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[bookmark: _jeixvek2s0qh]1. INTRODUCTION
Green Haven Florists is an independent small flower shop located in Norwich, UK, which is known for its bespoke floral arrangements and a great sense of sustainability. Although the business is positively rated, in recent years its performance has deteriorated considerably because of the changing consumer behaviour, emerging trends of high operational costs, and competitive operations by online flower retailers. The objective of this report is the analysis of the business issue of major concern to Green Haven Florists and the study of two possible alternative solutions to this issue (Etheredge et al., 2024). The report provides a structured assessment of these options based on structured decision-making tools, thus choosing the most viable option, the risks involved, and an action plan including performance measures that will ensure that the chosen option works and ends up being sustainable.
[bookmark: _oa2sokaxidb9]2. BUSINESS PROBLEM ANALYSIS
Loss of in-store sales has become the leading business issue at Green Haven Florists since the company has reduced its sales by an estimated 30 percent in the last twelve months (Richards, 2025). This fall has been enabled mostly because of a change in the behaviour of the consumer towards the mode of shopping online, where consumers are now more concerned about the issue of convenience, speed of delivery and affordable prices. The bigger online flower retailers and national chains have used this trend to capitalise on providing delivery within a day, subscription services, as well as frequent discounts, which has put pressure on the smaller independent florists.
Green Haven Florists has not been able to adapt internally to such changes because it is not very digitally capable. Feedbacks received by the customers show that the web page of the company is old, and is not easy to browse, lowering the chances of making online conversions (Nahorna et al., 2023). Digital marketing is also minimal, with the dependence being on word of mouth and the usage of social media on rare occasions. Increasing costs of operation, such as a rise in the price of imported flowers and the cost of sustainable supplies, have also lowered profit levels [Refer to Appendix 2]. This is coupled with the fact that new entrants are entering the local market, thus portraying that the lack of quality products, but rather the inability of businesses to effectively compete in a digitally focused retail market, is the root of the problem.
[bookmark: _rmcdh0y0wfi8]3. ALTERNATIVE SOLUTIONS
Solution 1: Digital Transformation Strategy
The solution will aim to enhance the online presence of Green Haven Florists to enhance accessibility to customers and competitiveness. The primary aspects are the redesign of the company webpage so that it is user-friendly and mobile-friendly, the hosting of an online subscription, more delivery methods, and a regular virtual marketing approach via social media like Instagram (Ferguson, 2024). The goal of this strategy is to win new customers, stay with old customers and create a repetition of revenue, besides solidifying the sustainable and customised brand.
Solution 2: Cost-cutting and Focusing on Product Strategy
This strategy is about minimising the costs of operations through minimising dependence on imported flowers, as well as using local and seasonal products. The plan would include a reduction of the product line to items that have high margins, rewriting supplier agreements, and spending less discretionarily (Krukowski, 2024). This is aimed at increasing the profitability within the short term and competitiveness on price, especially when it comes to dealing with the national chains, without compromising the quality of the basic services.
[bookmark: _hkt1v6j0z6uv]4. EVALUATION OF ALTERNATIVES
The PMI (Plus, Minus, Interesting) analysis was used to evaluate the two options [Refer to Appendix 1]. The digital transformation plan exhibited great benefits, which were: enlarging the market, enhancing the convenience of customers, and conforming to the long-term consumer trends. Nevertheless, it also has challenges like initial investment expenses and the required new digital capabilities. On the other hand, the cost-cutting alternative is quick on cash relief and lower implementation risk; however, it lacks differentiation and sustainability risk of the Green Haven brand identity (Goel, 2025). Altogether, the PMI analysis shows that the two options have their own benefits, but the digital transformation strategy implies more strategic long-term value and growth prospects.
[bookmark: _1jyxzzv59dyx]5. SELECTED SOLUTION & JUSTIFICATION
The Digital Transformation Strategy is the solution chosen because it is the option that best tackles the underlying causes of Green Haven Florists' drop in performance. This strategy is a direct request to the weak digital presence of the business, which is defined as a significant cause of a lack of customer interaction and sales (Olson et al., 2021). With the use of the modernised website design, the online ordering and delivery solutions, and unified digital marketing strategies, the business will be able to adjust to the current consumer standards and compete with the online retailers.
Moreover, the solution is compatible with the current competitive advantages of Green Haven, including their customised services and eco-friendly approach, instead of working against them (Juvekar, 2023). In sharp contrast to the cost-reduction approach, where the company runs a risk of solidifying the values of the brand, digital transformation can also help the company to stand out by providing personalised service and acting ethically in an international environment. Such a strategy demands at least the initial investment and the development of skills, but is still the most suitable in the long-term scenario that should lead to the creation of recurring revenues in the form of subscriptions and the increase in the customer base, as it provides the necessary stability and security in the operation in the competitive environment.
[bookmark: _3qav52gg86h9]6. RISK ANALYSIS
The digital transformation strategy has a number of risks which should be handled carefully. Among the primary risks, the financial aspect of the redevelopment of the websites, digital marketing tools, and possible consultancy needs to be mentioned [Refer to Appendix 3]. In case such costs are not kept in check, they can put additional pressure on the finances of the business. This risk may be addressed in terms of a gradual implementation strategy and focusing on the basic digital features.
The other threat is the absence of digital skills and experience in the business. The management of online platforms between Liam and Priya might also prove difficult to manage, leading to decreased effectiveness of the strategy (Rahman et al., 2024). The simplest method to mitigate this threat is by providing simple digital training or contracting certain activities like maintaining websites or marketing, to freelancers. Moreover, the customers are likely to be slow to take up new online services. Providing promotional deals at the start and communicating clearly may assist in persuasiveness. On the whole, it is possible to conclude that risks exist, but they can be controlled in the case of proper planning and monitoring.
[bookmark: _co1bwywz2tw4]7. ACTION PLAN
The rollout of the digital transformation strategy must be done within a planned action plan. The initial month in Green Haven Florists' partnership with a marketing service provider should have a simple, user-friendly redesign of the current website aimed at being friendly to mobile users, easy product sorting and an effective check-out cart (Zachrison et al., 2022). In the second month, the introduction of online subscription services and flexible delivery must take place to stimulate repeat buying.
At the same time, the business will need to develop a regular digital marketing timetable, which will emphasise the visually attractive social media content to demonstrate customised arrangements and sustainability behaviours. The local collaborations with delivery companies make it possible to guarantee reliable service. The roles are to be distributed clearly, where Liam and Priya will be in charge of strategy, and external experts will help with technical ones. Progress checks ought to be made on a consistent basis, like every 2 months, to maintain timetables and budget to be achieved with modifications where required [Refer to Appendix 4].
[bookmark: _ymgom1dlpr51]8. MEASURING EFFECTIVENESS
Clear and relevant Key Performance Indicators (KPIs) are expected to be used to measure the effectiveness of the chosen solution. The financial indicators can be the online sales per month, average order value, and subscription income (Iyengar et al., 2022). With the help of customer-oriented indicators like traffic level, conversion rates on the websites, and retention level of the customers, one will be able to evaluate engagement and satisfaction.
Delivery times and order accuracy are operational KPIs that will be used to guarantee the quality of services. Social media engagement rates, the number of followers, and the number of bounces on the websites can be used as measures of marketing effectiveness (Kennedy et al., 2021). They are those KPIs that need to be checked monthly and analysed quarterly to detect their trends and points of improvement. Frequent review will allow Green Haven Florists to make appropriate improvements in its digital strategy and ensure that it remains sustainable in serving long-term business goals.
[bookmark: _2fgf9qtvai9p]9. CONCLUSION
Here, in conclusion, it is possible to note that Green Haven Florists is experiencing a complicated business issue, which is caused by the drop in in-store sales or the decrease in sales, the expansion of competition, and the insufficient digital capacities. The analysis involved two possible options; the most effective and efficient option in terms of sustainability proved to be the digital transformation. Irrespective of the allied risks, there are notable long-term advantages linked to this strategy, as developing customer reach, customer positioning, and competitiveness. Green Haven Florists has a clear action plan and relevant performance measures, which will help it adjust to the dynamic process of the retail environment and ensure its future expansion.
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[bookmark: _jyc20a1ya0j2]Appendix 2: Grid Analysis
	Criteria
	Weight
	Digital Strategy
	Cost Strategy

	Customer Reach
	High
	5
	2

	Brand Alignment
	High
	5
	3

	Long-term Growth
	Medium
	4
	2

	Implementation Risk
	Medium
	3
	4

	Total
	
	17
	11


[bookmark: _hon9r01gftiu]Appendix 3: Risk Analysis Table
	Risk
	Likelihood
	Impact
	Mitigation

	High setup cost
	Medium
	High
	Phased rollout

	Lack of digital skills
	High
	Medium
	Training / freelancer

	Low online adoption
	Medium
	Medium
	Promotions & trials

	Delivery failures
	Low
	High
	Local courier contracts


[bookmark: _87a07ufq1yzh]Appendix 4: Action Plan
	Action
	Responsibility
	Timeline
	Resources

	Website redesign
	Owners + Web developer
	Month 1
	£2,000

	Subscription launch
	Owners
	Month 2
	CRM tools

	Social media campaign
	Marketing support
	Month 2–3
	£300/month

	Delivery expansion
	Local courier
	Month 3
	Contracts
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