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[bookmark: _Toc214215906]1. Introduction
Green Haven Florists is a small independent small flower shop in Norwich. Quality arrangements and environmentally friendly packaging have helped the business to develop a good reputation since 2016. It has been accustomed to using walk-in customers and good relations with the community. But in the past year, the retail environment has been shifting drastically. Customers have developed a preference towards convenience, reduced prices and delivery flexibility that is offered by online competitors. Consequently, Green Haven Florists is facing severe operational, financial, and competition problems. In this report, I will talk about the problem in the business and the two appropriate solutions.
[bookmark: _Toc214215907]2. Summary of the Business Problem
The lack of profitable sales and profitability in the store is the key business issue. A decrease in foot traffic by Green Haven Florists has been noted to reduce by 30 per cent within the past one year. This is attributed to the reduction of high street action and other surrounding shops being shut down. There is also a high demand among customers to the online flower delivery service, with quick delivery and regular discounts (Cakir et al., 2021). The high prices have added pressure to the budgets particularly of imported flowers and renewable packaging materials. Other aspects of customer review, include an old fashioned site, small delivery self-service, and absence of subscription facilities. All these problems indicate that the existing business model is no longer viable to the current customer expectations or market demands.
[bookmark: _Toc214215908]3. Alternative Solutions
Solution A: Online Growth and Digital Modernisation.
The given solution is aimed at improving the website and additional online ordering, digital marketing, delivery flexibility, and subscription packages. Its goal is to establish a robust online presence that will attract new clients and facilitate contemporary purchasing behaviours (Esvandiari et al., 2023).
Solution B: Local Partnerships and In-Store Experience Improvement.
This solution aims at reinforcing the physical store with workshops, community events, promotions based on the themes of ecology, and partnership with locally-based businesses. The goal is to maximize the number of people visiting the establishment as well as differentiate the business by offering a personalized and communal experience (Hadaś et al., 2024).
[bookmark: _Toc214215909]4. Evaluation of Solutions PMI
The two proposed solutions were compared by a PMI analysis. This is a tool to determine the good, bad, and interesting facts of each option. It also allows making balanced decisions as it demonstrates how every solution solves the business issue.
Solution A: Digital Modernisation and Online Growth evaluation.
Solution A has a number of obvious advantages. It focuses on the issue of old-fashioned site raised by the customers. It is also more convenient with enhanced delivery and subscription (Hadaś et al., 2024). This strategy is a solution that will help the company remain competitive in the long term as customers are increasingly opting to make online purchases.
Nevertheless, there are also drawbacks of Solution A. It involves financial spending on web design and online advertisement. It is also possible that Liam and Priya should be trained to operate new online systems (Harsandaldeep Kaur, 2024). The risk of technical issues in the redesign of the websites is present.
What is interesting about this solution is that it has the potential to make the business reach beyond the local customers. A large online presence has the potential to create more stable and repeat sales.
Solution B: Evaluation: In-store Experience Enhancement and Local Partnerships.
Solution B also has favourable results (Lombardi et al., 2023). It is based on the existing strengths of the shop, including community presence and personal service. Local collaborations and workshops can make the place attractive to environmentally friendly customers and get more flow.
This is, however, a majorly limited option. It fails to react to the significant change towards online shopping. It is not likely to compete favorably with the national chains that have discounts and quick delivery. It may only generate temporary boosts in foot traffic but not permanence.
It is interesting about this solution is that it can be used to reinforce the brand image. It can appeal to the customers who care about the sustainability and community engagement (Pehlivanoğlu and Eymür, 2023).
[bookmark: _Toc214215910]5. Selection of the Most Appropriate Solution
The most suitable approach that Green Haven Florists should use is Solution A, which is a digital modernisation strategy. This solution is a direct response to the transformation in structure of customer behaviour and the retail environment (Pehlivanoğlu and Eymür, 2023). Easy online ordering, flexible delivery, and good online communication are what customers are demanding now. The enhancement of the site and good digital marketing will enable the shop to compete with the online stores and the chains.
This solution also generates new revenue streams through subscription services and corporate packages. Such services may give steady sales and allow not to rely on passersby. Even though Solution (Pehlivanoğlu and Eymür, 2023) A will need investment and training the benefits in the long term are higher than the risks. It has also been found that digital transformation enhances small retail businesses competitiveness, efficiency, and customer satisfaction.
Solution B looks at the in-store experience but fails to address the primary cause of decreasing sales, which is decreased foot traffic and the transition to online shopping (Pehlivanoğlu and Eymür, 2023). Solution A is therefore the most appropriate strategy since it would promote long-term sustainability, enhance customer convenience, and in line with current market trends.
[bookmark: _Toc214215911]6. Risk Analysis of the Selected Solution
Financial Risk
The digital modernisation plan will entail spending on the development of the websites, promotional tools, and enhancements on the delivery (Piracci, Fabio Boncinelli and Casini, 2023). This poses the risk that the costs could be above the budgeted cost. Cash flow pressure may increase in case the increase in sales is not rapid.
Technical Risk
The redevelopment of the websites can cause technical issues, including malfunctions of the systems or slow accessibility (Shi, Zhou and Jiang, 2019). All these problems can interfere with online orders and have a harmful impact on customer experience. The new digital system could also have fewer trusts due to technical failures.
Skills and Knowledge Risk
Liam and Priya are at a low level of digital marketing at present. They will not be able to cope with online campaigns or cope with the new features of the website without proper training. This may decrease the efficiency of the modernisation strategy.
Customer Acceptance Risk
There is a possibility of having long-term customers who prefer traditional in store purchases. They might require explicit instructions regarding the use of online ordering. Any abrupt digital transformation may disorient some clients, in particular, the older generations.
Operational Risk
We should expand the delivery services and improve the scheduling. The team might have complications with making deliveries during busy seasons (Shi, Zhou and Jiang, 2019). These issues would result in customer grievances and work pressure.
[bookmark: _Toc214215912]7. Implementation Plan
The solution A implementation plan is progressive and is implemented in phases to minimize disruption and facilitate successful change. It is suggested to have a six month plan to ensure gradual progress and successful tracking.
Month 1: Planning and Preparation.
Month one is paid to the organisation of resources and project requirement validation. Liam and Priya ought to outsource a professional web development firm. They have to also evaluate the present digital vulnerabilities, and develop an achievable budget. This stage of planning minimizes delays in the future.
Month 2-3: Website develops and system set up.
The site will need to be re-designed to have a simpler navigation, safe payment method, subscription plan, and delivery orders. The design should be in line with the eco-friendly nature of the brand. During development, one should test to find out the errors at an early stage.
Month 3-4: Release of Digital Marketing.
At this stage, the initial marketing efforts ought to commence on Instagram and Facebook. The frequent posting of contents will assist in attracting new customers. Paid advertising may advertise other features like environmentally-friendly packages and customized packages. Email marketing can also support the launch.
Month 4-5: Testing and Soft launching of staff.
The employees are to be trained in terms of handling online orders, addressing online requests, and posting (Wandosell et al., 2021). Soft launch will enable actual customers to test the website. They can feed back on the final improvements before the complete launch.
Month 6: Complete Launch and Promotional Offers.
The last month will involve the actual introduction of the enhanced digital platform. First time discounts can be used to lure new online buyers. The company will be able to advertise more subscription and wedding packages to generate sales over the long term. Close observation should also be taken during this period on delivery performance.
[bookmark: _Toc214215913]8. Measuring Effectiveness
Sales Performance Metrics
The comparison of monthly sales information should be performed pre and post implementation (Esvandiari et al., 2023). These comprise online and offline retailing. Online orders will be increased and it will mean that the customers are reacting well towards the new site and the new delivery options.
Website Analytics
Analytics tools should be used to review traffic to the websites, bounce rates, and the conversion rates (Wandosell et al., 2021). Increased number of visitors and more confirms received in relation to order will indicate that the new site is performing as anticipated. Monitoring of user behaviour will also identify areas that should be improved.
Customer Feedback and Customer Satisfaction
The surveys, online reviews, and direct comments should be used to monitor how customers react to the new digital features. Positive feedback will enable ascertainment that the customers feel more easy to use the site. The feedback will be negative showing areas where more changes will be required.
Social Media Engagement
Instagram and Facebook: Participants are to be measured based on the number of followers, comments, likes, and click-through rates. Such intensive involvement shows that the digital marketing activities are achieving the target audience and generating interest.
Subscription Uptake
The customers who subscribe to floral packages should be monitored with time. The number of subscriptions will grow steadily and generate stable revenue and demonstrate that convenience is appreciated among the customers (Esvandiari et al., 2023).
Delivery Performance
The time of delivery, accuracy, and customer complaints need to be tracked. The efficiency of delivery will be improved and this will help the business to have a good reputation as well as ensuring customers become loyal.
[bookmark: _Toc214215914]9. Conclusion
The declining foot traffic, escalating costs, escalating competition and poor digital ability are all posing a severe business problem to Green Haven Florists. The existing business model is not in conformity with customer expectations and trends in modern retailing. We considered two potential solutions: digital modernisation and enhancing the in-store experience. The PMI evaluation tool revealed the digital modernisation strategy to be the best. It is a solution that directly addresses the trend of online purchases and offers scope for growth in the long run.
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