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1. INTRODUCTION

Green Haven Florists is a small flower shop in Norwich, United Kingdom. The shop is known for making beautiful flower bouquets. People in the town like it because the flowers are made with care and the shop also tries to protect nature. Because of this, many customers trust and support the shop.

But now the shop is facing problems. Fewer people are buying flowers from the shop, and sales have gone down by about 30%. One big reason is that many customers now prefer to buy flowers online instead of going to physical shops. Also, the cost of running the shop is increasing, which makes it harder to earn profit.

Another problem is that the shop is not very strong on the internet. Because of this, it is losing customers to online flower sellers who are faster and sometimes cheaper. Experts say that businesses that do not use digital tools often fall behind others.

To improve the situation, Green Haven Florists needs to use online platforms more. If they start selling and promoting flowers online, they may be able to get more customers again.





2. PROBLEM OVERVIEW

Green Haven Florists is facing a big problem. Its shop sales have gone down by about 30%, and fewer customers are visiting the store. This is mainly because many people now prefer buying flowers online. Online flower shops are more popular because they are easy to use and very convenient.

Other companies are also stronger in the market. They offer cheaper prices, faster delivery, and better websites. Green Haven Florists has an old website that is not easy to use, so many customers do not enjoy shopping from it.

The cost of flowers and eco-friendly packing materials has also become higher. This makes it harder for the shop to earn good profit.

Today, customers want quick service, easy online shopping, and fast delivery. Shops that do not change with these needs may lose more customers to online businesses.

To survive, Green Haven Florists needs to improve its online system and keep up with customer needs.


 3. PROPOSED SOLUTIONS
3.1 Digital Transformation Strategy
One good solution is for Green Haven Florists to improve how it works online. The shop should create a new website that is simple, modern, and easy to use on phones. Customers should be able to order flowers quickly and safely. The website can also offer fast delivery, online payment, and even flower subscription options.
The business should also use social media like Instagram and Facebook. This will help more people see the shop and attract younger customers. Sending emails to customers can also help remind them about offers and keep them coming back.
Experts say that using online marketing is very important for business success today. If Green Haven Florists improves its online presence, it can reach more customers not only in its town but also from other places.

3.2 Improve In-Store Experience
The second solution is to improve the experience for customers who visit the shop. Green Haven Florists can arrange simple flower workshops where people can learn how to make bouquets. The shop can also give special offers during festivals and seasons. Staff can help customers choose flowers by giving them personal advice.
Another idea is to start a loyalty program. This means customers will get rewards or discounts if they buy from the shop many times.
These ideas can help make customers happy and encourage them to come back again. However, it may not fully solve the problem because fewer people are now visiting physical shops and many prefer to shop online.


 4. EVALUATION OF SOLUTIONS (Table in Appendix 1)
Both solutions were checked using a simple PMI analysis.
The first solution, improving the company’s digital system, has many advantages. It can help the business reach more customers, increase sales, and grow in the future. However, it also has some disadvantages because it needs more money to set up and requires technical skills.
The second solution, improving the in-store experience, helps make customers happier and encourages them to return. But it mainly works for local customers and may not help much because fewer people are visiting physical shops.
Overall, the digital improvement solution is better for long-term growth because it helps the business reach more customers and stay competitive.


5. SELECTED SOLUTION
Based on the evaluation, the digital improvement plan is the better choice. This is because most customers now prefer to shop online, and many competitors already use strong online systems.
This solution will help Green Haven Florists reach more customers, make it easier to buy flowers, and increase sales. Even though it may cost more at the beginning, it is better for long-term success and future growth.





6. RISK ANALYSIS (Table in Appendix 2)
The main risks of this plan are that it may cost a lot of money to set up, staff may not have enough digital skills, and the website could face technical problems. There is also a chance that customers may take time to start using the new online system.
However, these problems can be reduced. Staff can be trained to use the system, the budget can be planned carefully, and the business can work with skilled web developers to build and maintain the website.
Managing these risks properly is important to make the plan successful.

7. IMPLEMENTATION PLAN (Table in Appendix 3)
The implementation process starts with building a new website. After that, the website should be tested carefully to make sure everything works properly. Once testing is complete, the business can launch it and start promoting it to customers.
Different tasks should be given to different people. Managers should oversee the project, developers should build and fix the website, and marketing staff should promote it to customers.
Doing the work step by step helps reduce mistakes and makes the whole process smoother and more successful.




8. KPI & SMART OBJECTIVES (Table in Appendix 4)
The KPI for this plan is to increase online sales. SMART goals help make targets clear, simple, and easy to understand.
For example, one goal can be to increase online sales by 25% within six months. This gives the business a clear target to follow and work towards step by step. The progress can be measured using website data, online order records, and monthly sales reports.
KPIs are very important because they help the business track its performance. They show whether the plan is working or not and help the company make better decisions for improvement.

 9. KEY FINDINGS
* Sales are declining due to market changes.
* Digital presence is weak.
* Online competition is increasing.
* Digital transformation is the best solution.
* Risks can be managed through proper planning.
* Implementation must be structured.
* KPIs and SMART objectives are needed for performance tracking.
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11. APPENDICES
Appendix 1: PMI Analysis
	Solution
	Plus
	Minus
	Interesting

	Online upgrade
	Wider reach, increased sales
	High cost
	Long-term growth

	In-store experience
	Customer loyalty
	Limited reach
	Community engagerment



Appendix 2: Risk Analysis
	Risk
	Impact
	Mitigation

	High cost
	Medium
	Budget planning

	Lack of skills
	High
	Training

	Delivery issues
	Medium
	Partner services




Appendix 3: Implementation Plan
	Step
	Action
	Time
	Responsibility

	1
	Hire developer
	Week 1-2
	Owner

	2
	Build website
	Week 3-6
	Developer

	3
	Testing
	Week 6-7
	Team

	4
	Marketing
	Week 7-8
	Staff




Appendix 4: KPI
	KPI
	Target
	Time

	Increase online sales
	+25%
	6 months





SMART Example:
* Specific: Increase online orders
* Measurable: By 25%
* Achievable: With marketing + website
* Relevant: Matches business goal
* Time-bound: Within 6 months
10

