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1. Overview of the Case Study and Problem
[bookmark: _Int_Dqu3Krsm]In 2016, Liam and Priya Patel opened Green Haven Florists independent flower shop in Norwich, UK. The company established a solid reputation for costum floral arrangements, environmentally conscious packaging, and solid ties to the local community. However, the company’s performance has significantly declined over the last year, with in-store sales dropping by almost 30%. A number of factors have contributed to the fall, including decreased foot traffic on the main streets,hingher prices for imported flowers, and more competition from online flower merchants. Additionally, the corporation has found it challenging to successfully compete with contemporary online rivals due to its antiquated website and scant digital marketing initiatives.
2. Proposed Solutions
· Creating an e-Commerce website and enhancing social media marketing, there are two possible ways to modernize the business’s online presence. Customers could browse products, place online orders, and arrange for deliveries with ease thanks to the website. 
Additionally, the company could interact with customers and display floral arrangements on social media sites like Facebook and Instagram. 
Strong digital marketing techniques enable small businesses to reach larger audiences and enhance costumer engagement, according to research (Chaffey and Ellis-Chadwick, 2019). 
Florists and other small independent retailer are increasingly under pre from big online rivals and shifting consumer engagement, many traditional businesses have been forced to adopt digital strategies due to the significant transformation of the retail industry brought about by the growth of e-commerce (Chaffey and Ellis-Chadwick,2019).
· Another solution might be introducing a flower subscription service where clients receive fresh flowers on a weekly or monthly basis. Because they provide businesses with convenience and steady income.
Clients could select from a variety of subscription packages, including:
· Weekly delivery of flowers to homes
· A subscription to monthly boutiques
Flower packages for corporate offices

Subscription models can create recurring revenue streams and increase customer retention (Kotler and Keller, 2022). 

3a. Evaluation of Solutions using PMI Technique
The PMI technique (Plus, Minus, Interesting) is used to evaluate business decisions by weighing the advantages, disadvantages, and other aspects of each option (De Bono, 2016).
Two benefits of Solution 1 are increased competitiveness in the online market and broader costumer reach. However, it might require a significant investment in website development and marketing. 
Solution 2 produces consistent revenue and boosts customer loyalty. However, managing recurring deliveries and subscriptions could complicate operations.




	Proposed Solution
	Plus (+) Advantages
	Minus (–) Disadvantages
	Interesting (I) Considerations

	Develop an Online Ordering Website
	• Increases customer reach beyond the local are 
• Customers can order 24/7. 
• Improves convenience and customer experience.
	*Initial cost for website development and digital marketing
• Staff may require training to manage online orders.
	• Could integrate with delivery tracking and seasonal promotions.

	Use Social Media Marketing
	• Low-cost marketing method. 
• Helps reach a wider audience and younger customers. 
• Allows promotion of seasonal flowers and special offers.
	• Requires regular content creation and time to manage accounts. 
• Results may take time to appear.
	• Influencer collaborations or local event promotions could increase visibility.

	Introduce a Customer Loyalty Program
	• Encourages repeat purchases. 
• Builds stronger customer relationships. 
• Can increase long-term revenue.
	• Discounts may slightly reduce profit margins. 
• Requires system to track customer rewards.
	• Digital loyalty cards or mobile apps could modernize the program.

	
	
	
	

	
	
	
	



3b. Preferred Solution
The digital presence and e-commerce website solution is thought to be the best choice on the PMI evaluation. This is due to the fact that the shift to online shopping and the absence of a robust digital platform are the main problems facing Green Haven Florists.
Enhancing the company’s website and social media presence will help it compete with online flower sellers and boost in-store sales by raising brand awareness. Additionally, this approach could increase marketing efficacy's present problems is to invest in digital transformation.
4a. Risk Analysis
A new e-commerce platform implementation carries several possible risks.
First, there could be financial risks because it costs money to create a professional website and digital marketing plan. Second, there could be technical risks like poor website performance or system errors. Thirdly, employees might need training to handle digital marketing platforms and online orders.
Additionally, there’s a chance that customers won’t know about the new website at first, which could lessen the strategy’s immediate impact. However, with careful planning, employee training, and focused marketing initiatives, these risks can be reduced.
 4b Feasibility of The  solution
The solution is still quite possible despite these dangers. In order to increase their competitiveness in contemporary retail markets, many small businesses successfully implement e-commerce platforms (Chaffey and Ellis Chadwick, 2019).
In comparison to the possible rise in sales and customer reach, the necessary financial investment is modest. Furthermore, website development services are easily accessible and can be put into action quickly.
Green Haven Florists can increase online and in-store sales while boosting brand awareness by implementing a robust digital strategy. As a result, the advantages of the solution exceed any possible hazards.
5a. Implementation Plan 
The digital transforms strategy should be implemented in multiple phases.
Market research is in the first stage. (Month 1) To determine best practices for e-commerce platforms, Green Haven Florists should examine consumer preferences and rival websites.
The new website’s success will be significantly influenced by digital marketing.
Businesses can interact with customers directly and visually display their products on platforms like Facebook and Instagram. Because floral arrangements are highly visual products that draw customers’ attention and encourage purchasing behavior, visual platforms are especially effective for florist businesses.
Stage2: Website Development (Months 2-3)
A modern website with features like these should be created by hiring a professional web developer.
· An online ordering platform
· Scheduling deliveries
·  Optimizations for mobile
· Safw methods of pa
Month 3 of Stage 3: Social Media Marketing 
The company should create a consistent content strategy for social media sites like Facebook and Instagram. Photos of arrangements, seasonal special and client endorsements might be included.
Stage 4: Employee Education (Month 3)
Workers should receive training in handling online orders, answering consumer questions, and updating website content.
Stage 5: Launch of Marketing (Month 4)
Digital advertising, social media campaigns, and in-store marketing should all be useful to promote the new website.
5b. Justification of the Implementation Plan
To reduce risk and guarantee effective exestuation, the implementation plan adheres to a logical sequence.
To comprehend consumer demands and rival tactics, market research is first carried out. To guarantee that the digital platform is fully operational, website development takes precedence over making initiatives. To guarantee that staff members are capable of handling online orders and costumer communications, staff training is included.
Lastly, the marketing launch draws clients and tises the new website. This methodical approach minimizes possible operational disruptions while guaranteeing that the solution is implemented effectively.
6a. KPI and SMART Objectives
The rise in online sales revenue is an appropriate Key Performance Indicator (KPI) for assessing the strategy. The company can better understand.
The company’s SMART goals consist of:
1. Particulars: Use the new e-commerce website to boost online flower sales.
2. Measurable: Increase overall sales revenue by 20%.
3. Achievable: To draw clients, use social media and digital marketing initiatives.
4. Relevant: Falling in-store revenue will be countered by rising online sales.
5. Time-Bound: Complete this task within six months following the launch of the website.

6b. Monitoring and Evaluation
Green Haven Florists will be able to assess the success of the new digital strategy thanks to the KPI and SMART objectives.
Analytics tools can be used to track sales data from the website in order to keep an eye on customer activity and revenue growth. It is also possible to analyses websites, traffic, online orders, and social media customer engagement.
To assess progress toward the 20% sales growth target, monthly performance reviews should be carried out. Marketing strategies can be modified if the goals are not met.
7. Key Findings 
Among the report’s main conclusions are:
· In-store sales at Green Haven Florists have decreased by 30%.
· Two important contributing factors are shifting consumer behavior and increased online competition.
· Enhancing digital presence and launching a subscription service were found to be two viable solutions.
· The digital transformation strategy was determined to be the best choice by the PMI evaluation.
· Risk analysis reveals operational and financial risk that are controllable.
· A well-organised implementation plan guarantees that the strategy is carried out successfully.

· The company will be able to assess performance and make sure the solution increases sales by using KPI and SMART objectives.
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