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[bookmark: _Toc212902489]Introduction
This report aims to analyse the business issue confronting Green Haven Florists, the reason behind the poor performance, and the appraisal of two possible solutions. The report will come with a recommendation of the best solution that should be put in place and an action plan for implementation, monitoring, and evaluation. Green Haven Florists is a small flower shop that was established in 2016 and has established a positive reputation in terms of service (and bespoke floral arrangements) and sustainable packaging. Although it is well connected to the community and hinged on the sustainability concept, the shop has gone down by 30 per cent in foot traffic in the last year. The business has been strained by increased competition from online florists, increased operational expenses, and its obsolete website (Etheredge and DelPrince, 2021). Liam and Priya are the owners who are now struggling to adapt their business model to be successful in a changing retail environment.
[bookmark: _Toc212902490]Identification of the Business Problem
Green Haven Florists has seen the sales drop in-store by 30 per cent in the last year because of the reduction in traffic in stores. The area, which was initially a busy high street, now has fewer activities, with contemporary forms of online shopping being increasingly popular. Competition has been enhanced due to the appearance of online flower delivery, which promises the same-day delivery and discounts (Park & Oh, 2019). Also, the increase in the price of imported flowers, including orchids and tulips (by 15% as a result of breaks in the supply chains), and the higher cost of upholding eco-friendly practices have raised operational costs. The complaints of clients mentioning the old-fashioned webpage, poor navigation, and the need for more versatile service and delivery offers, among other things (Nguyen, Nguyen & Thanh, 2023). These have contributed to low profitability, and strategic changes are urgently needed so that it can be sustainable.

[bookmark: _Toc212902491]Alternative Solutions
[bookmark: _Toc212902492]Solution 1: Digital Transformation and Website Enhancement
The initial course of action is to spend money on a digital transformation and redesign the shop's site and improve its online shop. The site design needs to be updated to a more user-friendly, attractive and mobile-friendly design. It must consider the tech-savvy customers with features such as an online ordering system, product customisation options, and inventory tracking features being put up (Yenuganti, 2025). As well, a better appearance on the online level due to SEO tricks and paid online promotional campaigns (Google ads, social media ads, and the like) will bring more customers. Digitising the site will help Green Haven to increase its market coverage on the local and national levels, which will cause the sales online to grow without undermining its eco-friendly principles and personalised service.
[bookmark: _Toc212902493][bookmark: _Toc212902494]Solution 2: Subscription-Based Flower Delivery Service
The second possible solution is to have a subscription-based solution for flower delivery. Customers choose a regular schedule of delivery of flowers (weekly, bi-weekly, and monthly), and it offers convenience and our business a constant profit. This model attracts both individual and business persons who like having fresh flowers in their homes or offices. This service will be tailored to suit the preferences of the customer, such as environmentally friendly or seasonal flowers, and this will strengthen Green Haven by branding itself as sustainable (Bariha, 2021). Providing versatile subscription schemes with discounts will contribute to customer loyalty, minimise dependence on foot traffic, and contribute to an increase in the customer base.
Evaluation of Alternative Solutions
[bookmark: _Toc212902495]Grid Analysis of Solution 1: Digital Transformation and Website Enhancement
Digitisation between Green Haven Florists and the website has a number of benefits. It enhances customer experience through a user-friendly and convenient online platform, enabling local and national market growth. An online shop would also strengthen the credibility of the shop, and the addition of an online ordering system can facilitate sales (Bilkova and Kopackova, 2021). Also, online marketing promotions and investments in SEO will make the shop more noticeable and bring on new clients. The downsides, however, are the high costs of redesigning the site, creating an e-commerce site, and conducting marketing campaigns. The owners will have to overcome a learning curve to adjust to the new digital tools and strategies. The use of outsourcing digital marketing can also lead to recurrent costs. An interesting fact is the possibility of customer retention in the long run due to personalised marketing; the company can monitor customer preferences and behaviour. It will allow focusing more on campaigns and better relationships with the customers. Also, the digital growth may lead to an opportunity to cooperate with bigger companies and spread the awareness (Bilkova and Kopackova, 2021).
[bookmark: _Toc212902496]Grid Analysis of Solution 2: Subscription-Based Flower Delivery Service
[bookmark: _Toc212902497]The subscription process provides consistent income, client retention and absent cash flow variability. It will target business customers and families who want frequent collections of flowers in accordance with the sustainability Statement at the shop, as eco-friendly solutions exist (Somosi and Hajdu, 2023). But logistic difficulties with managing subscription schedules and consistent product quality may occur. Initial investments in subscription services and client control programmes are also needed. One of the fascinating features is the possibility to receive customer data, which can be used to offer better products and provide a better way to focus on your niche (Somosi & Hajdu, 2023). Adaptability of subscriptions will be able to attract customers with different requirements.
Selected Solution
The best solution to recommend towards Green Haven Florists is Solution 1: Digital Transformation and Website Improvement. This will help solve the immediate problem facing the business, which is the loss of foot traffic at a time when online shopping has been on the rise. The reinvention of the site and its functionality will allow Green Haven to engage more people, expand the number of orders via the Internet, and offer a more efficient customer experience (Wan Jusoh et al., 2022). This is in line with the present-day consumer behaviour, where convenience and digital access are other important considerations when making a purchase.
In addition, the sustainable and individual brand philosophy of the shop can be presented successfully with the help of the improved digital platform and retain its unique selling proposition. The cost might be big in the short term, but overall, the advantages in the long run of wider reach, greater prominence, and the opportunity to trace customer information to develop specific marketing would be valuable. This solution allows expansion of online and physical sales, which guarantees the sustainability of the business in the long term.
[bookmark: _Toc212902498]Risk Analysis
[bookmark: _Toc212902499]Identifying Risks
The most important risk factors of a digital transformation solution are the technical challenges during the adoption of technology. A report by Statista (2021) shows that 29% of small firms have challenges when it comes to adopting new technology, which will slow the process of launching the website (Statista, 2023). Moreover, the reaction of the customers could be unpredictable, particularly in the case of older or less technologically advanced customers. According to a study by Salesforce (2020), half of customers are more willing to buy the company, which provides individual experiences, yet the customer base that Green Haven has at the moment might require some time to be accustomed to a digital-based approach. There are also the operational problems of making effective use of online orders, particularly during peak seasons.
[bookmark: _Toc212902500]Mitigation Strategies
In order to address these risks, Green Haven can invest in training their staff to understand the new technology and use it efficiently and also offer their customers a convenient layout of the websites (Rapciewicz, 2022). It may be facilitated by providing clear guidance and customer support. Also, a gradual implementation with feedback loops will enable the business to make changes and change the online services according to customer feedback.


[bookmark: _Toc212902501]Action Plan for Implementation
	Phase
	Timeline
	Resources Required
	Responsibilities
	Monitoring & Evaluation

	Phase 1: Website Redesign
	Month 1-2
	Financial: £5,000-£7,000 for development and design costs
	Human: Web developers, marketing team
	Monitor progress through weekly meetings with the development team

	Phase 2: Integration of E-commerce & SEO
	Month 3
	Technological: SEO tools, e-commerce platform setup
	Responsibilities: Marketing and IT team
	Track website traffic, conversion rates, and SEO rankings post-launch (Usmany et al., 2024)

	Phase 3: Marketing Campaign Launch
	Month 3-4
	Financial: £2,000 for online advertising
	Human: Digital marketing specialists, designers
	Measure ROI through digital ads performance, website analytics

	Phase 4: Feedback and Adjustments
	Month 5
	Financial: £1,000 for customer surveys and analysis tools
	Human: Customer service team, marketing team
	Gather customer feedback through surveys, monitor sales growth (Milner and Furnham, 2017)

	Ongoing: Customer Support & Updates
	Ongoing
	Financial: £500/month for customer service and site maintenance
	Human: Customer support team, IT support
	Monitor customer satisfaction, manage complaints, and track sales
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Measuring Effectiveness
	Key Performance Indicator (KPI)
	Description
	Target/Goal

	Website Traffic
	Measure the number of visitors to the newly designed website.
	Increase traffic by 30% within 3 months of launch.

	Conversion Rate
	Percentage of visitors making a purchase or signing up.
	Achieve a 5% conversion rate from website visitors.

	Customer Retention Rate
	Track the percentage of repeat customers (Setyo Widodo, 2021).
	Improve retention rate by 15% in the next 6 months.

	Customer Satisfaction
	Measure customer feedback via surveys or reviews.
	Achieve a satisfaction score of 80% or higher.

	Sales Growth
	Track the increase in online sales and overall revenue.
	Increase online sales by 20% within 6 months.


These KPIs will help measure the effectiveness of the digital transformation in boosting online sales, improving customer satisfaction, and enhancing website engagement.


[bookmark: _Toc212902503]Conclusion
To conclude, Green Heaven Florists is experiencing major weaknesses such as a decrease in walking traffic, an increase in their operating expenses and the growth of rivalry with online producers. The solution suggested by the author, digital transformation and improvement of the website, is the most suitable one as it will help to address these problems by increasing the online footprint of the business and improving customer interactions. The solution will be the adoption of a new, easy-to-use site, coupled with specific digital marketing tools, which will improve the number of sales and customer retention. Green Haven Florists should invest in this solution in order to be able to survive in the long run and remain competitive in the changing retail world.
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