8. Conclusion 
The report has examined the major issues that are facing Green Haven Florists, especially the development of decreased sales due to decreased foot traffic, online competition, and escalated costs. These have had a far-reaching effect on the capacity of the business to stay afloat in terms of profitability and competitiveness in an evolving retail market. The analysis revealed that the main problem is that the business does not have a strong digital presence and cannot react to changing customer behaviour in their entirety.
The most effective approach, which was detected, was the digital transformation, which is offered in the form of the improved site, online order and delivery methods. This solution will solve the root causes of the issue, as it will make it more accessible, reach more customers outside of the local area, and should align the business with the current trends in consumer preference in convenience. It has a better long-term effect than the other alternatives, although it is more expensive.
It is anticipated that more online sales will occur, there will be a higher level of customer interaction, and the company will become more competitive. The ultimate lesson is that in the long run, the survival of digital trends requires adaptation to be able to remain sustainable, especially in the small business in a more competitive and technological market.
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[bookmark: _Toc227794428]Appendix 1: PMI Analysis
Solution A: Digital Transformation
	Factor
	Points

	Plus
	Increased online reach; improved customer convenience; higher potential sales

	Minus
	Initial cost of website development; staff training required

	Implications
	Long-term growth; improved competitiveness; reduced reliance on physical store traffic



Solution B: Subscription and Loyalty Scheme
	Factor
	Points

	Plus
	Predictable income; improved customer retention

	Minus
	Administrative complexity; requires consistent demand

	Implications
	More stable revenue but limited impact on attracting new customers



[bookmark: _Toc227794429]Appendix 2: Risk Analysis
	Risk Type
	Description
	Likelihood
	Impact

	Financial Risk
	High upfront cost for website development
	Medium
	High

	Customer Adoption Risk
	Customers may not use online platform
	Medium
	High

	Operational Risk
	Staff may struggle with new system
	Low
	Medium



[bookmark: _Toc227794430]Appendix 3: Implementation Plan (Timeline)
	Stage
	Activity
	Responsibility
	Timeframe

	1
	Research & planning
	Owners
	Week 1–2

	2
	Website development
	External developer
	Week 3–6

	3
	Staff training
	Owners
	Week 7

	4
	Launch website
	Owners & staff
	Week 8

	5
	Monitor performance
	Owners
	Ongoing



[bookmark: _Toc227794431]Appendix 4: KPI and SMART Objectives
KPI:
Increase online sales by 20% within 6 months.

SMART Objectives
	Criteria
	Description

	Specific
	Increase online sales through improved website and delivery

	Measurable
	Track sales growth using revenue data

	Achievable
	Based on increased online accessibility

	Relevant
	Directly addresses declining sales problem

	Time-bound
	Achieve within 6 months



