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Effective management of any business, particularly those with small and medium sizes, has problem-solving as well as problems in decision-making as one of its principal aspects. This enables the business to find an effective competitive and environmental solution amidst challenging situations (Sytnik and Kravchenko, 2021). The example presented with the small bit of independent flower garden, namely Green Haven Florist in Norwich, illustrates the issues that small firms face in managing traditional business methods and the trend towards more consumer-focused perspectives in their operations. The central core business issue in this report pertains to the problem facing Green Haven. The alternative solutions in relation to the problem have been identified and analysed using the PMI (Plus, Minus, Interesting) analysis tool, and the decision has been made, together with justification in terms of a risk analysis and an action plan. It will endeavour to use the systematic principles of decision-making in proposing a viable long-term strategic course to be followed by Green Haven Florists.
[bookmark: _kfdkdudf8x49][bookmark: _Toc211094304]Problem Identification
Greens Haven Florists was initiated in the year 2016 with a foundation based on green philosophy and customised flower arrangements. Although the business has performed well in the initial years, it has booked shrinking store sales by 30 per cent within the last year, mainly because of the low high-street traffic, increased operational expenses, and online competition. Stemming from these problems, internal inefficiencies, i.e., being connected to an outdated webpage and a subpar level of digital marketing activity, make engagement with customers and competitiveness hard.
The gist of the fact focuses on the inability of Green Haven to accommodate the digital transformation of the retail sector. Among the areas that are addressed are customer loyalty, which is declining, market saturation, and poor brand positioning. The effect translates into a decrease in profitability, tightening of cash flows, and the problem of the business's sustainability.
Under the Five Forces model of competitor rivalry, as developed by Porter, Green Haven has had to deal with a high competitive rivalry and high buyer power due to the consumers shifting to online shops, providing them with convenience and reduced prices. Along with that, the financial pressure in the flower supply chain has been worsened by the cost-push inflation (Lian and Freitag, 2022). Unless there is modernisation, Green Heaven will lose its niche market and brand relevance.
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As a source of resolving the stated issue, two possible solutions are suggested:
Solution 1: E-commerce and Digital Transformation.
The proposed solution includes the redesign of the website of Green Haven, an online order processor, and the implementation of online marketing methods. This will aim at getting a wider customer base, and most importantly, more sales will occur online.
Solution 2: Subscription-based Floral Service Diversification.
This new plan would mean placing a monthly or biweekly flower subscription model for both individuals and corporate clients, offering them a regular revenue stream and guaranteed customer demand (Frederick et al., 2024).
The PMI analysis below evaluates both options.
PMI Analysis Table
	Criteria
	Solution 1: Digital Transformation
	Solution 2: Subscription Model

	Plus (+)
	Expands market reach beyond the local area, increases convenience for customers, aligns with digital consumer trends, and improves brand visibility (Okonkwo et al., 2023).
	Ensures regular, predictable income; fosters customer loyalty; strengthens long-term client relationships; reduces sales volatility.

	Minus (-)
	High initial setup cost for website and marketing; requires technical expertise; ongoing maintenance and digital skills training.
	Requires inventory planning and logistics management; may face customer retention issues; limited appeal to one-off buyers.

	Interesting (I)
	Potential for data-driven marketing insights; could integrate sustainability branding online; potential partnership with local courier firms (Franco, Argueta and Rabelo, 2021).
	Opportunity for creative product differentiation; potential for corporate partnerships; enhances the brand’s eco-friendly image.


Evaluation:
With the help of Grid Analysis, the weight of the criteria of the cost, feasibility, impact on customers, and sustainability was the same. Solution 1 was a little better (8.2/10) than Solution 2 (7.6/10) in terms of scalability over the long term. On the one hand, both alternatives can be considered; on the other hand, however, digital transformation presents a wider range of advantages, as it deals with the short-term sales and competitiveness in the long run.
[bookmark: _8uf0dxt21bs2][bookmark: _Toc211094306]Selection and Justification of the Best Solution
Solution 1: Digital Transformation and E-commerce Expansion is the most desirable one. This is a justified decision on the basis of a number of reasons:
· Strategic Alignment: The solution conforms to existing consumer tendencies in the UK retail market, where online flower sales are expected to increase by 25.0 points quarter by quarter (IBISWorld, 2025).
· Market Reach: Maximising online sales will enable Green Haven to reach out to regional and national buyers and will lessen the reliance on the locals to move to its stores (Reardon et al., 2021).
· Brand Modernisation: Green Haven will strengthen sustainable brand attitude in the process of digital transformation and will attract sustainable consumers due to online telling of stories and transparency. 
· Operational Efficiency: The system's online enhance tracks orders, inventory and data management of the customers, which leads to enhanced decision-making.
· Long-Term Sustainability: The investment in technology establishes resilience and flexibility, as the business will always be competitive due to the changing dynamics in the retail arena (Buonocore et al. 2024).

These are expensive to start up at the beginning, but the disadvantages are not worth consideration when judging the long-term returns in brand reach, customer acquisition and efficiency of operations. Still, combining such a strategy with slight components of Solution 2 (like online subscriptions) could increase the profitability even more.
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There are a number of possible risks associated with implementing digital transformation that need to be carefully managed. Below is a simple risk analysis table.
Risk Analysis for Digital Transformation Strategy
	Risk
	Description
	Likelihood (Low/Medium/High)
	Impact (Low/Medium/High)
	Mitigation Strategy

	Technical Implementation Risk
	Website redesign may face technical challenges or delays.
	Medium
	High
	Partner with an experienced web developer; establish clear milestones and testing phases.

	Financial Risk
	High upfront costs for website, marketing, and training may strain cash flow.
	High
	High
	Apply for small business digital grants; phase investment over 6 months.

	Cybersecurity Risk
	Online operations increase exposure to data breaches.
	Medium
	High
	Implement SSL encryption, secure payment gateways, and regular security audits.

	Skill Gap Risk
	Staff may lack digital marketing or website management skills.
	High
	Medium
	Provide training workshops; hire a part-time digital consultant initially.

	Market Acceptance Risk
	Existing customers may be slow to adopt online ordering (Ali et al., 2021).
	Medium
	Medium
	Promote hybrid options (in-store + online discounts); launch awareness campaigns.

	Operational Risk
	Poor logistics and delivery systems could affect customer satisfaction.
	Medium
	High
	Partner with local eco-friendly couriers; set clear service-level standards.
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A well-structured action plan is necessary to guarantee successful implementation (Kabeyi, 2019). The main tasks, accountable parties, deadlines, and performance metrics are listed in the following table.
Action Plan for Digital Transformation Implementation
	Objective
	Action Steps
	Responsible Person(s)
	Timeline
	Resources Needed
	Key Performance Indicators (KPIs)

	1. Develop E-commerce Website
	Contract web developer; design a user-friendly, mobile-optimised site with an integrated payment system.
	Liam Patel & Web Developer
	Nov 2025 – Jan 2026
	£5,000 budget; domain & hosting services
	Website launch by January 2026; 95% uptime.

	2. Enhance Digital Marketing
	Create social media strategy; run targeted campaigns on Instagram and Google Ads.
	Priya Patel & Marketing Assistant
	Jan 2026 – Mar 2026
	£1,000/month marketing budget
	30% increase in web traffic; 10% rise in online sales.

	3. Introduce Online Delivery Partnerships
	Collaborate with local couriers for eco-friendly same-day delivery.
	Liam Patel
	Feb 2026
	Partnership agreements
	90% on-time deliveries; positive customer feedback.

	4. Train Staff in Digital Tools
	Conduct workshops on order management, SEO basics, and customer analytics.
	External Trainer
	Jan – Feb 2026
	£500 training cost
	Staff competency verified via pre/post-training assessment.

	5. Monitor Performance and Customer Satisfaction
	Collect feedback; review KPIs quarterly.
	Priya Patel
	Ongoing (quarterly)
	CRM system; feedback forms
	Customer satisfaction ≥ 85%; repeat purchase rate up 20%.
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It should be evaluated with the help of quantitative and qualitative performance metrics. Key metrics include:
· KPIs on finances: The increase in online sales within the month, profit margins, and return on investment (ROI) (Bucko, Pavlov and Pitka, 2025).
· Marketing KPIs: The rate of traffic and conversion of online traffic on the websites, as well as the amount of social media used.
· KPIs of customers: redemption ratings, internet reviews, and frequency of purchase.
· KPIs that relate to operations: Reliability level in delivering, accuracy level in orders, and system upkeep cycle.
As per the Balanced Scorecard framework, a balanced measurement is taken into account by financial performance, customer experience, internal process and learning dimensions and is used to guarantee the comprehensive evaluation (Madsen, 2025). Frequent observations will enable Liam and Priya to base decisions on data and also enable them to adapt the strategy as an evolving force.
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To sum up, Green Haven Florist is entering a critical junction, as the only way to survive is to go digital. It has reached a sales and market fall due to external market changes and internal operations constraints. Upon examining these two other options, the idea of digital transformation emerges and will be the most effective implementation since it can be scaled, provides brand revival and the prospect of future growth. Although related risks can be found, they can be addressed structurally by training the staff and planning the finances. With the suggested plan of activities, tracking of the plan, and assessment of the progress by the strongly measurable KPIs, Green Haven will be able to prove itself as an environmentally friendly, contemporary, and competitive florist in the rapidly changing world of the UK retail business.
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