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[bookmark: _Toc224674693]1. Introduction and Overview
Green Haven Florists is a small independent flower shop that is based in Norwich, UK. The company earned its reputation based on good quality floral arrangements, the use of sustainable methods and good relationships with the community. Nevertheless, the company is in the midst of an acute loss of performance. Within the last year, in-store sales have declined by 30 percent and customer footfall is greatly reduced. This is largely due to a growing competition brought about by the emergence of online flower delivery services and consumer purchasing behaviour.
Customers have come to love convenience, low pricing and speed of delivery promised by giant online stores. Meanwhile, the performance of the competitive form of Green Haven is hindered by the old-fashioned web design and the lack of a strong digital presence at the same time. Bezes (2024) states that small non-corporate owners have to go digital to be competitive in the contemporary markets. Thus, the central issue is related to the inability of the company to implement the digital transformation, which has a direct influence on both the revenues and customer engagement.


[bookmark: _Toc224674694]2. Proposed Solutions
Solution 1: Development of an E-commerce Website
The solution that would alleviate the first issue is to create an e-commerce site that is user-friendly and modern. This would enable the customers to view products online, make orders, and even pay using this platform. Mobile compatibility, the delivery options (not taking more than a day), and simple navigation are features that would enhance the customer experience.
The problem of an outdated site and poor online capabilities is directly solved with this solution. According to the research conducted by Salah and Ayyash (2024), the adoption of e-commerce has a significant positive impact in terms of marketing performance and reaching customers by small businesses. With the given solution in place, Green Haven will be able to draw in an even greater number of online clients, boost sales, and compete with bigger retailers on equal terms.
Solution 2: Social Media Marketing and Subscription Service
The second option is to implement a powerful social media marketing concept with a flower subscription service. Online sources like Instagram and TikTok can be employed to display the floral designs, promotions, and experiences of the customers. Moreover, an effective way of generating a consistent flow of revenues can be having monthly subscription packages to individual homes and offices.
This solution is seen as concerned with an enhancement of customer interaction and brand visibility. The research by Matosas-Lopez (2024) has identified that there is a strong correlation between social media use and revenue increase in SMEs. Thus, this planning will assist Green Haven to maintain a better relationship with the customer and gain more repeat purchases.
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[bookmark: _Toc224674696]3a. Evaluation of Proposed Solutions (PMI Analysis)
Solution 1: E-commerce Website
· Plus: Increases the number of customers, enhances convenience and boosts sales opportunities.
· Minus: It needs initial capital and technical know-how.
· Interesting: opens the prospect of digital expansion and collaboration in the future.
Solution 2: Subscription and Social Media
· Plus: Improves brand awareness, expansion and consumer interaction.
· Minus: Immediate outcomes might require time and be based on the quality of content.
· Interesting: The creation of long-term customer loyalty via subscriptions.
[bookmark: _Toc224674697]3b. Preferred Solution
According to the analysis, the solution that should be applied is the creation of an e-commerce site. Such an option directly responds to the major weakness of the company, the absence of an online presence and digital involvement. Using a convenient and easy-to-use platform will allow Green Haven Florists to access more customers and enhance convenience for the consumers. As the SMEs that embrace digital platforms have elevated accessibility and enhanced customer engagement, Ballerini et al. (2023) suggest that digital platforms improve the performance of the SME. Thus, this solution will not only provide short-term sales expansion but also a competitive edge in the digitalised retailing arena.
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The solution chosen has a number of dangers to Green Haven Florist. The cost of developing the websites and maintenance presents a financial risk. During system implementation and integration, there can be technical problems. On top of that, employees might not have the required computing skills to handle the platform. Certainly, there is also the threat of customers taking too long to use the new online system.
[bookmark: _Toc224674700]4b. Feasibility Analysis
[bookmark: _Toc224674701]The solution is also sustainable even with these dangers. Mkansi (2022) explains that the small retailers benefit in the long run since initial expenditures incurred during the adoption of e-business (profits). Green Haven can alleviate the threats by contracting the services of expert developers, employee training and gradual roll out of the system. The solution is real to the current trends and expectations in the market. The business would be in a position to realise and sustain the e-commerce platform through adequate resources allocation and planning.
5. Implementation Plan
[bookmark: _Toc224674702]5a. Implementation Steps
The implementation of the e-commerce site has to be done meticulously. First, the site will have to be designed and constructed by a professional web developer or digital agency outsourced to create the site by Green Haven Florists. The design must also be user experience, mobile responsive and easy navigation focused as a tool to guarantee convenience to the customers.
Second, secure internet payment system should be integrated to allow the customers to have secure operations. These are card payments and other internet payment systems. Third, the site must be extremely user friendly by posting and categorising all the products, types and delivery services.
This is to be accompanied by employee training where the employees are trained to handle orders, update product listing and have the capacity to effectively respond to customer orders. After this, the site should take a testing phase during which all the technical issues should be identified and their resolutions found prior to the roll out.
Finally, a promotional marketing campaign should be applied to the site after its publication, by means of the social media, email promotion, as well as in-store marketing. This synergizing approach can help to improve connectionance attention and relation with customers.
[bookmark: _Toc224674703]5b. Timeline and Responsibility
The process will be carried out in a time span of around 12 weeks. The business owners will put emphasis on planning and recruiting a competent web developer in the first two weeks. The design and development of the website will be done in weeks three through week five, with payment implementation and product setup occurring in week six.
Weeks seven and eight will be dedicated to staff training and system testing to make sure that it works well. Week nine will be the official launch of the website. Marketing will be carried out between weeks nine and twelve after the launch to market the platform and gain customers.
The task will be distributed among the various stakeholders. Planning and decision-making, technical development will be managed by the business owners and staff members, respectively, and daily operations and interaction with customers. The management will perform continuous monitoring in order to achieve performance improvement and long-term success.


[bookmark: _Toc224674704]6. KPI and SMART Objectives
[bookmark: _Toc224674705]6a. Key Performance Indicator (KPI) and SMART Objectives
	Element
	Description
	How it can be Achieved

	KPI
	Increase online sales by 25% within six months.
	Introduce an easy-to-use website, advertise with the help of digital marketing and provide delivery.

	Specific
	Launch a fully functional e-commerce website.
	Create a mobile-friendly website with visible product listings and navigation.

	Measurable
	Achieve a 25% increase in online sales
	Monitor sales data, website traffic and conversion rates with analytics.

	Achievable
	Use existing customer base and digital marketing tools
	Reach existing customers by emailing, promoting via social media, and offering discounts.

	Relevant
	Supports business growth and competitiveness
	Match business requirements with websites.

	Time-bound
	Achieve results within six months
	Establish goals on a monthly basis and review them on a regular basis.


[bookmark: _Toc224674706]6b. Monitoring and Evaluation
To determine the effectiveness of the e-commerce platform, key performance indicators to be studied and evaluated will include the level of traffic, the rate of conversion, and customer reactions on the site. These indicators will help to gain in-depth information on customer behaviour and the general business performance. Ascani and Ancillai (2026) note that excellent performance measurement is the key to assessing the digital marketing strategies and enhancing organisational performance. Hence, data-driven decision making, identification of areas of improvement, and customer experience improvement will be facilitated at Green Haven Florists upon continuous analysis of these indicators. This continuous assessment will make sure that the business is flexible enough in terms of adapting the strategies, and it can optimise performance and attain sustainable growth in the long term.


[bookmark: _Toc224674707]7. Key Findings
· Green Haven Florists is experiencing a drop in sales because of low digital presence.
· The behaviour of customers has changed to online buying and convenience services.
· In-store customer traffic has been lowered due to strong competition from online retailers.
· Two strategic options were found to enhance performance and competitiveness.
· The best solution was chosen as the e-commerce site development.
· This solution directly deals with the problem of accessibility, convenience, and market coverage.
· The other risks, like cost and technical risks, can be handled through effective planning.
· Implementation and staff training should be structured to be successful.
· KPI and SMART goals guarantee the existence of measurable results.
· Digital transformation is beneficial to long-term sustainability and business expansion in the future.
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Appendix 1: Implementation Timeline for E-commerce Website
	Phase
	Activity
	Description
	Responsibility
	Timeframe

	Phase 1
	Planning & Requirement Analysis
	Determine website requirements, functionality, and cost.
	Owners + Consultant
	Week 1

	Phase 2
	Hire a Web Developer
	Choose and hire an agency/developer.
	Owners
	Week 2

	Phase 3
	Website Design & Development
	Design, layout, mobile design.
	Developer
	Weeks 3–5

	Phase 4
	Payment Integration
	Install safe payment solutions.
	Developer
	Week 6

	Phase 5
	Product & Delivery Setup
	Upload products and define delivery options
	Staff + Developer
	Week 6

	Phase 6
	Staff Training
	Form training on system usage.
	Manager
	Week 7

	Phase 7
	Testing
	Determine and correct technical problems.
	Developer + Staff
	Week 8

	Phase 8
	Website Launch
	Attained the actual launch of the platform.
	Owners
	Week 9

	Phase 9
	Marketing Campaign
	Advertise through social media, email and in-store.
	Marketing Team
	Weeks 9–12

	Phase 10
	Monitoring
	Measure performance and make systems better.
	Management
	Ongoing


Appendix 2: PMI Analysis of Proposed Solutions
	Solution
	Plus
	Minus
	Interesting

	E-commerce Website
	Expands reach, improves convenience, increases sales
	High cost, technical expertise required
	Enables digital growth and partnerships

	Social Media & Subscription
	Improves visibility and engagement
	Time-consuming, depends on content quality
	Builds loyalty and recurring revenue




Appendix 3: KPI and SMART Objectives
	Element
	Description
	How Achieved

	KPI
	Increase online sales by 25% in six months
	Website launch + digital marketing + delivery services

	Specific
	Launch e-commerce website
	Develop a mobile-friendly platform

	Measurable
	25% sales increase
	Use analytics tools

	Achievable
	Use existing customers
	Email + social media marketing

	Relevant
	Supports business growth
	Align with strategy

	Time-bound
	6 months
	Monthly performance tracking
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