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Digital Transformation Strategy to Improve Sales Performance: A Problem-Solving Report for Green Haven Florists
[bookmark: _Toc225291857]1. Overview of the Case Study and Nature of the Problem
Green Haven Florists is an autonomous flower store in Norwich, which has seen a notable drop in its performance, with in-store sales decreasing by 30 per cent in the last year. The primary issues are declining footfall, rising operating expenses, and increased competition from online retailers. The shift of consumer behaviour to digital shopping has also reduced the success of traditional retail techniques. Besides, the old-fashioned website and ineffective online marketing have limited the development of online business. This is a strategic and operational concern that jeopardises revenue and sustainability. It is necessary to adopt e-commerce to enhance market reach, efficiency, and accessibility (Chiu et al., 2024).
[bookmark: _Toc225291858]2. Proposed Solutions
There are two viable options suggested to improve the dwindling sales at Green Haven Florists:
[bookmark: _Toc225291859]Solution 1: Construction of E-commerce with Subscription
Green Haven may use a contemporary e-commerce system that provides subscription delivery of flowers so that customers can easily make orders to receive coupons with flowers every week or month. The subscription services generate a recurring income that is predictable and contributes to improved financial planning and sustained customer relations. Moreover, the model also boosts customer lifetime value since customers make repeat purchases without any additional effort, and this promotes loyalty and convenience. This model is indicative of the modern trends in subscription business and online retail innovation (Clickpuls, 2023).
[bookmark: _Toc225291860]Solution 2: Enhancing Digital Marketing and Social Media
The second solution will aim at improving digital marketing by using social media, search engine optimisation (SEO), and email campaigns. Successful digital marketing enhances customer relationships, brand loyalty, and exposure in competitive markets. Through regular advertising of products and sustainability ideologies, Green Haven will be able to attract new customers and reconnect with the current customers. Combined with the subscription-based e-commerce, these solutions directly target dwindling sales by increasing online presence, improving customer engagement, and adjusting to the changing consumer behaviour (Chaffey, 2022).
Both solutions directly solve the issue by boosting online sales, better reaching customers, and changing with the shifting consumer behaviour.
[bookmark: _Toc225291861]3. Evaluation Using PMI Technique
[bookmark: _Toc225291862]Solution 1: E-commerce with Subscription
· Pros: Generates recurring revenue, enhances customer convenience, and retention due to frequent purchases.
· Cons: It needs a lot of initial investment, maintenance expenses and technical skills to develop and manage it.
· Interesting: There is a high prospect of long-term scalability and expansion outside the local market.
[bookmark: _Toc225291863]Solution 2: Digital Marketing Improvement
· Pros: More affordable strategy with greater brand recognition, visibility, and customer interaction.
· Cons: It can be slow to achieve results and needs regular work and content generation.
· Interesting: Helps develop a good brand image and create long-term relationships with customers.
[bookmark: _Toc225291864]3.1 Preferred Solution and Justification
According to the PMI analysis, the solution of choice is the creation of an e-commerce platform with a subscription. Although digital marketing increases visibility, it does not necessarily guarantee sales. By comparison, e-commerce solutions allow direct sales and revenue collection, and subscription-based business models allow a stable stream of income and avoid dependence on unpredictable walk-in clients. The increase in online shopping and the predictability and repeatability of income that subscription models provide make this strategy very topical in terms of the current market situation and sustainable stability in the long term (Arsturn, 2025).
[bookmark: _Toc225291865]4. Risk Analysis
The chosen solution also has several risks:
· Financial Risk: Large start-up costs in developing the website and integrating the system.
· Technical Risk: It can be technical failures, cybersecurity problems, or bad usability.
· Operational Risk: The problems with logistics, delivery times, and subscriptions.
· Market Risk: Uncertainty about whether the customers will adopt the new platform.
Such risks may affect business performance if they are not handled effectively. They can, however, be addressed with proper planning, application of trusted technology, and gradual implementation.
[bookmark: _Toc225291866]4.1 Feasibility of the Selected Solution
The solution is very viable despite the risks involved because there are high market trends which are inclined towards online shopping and subscriptions. Digital platforms help businesses to conduct business across geographical boundaries and improve customer accessibility. Subscription models are gaining popularity due to their predictability with regard to revenue and enhance customer retention. Green Haven will have an opportunity to use its current customers to market the new service. The solution is feasible and practical, with proper risk management measures such as staff training and outsourcing technical development (Patel, 2024).
[bookmark: _Toc225291867]5. Implementation Plan
The introduction of the e-commerce platform must be implemented in a five-phase manner to be effective and reduce risk. Phase 1 (Weeks 1-2) is the planning phase in which customer needs are identified, features of the website are defined, an appropriate budget is set, and the appropriate subscription models are identified. It is a critical phase in order to match the solution to the market demand (OECD, 2024). Phase 2 (Weeks 3-8) is the period of development, which presupposes the hiring of professional web developers to create and develop an easy-to-use and mobile-responsive platform. High-security payment and subscriptions are also incorporated to facilitate easy transactions and customer comfort.
Phase 3 (Weeks 9-10) is about testing, during which usability testing is performed among the chosen customers to find out the technical or operational problems and provide the system with the necessary reliability. Phase 4 (Week 11) The site is rolled out, and promotional activities are conducted through social media and email marketing to get customers in and raise awareness. Lastly, Phase 5 is constant monitoring and improvement, where performance indicators like web traffic, conversion rates, and sales are monitored. Feedback from the customers is also processed to improve the platform in the long run. The business owners and external IT professionals share responsibilities, and this will make the implementation efficient and successful (Shaban and Zeebaree, 2025).
[bookmark: _Toc225291868]5.1 Justification of Implementation Plan
A gradual implementation process will be systematic and reduce risks. The planning stage makes things clear, less ambiguous, and the development phase assures technical quality. Testing improves user experience and avoids system failures, and marketing launching at launch improves early adoption. Constant observation enables refinement according to facts, and responsibility is well defined, which is a source of accountability. Subcontracting of external specialists balances out inadequate technical expertise within. Such systematic practice enhances the chances of effective implementation and sustainability (Kotler and Keller, 2023).
[bookmark: _Toc225291869]6. KPI and SMART Objectives
[bookmark: _Toc225291870]Key Performance Indicator (KPI):
The main KPI will be the monthly online sales revenue that will directly measure the success of the e-commerce platform and subscription services.
[bookmark: _Toc225291871]SMART Objectives:
· Specific: Boost online sales using the recently designed e-commerce platform.
· Measurable: Increase online sales by 25 per cent within the initial six months of implementation.
· Realistic: It is achievable by enhancing the functionality of the site, easy design, and subscription-based services (OECD, 2024).
· Relevant: Directly relates to the fall in in-store sales and conforms to the evolving consumer buying behaviour (Shaban and Zeebaree, 2025).
· Time-based: Within six months after the launch of the platform, it will be necessary to achieve this to enable monitoring and evaluation of performance.
[bookmark: _Toc225291872]6.1 Monitoring and Evaluation
Website analytics will be used to monitor the KPI by tracking the revenue of online sales, customer interaction, and customer conversion rates. Frequent performance appraisals will be done to compare the actual performance with the 25 per cent growth objective. When the results are not good enough, corrective action will be taken, which may include promotional offers, better functionality of the website, and better user experience. Feedback on customers will also be obtained and analysed in order to determine improvement areas. Regular monitoring is used to maintain the effectiveness of the solution, facilitate the use of data in decision-making, and align with business goals to achieve long-term success (Shaban and Zeebaree, 2025).
[bookmark: _Toc225291873]7. Key Findings
Green Haven Florists have experienced decreased sales owing to the low traffic and increased competition as a result of online stores. This has been mainly caused by shifting consumer behaviour and poor digital abilities (Chaffey, 2022). Two possible options were considered: the creation of an e-commerce platform and subscription services, as well as the improvement of digital marketing strategies. PMI showed that the most efficient e-commerce platform is based on subscriptions, which ensures stable revenue and customer retention (Laudon and Traver, 2021). Despite these risks, they can be addressed by proper planning. The step-by-step implementation will guarantee successful implementation, whereas KPIs and SMART goals will make it possible to track performance and promote long-term growth and sustainability.
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