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[bookmark: _Toc23436]1. Introduction
Green Haven Florists is a family-owned floral business located in Norwich, United Kingdom which provides bespoke floral designs to individual customer, corporate clients, and matrimonial customers. Founded in 2016, the venture has developed an impressive reputation in the local market with the basis of creative design, high quality and environmental-friendly practises (Kotler, Armstrong and Opresnik, 2021). However, the company has experienced a strong deterioration in brick-and-mortar sales within the last annum, which is explained by the increased operational costs, the heightened competition, and the changed consumer behaviour. This report also attempts to unpack the organisational dilemma, analyse other remedial options, evaluate their feasibility and come up with a realistic implementation pathway that can be followed to regain profitability and market position.
[bookmark: _Toc22889]2.Business Problem  
The entity has seen its physical storefront sales being cut by 30% in the last one year despite a slight growth in e-commerce transactions. Inside green haven flower, the company is facing outdated promotional strategies, limited online presence, and poor inventory management. Outside, the death of nearby retailers operating in high-street, the domination of online shoppers selling flowers, and a shift in consumer behaviour towards convenience and affordability have worsened the situation (Nwankwo & Kanyangale, 2022). More so, the increasing prices of imported florals, such as orchids and tulips, alongside the financial strain of maintaining environmentally friendly packaging has decreased bottom lines (GOV.UK, 2024). Although the managerial sphere has little power over the external pressures, the internal inefficiency can offer the possibility of strategic realignment to turn the negative performance trend and retain the organisation on the upward curve (Kerzner, 2023).


3. [bookmark: _Toc917]Alternative Solutions  
3.1 [bookmark: _Toc28729]Solution 1: Digital Transformation
To digitalise its operations, Green Haven Florists will have to redesign its webpage to introduce online ordering and subscriptions, provide click-and-collect and same-day delivery services, introduce the systems of digital collections, and use online payment and own database of customers.  
Benefits: the strategy will increase marketing / convenience, correspond with what consumers like in online purchases, contribute to brand modernisation (Kotler, Armstrong and Opresnik, 2021), generate several revenue sources due to the presence of subscription models, and can be used to optimise customer information in future marketing.  
Cons: initial costs in the website and IT infrastructure, employee training needs on digital tools (Kerzner, 2023), maintenance and technology expenses and the danger of underperforming in case the digital strategy is not implemented well.
[bookmark: _Toc9607]3.2.  Solution 2: Marketing & Customer Engagement Strategy
The business can increase its brand visibility through social media activities, like using Instagram and Tik Tok, local community initiatives, loyalty initiatives, and collaborate with hotels, wedding agencies, and businesses.
Benefits: The approach is likely to solidify customer engagement and customer loyalty, enhance brand recognition in a competitive market, capitalise on existing network communities, and less initial investments made in digital infrastructure in comparison to digital investments in infrastructure.
Drawbacks: Marketing activities usually lead to a leaves of time between conversion into sales; they demand a specific budgetary allocation and special persons (Nwankwo and  Kanyangale,  2022); the results are infamously hard to measure and monitor in a systematic way; and the most important is that it does not solve the fundamental issue of a weak online appearance.
4. [bookmark: _Toc7646]Evaluation of Solutions (PMI Analysis)
[bookmark: _Toc3650]4.1. Solution One: Digital transformation.  
The beneficial dimensions are a fast expansion of the market coverage, adherence to the current ways of consumer shopping, scaling of potential, and the ability to get online orders that used to be redirected to the competitors. This strategy aims at the customer pain points that have been defined in terms of functionality and digital accessibility of Web sites. Additionally, online platforms also create good customer data analytics thus making the marketing optimisation based on customer data in the future.  
The negative aspects include large initial capital outlays in the development of web sites, continuous online marketing costs, the need to acquire new skills and the likelihood of retraining the personnel and the risk of competing with the existing national online retail business that has greater resources and brand name. The level of implementation is very high and it may take long before returns are realised.  
Alongside these aspects, some interesting factors arise, such as new marketing opportunities through digital channels that emerge, the chance of increased customer interaction through personalised digital experiences and opportunities of generating revenues based on subscriptions with the benefits of a stable and predictable income.  
[bookmark: _Toc2640]4.2. Solution Two: Marketing & Customer Engagement Strategy  
Some of the positive dimensions in this category include the ways in which they can capitalise on their current competitive advantages without the need of heavily investing in technology, ensuring higher profit margins through premium pricing, adherence to founding values and sustainability promise of the business and ensuring greater customer relationship by providing them with a personalised level of service. This strategy also involves less use of capital as compared to the digital transformation.  
Negative aspects include a major decline in the size of the addressable market, the risk of alienating the customers in case existing market-wide clients understand premium repositioning as an act of rejection, susceptibility to economic cycles that impact up-market consumer disposable income, and the difficulty of executing the quantity of sales required to sustain the business in case market reach becomes too limiting.  
Lastly, the opportunities that are worth mentioning comprise establishing special collaborations with sustainability-oriented organisations, establishing high quality experiences that blend products and educational materials on sustainable floristry, and gaining media coverage and leadership roles among environmental circles.

	Solution
	Plus
	Minus
	Interesting

	Digital Transformation
	Expanded online sales; subscription model; modern brand image; aligns with consumer behaviour; scalable growth potential
	High initial cost; staff training required; ongoing technology maintenance; competitive risk from established online retailers
	Potential for partnerships with delivery services; opportunities for data-driven personalisation; integration with emerging technologies

	Marketing & Engagement
	Increases brand awareness; strengthens customer loyalty; builds on existing community connections; lower initial investment
	Slow impact on sales; resource intensive; difficulty measuring ROI; does not address underlying digital gaps
	Opportunities for local collaborations; potential for viral social media content; community brand ambassador development


[bookmark: _Toc25130]5. Recommended Solution
Suggested Solution: The best intervention is Digital Transformation. Green Haven can become competitive again by updating the site, introducing online orders, and subscriptions, which will meet current customer demands (Smart Communications, n.d.). This strategy can be strengthened with the help of complementary marketing activities, which will promote engagement and new business. This combined solution is efficient in both reducing internal inefficiencies, as well as responding to the external market pressures (Kerzner, 2023; Huemann and Turner, 2024).
The 30 percent reduction in sales would not be reversible by marketing efforts only but customers seeking online buying opportunities will not be served by competitors in case Green Haven does not offer the same facility. Digital Transformation manages to solve this essential lack, and at the same time provides the opportunity to introduce harmonised marketing strategies that strengthen the updated brand image and encourage clients to use new digital media.
[bookmark: _Toc7036]6. Risk Analysis
	Risk
	Impact
	Likelihood
	Mitigation

	Website fails to attract users
	High
	Medium
	User testing, UX improvements, clear navigation design

	High upfront cost
	Medium
	Medium
	Phased implementation, budget planning, potential for grant funding

	Staff unable to manage new tools
	Medium
	Medium
	Training and technical support, external contractor support

	Delivery delays
	Medium
	Low
	Partner with reliable couriers, monitor logistics, backup suppliers

	Cybersecurity vulnerabilities
	High
	Low
	Invest in secure payment systems, regular security audits

	Slow adoption by existing customers
	Medium
	Medium
	Incentive programs, clear communication of benefits, user support


This risk assessment guarantee active management of expected challenges during implementation (Huemann and Turner, 2024).
[bookmark: _Toc32271]7. Implementation Plan
	Task
	Responsible
	Timeframe
	Resources

	Website redesign and subscription setup
	Owner/IT contractor
	2 months
	Developer, budget, hosting infrastructure

	Staff training on digital tools
	Owner/Staff
	1 month
	Training modules, IT support, ongoing assistance

	Marketing campaign launch
	Owner/Marketing consultant
	1 month
	Social media tools, advertising budget, content creation

	Monitor online orders & subscriptions
	Owner/Staff
	Ongoing
	Analytics software, customer database, performance tracking

	Delivery partnerships establishment
	Owner
	6 weeks
	Logistics planning, courier negotiations, integration


[bookmark: _Toc30510]8. Monitoring & Measuring Effectiveness
The success of the implementation will be tracked by the use of key performance indicators (KPIs): online sales increase and revenue dynamics will be measured at the end of each month against the baseline levels to indicate the effects of the digital channel; subscription sign-ups will be kept track of to determine the use of a recurring revenue model and, by extension, customer behaviours.
Measurement of web site traffic and engagement: The number of visitors, time spent on the site, and conversion rates can be used to measure digital success.
Customer satisfaction and repeat purchase rates: Measure customer loyalty using customer comments and frequency of repeat purchase.
Less wastage of stock in stores: Monitor inventory efficiency gains of stock of improved digital integration through improved demand forecasting.
Cost per customer acquisition: Measure the marketing efficiency by comparing the acquisition cost per channel.
Regular monthly reviews will enable the organisation to make timely changes to operations and marketing (Kerzner, 2023).
9. [bookmark: _Toc1020]Conclusion
The company is experiencing a fall in sales of Green Haven Florists because of the internal inefficiency and external force of competition and changing consumer behaviour. Strategic interventions in digital transformation and marketing using PESTEL and Cause-and-Effects analyses reveal that these challenges can be overcome with the help of the aforementioned strategies. The introduction of a new webpage, online ordering, subscription, and free marketing campaign will bring the business to the modern world, improve the customer activation, and redefine profitability. The solution will be successful and sustainable with the help of effective risk management and KPIs. With both a short-term digital infrastructure enhancement and a long-term marketing campaign, Green Haven can ensure that it becomes a competitive participant in the Norwich retail market at the time kept its unique focus on quality and sustainability.
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