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[bookmark: _Hlk205982484]Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists is a small independent flower shop in Norwich that has recently experienced a 30% drop in in-store sales. Although known for its eco-friendly products and personalised service, the business is struggling due to reduced high street footfall, rising flower and supply costs, and strong competition from online retailers and new local florists. The main root problem is its slow adaptation to digital trends. An outdated website limited online marketing, and lack of flexible delivery options have made it harder to compete, leading to declining sales and profitability.

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A
Digital Transformation and Online Expansion: Green Haven Florists should create a modern, easy-to-use website, improve its social media presence, and offer better delivery options such as same-day delivery and flower subscription services. This will help the business reach more customers who prefer shopping online. By improving convenience and visibility, Green Haven can compete with online retailers and new local competitors. This solution addresses the main problem of not adapting to digital trends, helping to increase sales, attract new customers, and improve overall profitability. Social media now plays a key role in how consumers explore brands and make purchasing decisions, strongly influencing what they choose to buy (International Fresh Produce Association, 2025).

Solution B
Product Differentiation and Community Engagement Strategy: The second proposed solution is product differentiation and stronger community engagement. Green Haven Florists should focus on its eco-friendly values, locally sourced flowers, and personalised services to stand out from competitors . Companies using eco-friendly packaging stand out from competitors and build stronger customer loyalty (International Fresh Produce Association, 2025). The shop could also run flower-arranging workshops, wedding consultations, and partner with other local businesses to attract more customers. This will help solve the main problem by making the business different from large online retailers that compete mainly on price. By building stronger community connections and promoting its unique qualities, Green Haven can increase customer loyalty and boost in-store sales.


Task 3b) Evaluation Results and Justifications
The evaluation shows that Digital Transformation & Online Expansion scored 78, slightly higher than Product Differentiation & Community Engagement at 71, indicating it aligns more closely with the weighted factors. This is because it directly addresses the business’s weak digital presence and declining foot traffic by improving the website, online marketing, and delivery options.
However, Product Differentiation & Community Engagement still scored well, particularly in responding to rising costs and new local competitors, showing it effectively strengthens customer loyalty and local connections. Overall, the results are justified because the scoring reflects how each solution addresses the most critical challenges, helping Green Haven Florists prioritize actions that balance immediate digital growth with long-term customer engagement.


[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The results show that strong competition (risk factor 16) is the highest risk, meaning it should be prioritised. This is because large retailers have more resources and can attract customers easily, so Green Haven must focus on differentiation to stay competitive.
High costs and low customer interest (risk factor 12) are also significant risks, as they can directly affect profitability and success of events. These are important but manageable through careful budgeting and effective marketing.
Lower risks like limited staff (9) and time management (6) are less critical but still need monitoring to ensure smooth operations.
Overall, the analysis is justified because it prioritises the most serious threats while showing that most risks can be reduced through planning, cost control, and strong customer engagement strategies.




Task 5b) Justifications for the Implementation Plan
The plan is justified because it follows a logical, step-by-step approach that starts with improving the website and online presence—actions that can quickly impact sales. Expanding delivery options and launching digital marketing campaigns build on this foundation to reach more customers effectively.
Assigning clear responsibilities ensures accountability and efficient use of resources, while timelines provide structure for progress tracking. Monitoring online sales and customer feedback allows the business to adjust strategies in real-time, reducing risk and maximizing results. Overall, the plan supports Green Haven Florists’ goal of increasing online sales while responding to changing customer behaviour and market trends. 


Task 6b) Justifications for the KPI and SMART Objectives
The KPI is justified because increasing online sales directly measures the success of the digital transformation and shows whether the business is adapting to changing customer behaviour.
The SMART objectives are justified as they provide a clear and realistic plan: they focus on online growth (Specific), set a 25% target (Measurable), are achievable through website improvements and marketing (Attainable), address declining in-store sales (Relevant), and include a 12-month timeframe to track progress (Time-Bound).


Task 7) Key Findings
· [bookmark: _Hlk208302504]Declining High-Street Footfall: Reduced in-store traffic is directly impacting sales revenue.
· Focusing on unique strengths builds customer loyalty and helps the business stand out. 
· Community engagement increases repeat customers and in-store sales. 
· Digital transformation is essential to adapt to changing customer behaviour. 
· Increasing online sales is key to long-term business growth. 
· Clear planning and task organisation improve efficiency and success. 
· Managing risks through cost control and monitoring ensures sustainability. 
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[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Decline in high street foot traffic
	Rising costs of flowers and sustainable materials
	Weak digital presence (outdated website and limited marketing)
	New local competitors entering the market
	Total

	Weighting      
	5
	4
	5
	4
	18

	
Digital Transformation and Online Expansion
	5× 5=25
	3× 4=12
	5× 5=25
	4× 4=16
	78

	
Product Differentiation and Community Engagement Strategy
	4× 5=20
	4× 4=16
	3× 5=15
	5× 4=20
	71



(Proctor, 2019)


Appendix 1 – Task 3a
Appendix 2 – Task 4a

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	High costs of workshops/events
	3
	4
	12
	Set a clear budget, run small-scale events, use local/low-cost suppliers
	Reduce event frequency or switch to online workshops

	2
	Low customer interest

	3
	4
	12
	Promote through social media, offer discounts, partner with local businesses
	Adjust marketing strategy or change event types

	3
	Time management issues
	2
	3
	6
	Create a clear schedule and assign responsibilities
	Reschedule tasks and prioritise key activities

	5
	Strong competition
	4
	4
	16
	Focus on unique products and personalised service
	Improve promotions and customer experience

	6
	Limited staff/resources
	3
	3
	9
	Train staff and plan workloads carefully
	Hire temporary help or reduce workload



(Sproull, 2018) 

Appendix 3 – Task 5a
Implementation Plan
Name the problem you are solving: The problem is declining in-store sales and customer visits due to weak digital presence and increased competition from online retailers.
Name the solution you are implementing: The solution is Digital Transformation & Online Expansion to improve the website, online marketing, and delivery options.


	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Improve website design and functionality
	Month 1–3
	Liam & Priya Patel
	✓

	2
	Expand delivery and online order options
	Month 2–4
	Store Staff / Marketing Team
	✓

	3
	Launch digital marketing campaigns (social media, SEO)
	Month 1–6
	Marketing Team
	✓

	4
	Track online sales and website traffic
	Month 1–12
	Owners / Staff
	✓

	5
	Gather customer feedback on online experience
	Month 3–12
	Store Staff
	✓

	6
	Adjust strategies based on results
		Month 6–12



	



	Owners / Marketing Team
	✓



(Beverly Sproull, 2018)




Appendix 4 – Task 6a

The Key Performance Indicator (KPI) is the increase in online sales.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Grow online orders through website improvements, digital marketing, and expanded delivery options.



	Achieve a 25% increase in online sales compared to the previous year.

	Implement website upgrades, SEO, social media campaigns, and convenient delivery options to realistically reach the target.


	Directly addresses declining in-store sales and the shift toward online shopping.
	Achieve the 25% increase within 12 months. 




 (Parmenter, 2020)
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