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[bookmark: _heading=h.5hfqm8j37xue]Task 1: Overview of Case Study
Green Haven Florists is an independent florist facing a sustained decline in in-store performance, with sales falling by approximately 30% over the past year. The central issue lies in the business’s inability to adapt to the rapid shift towards digital consumption. Although the company maintains a strong reputation for quality and sustainability, its traditional operating model is no longer aligned with current market expectations. Contributing factors include a weak online presence, limited service flexibility, and increasing competitive pressure. Collectively, these issues highlight a strategic gap between customer behaviour and the firm’s current capabilities.

[bookmark: _heading=h.9jpupjotfsrl]Task 2: Two Proposed Solutions
[bookmark: _heading=h.ihbc1s4b5i68]Solution A: Digital Integration and Customer Experience Enhancement
This solution focuses on repositioning the business through digital integration. It involves redeveloping the website into a functional e-commerce platform, supported by active social media engagement and search engine optimisation. In addition, the introduction of subscription-based services and improved delivery options enhances customer convenience. This approach directly addresses the underlying issue of changing consumer expectations by making the business more accessible and responsive. Rather than competing solely on price, it strengthens customer relationships and brand visibility. As a result, it offers a sustainable pathway to regain market relevance and improve both customer acquisition and retention.

[bookmark: _heading=h.9s8efug2y8oj]Solution B: Operational Cost Reduction and Pricing Adjustment
This option prioritises cost efficiency by reviewing supply chains, simplifying product ranges, and introducing more competitive pricing strategies. While such measures may temporarily attract price-sensitive customers, they risk diluting the brand’s established identity as a premium, eco-conscious florist. Furthermore, this approach does not resolve the fundamental issue of declining physical footfall or limited digital presence. Its focus on internal cost control rather than external market adaptation limits its long-term effectiveness. Consequently, although financially appealing in the short term, it lacks the strategic depth required to support sustained growth in a digitally driven market.

[bookmark: _heading=h.5oi1v99o27b5]Task 3b: Evaluation Results and Justifications
The comparative evaluation, supported by the Grid Analysis in Appendix 1, indicates that Solution A presents a stronger strategic fit. The criteria applied included implementation cost, feasibility, alignment with customer expectations, and long-term impact, with greater weighting assigned to future sustainability and market relevance. Solution A achieved a higher overall score due to its direct response to evolving consumer behaviour and its potential to strengthen competitive positioning. In contrast, Solution B scored lower as it prioritises short-term financial relief over strategic development. Therefore, Solution A is justified as the most appropriate option for long-term business recovery.

[bookmark: _heading=h.wu8ep6ugcw60]Task 4b: Risk Analysis Results and Justifications
The risk assessment highlights several potential challenges associated with Solution A, including initial financial investment, limited in-house digital expertise, and uncertain customer uptake. These risks were evaluated using likelihood and impact criteria, with financial exposure given higher weighting due to its immediate effect on operations. However, the introduction of mitigation strategies—such as phased implementation, outsourcing technical development, and staff training—reduces overall risk severity. While some uncertainty remains, particularly regarding customer adoption rates, the controlled nature of these risks supports the reliability of the solution. Overall, the anticipated benefits justify proceeding despite these manageable uncertainties.

[bookmark: _heading=h.skc3jbjw8l91]Task 5b: Justifications for the Implementation Plan
The implementation plan has been structured to reflect a logical progression from development to execution. Initial focus is placed on establishing the digital infrastructure, ensuring that the website and ordering systems are fully functional before launching marketing activities. This reduces the risk of poor customer experience. Responsibilities are allocated according to expertise, with technical tasks assigned externally and operational activities managed internally. The staged timeline allows for testing and refinement, improving overall efficiency. This structured sequencing supports a controlled transition, ensuring that each phase builds effectively on the previous one while maintaining operational stability.

[bookmark: _heading=h.sm6aqv9kjgfm]Task 6b: Justifications for KPI and SMART Objectives
The selected KPI centres on the growth of online sales, as this directly reflects the success of the proposed digital transformation. This indicator is both relevant and measurable, providing clear insight into performance improvements. The associated SMART objectives ensure that targets are clearly defined and achievable, for example increasing online orders within a specific timeframe. By incorporating measurable benchmarks and realistic deadlines, the objectives enable effective monitoring and performance evaluation. This structured approach supports informed decision-making and allows the business to adjust its strategy where necessary, ensuring continuous improvement and alignment with overall business goals.

[bookmark: _heading=h.wkqy12nqud7r]Task 7: Key Findings
· The primary issue is a strategic misalignment with digital consumer behaviour
· Declining footfall and increased competition have significantly reduced revenue
· Internal limitations, particularly in digital capability, restrict business growth
· Digital integration offers a more sustainable and competitive long-term solution
· Identified risks are manageable and do not outweigh the potential benefits










Appendix 1: Grid Analysis
	Factor
	Weight
	A Score
	A Total
	B Score
	B Total

	Sustainability
	5
	5
	25
	2
	10

	Customer Alignment
	5
	5
	25
	2
	10

	Feasibility
	3
	4
	12
	4
	12

	Cost
	2
	3
	6
	4
	8

	Advantage
	4
	5
	20
	2
	8



Appendix 2: Risk Analysis
	Risk
	Likelihood
	Impact
	Score
	Mitigation

	High costs
	3
	5
	15
	Phased investment

	Low expertise
	4
	4
	16
	Training/outsourcing

	Low adoption
	3
	4
	12
	Marketing
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