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[bookmark: _Toc227846106]1. Introduction
[bookmark: _Toc227846107]1.1 Purpose of the Report
This report focuses on reviewing issues of Green Haven Florists, a tiny flower shop in Norwich, UK. Its business began in 2016 and is reputed to have its own designs and environmentally friendly packaging. Sales in stores have dwindled, and expenses have escalated in the recent past. This has decreased profit; the report presents viable recommendations to enhance online as well as in-store sales (Peinkofer et al., 2022). It is based on the use of basic tools such as grid analysis and risk analysis. There is an identifiable plan that contains tasks and timelines. 
[bookmark: _Toc227846108]1.2 Key Concepts and Definitions
The products are assessed using the weighted factors like the cost, feasibility and the impact on sales through the use of the Grid Analysis. The Risk Analysis determines possible obstacles and creates mitigation approaches that will lead to fewer negative effects. The Implementation Plan outlines activities, schedules, and roles to be undertaken to ensure it is being performed effectively. Key Performance Indicators offer quantifiable information to monitor performance as per the established goals (Aithal and Aithal, 2023). SMART goals are specific, measurable, attainable, relevant and time-bound, which offer specific targets to gauge success. 
[bookmark: _Toc227846109]2. Brief Explanation of the Specific Business Problem
[bookmark: _Toc227846110]2.1 Overview of Green Haven Florists
Green Haven Florists is a local store in Norwich, owned by Liam and Priya Patel. It provides quality floral designs and eco-friendly packaging, and personal service. The company caters to walk-in, corporate, and wedding customers, establishing a robust local reputation and even early momentum.
[bookmark: _Toc227846111]2.2 Current Challenges
Last year, store sales declined by 30%, which decreased the revenue and cash flow. There was an increase in online sales, but not significantly. The local closures and online shopping trends reduced foot traffic (Post, 2024). Increasing pressures on the overall profitability were heightened by rising flower and sustainability costs.
[bookmark: _Toc227846112]2.3 Customer Feedback and Market Pressure
Customers appreciate quality yet consider the site to be very old-fashioned and inaccessible. They desire improved delivery and subscription (Griffin and Phillips, 2024). Few digital promotions decrease coverage. The entry of new competitors with powerful online presence and at low prices puts pressure on the organisation and forces it to act strategically to remain competitive.
[bookmark: _Toc227846113]3. Suggested Two Alternative Solutions
[bookmark: _Toc227846114]3.1 Solution A: Digital Transformation and E-Commerce Enhancement
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Figure 1: Digital Transformation and E-Commerce Enhancement
Source: Author
Solution A advances the online dimension to enhance online purchases. A new site will be easy to navigate mobile-friendly and secure. Subscriptions generate predictable revenue. Repeat customers are rewarded by the use of loyalty programs (Sharma et al., 2023). SEO and social media draw exposure. Having flexible delivery means making it convenient. Such a resolution will assist in substituting the in-store purchases and increase long-term growth due to regular interaction online.
[bookmark: _Toc227846115]3.2 Solution B: Local Marketing and In-Store Experience Enhancement
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Figure 2: Local Marketing and In-Store Experience Enhancement
Source: Author
Solution B is aimed at enhancing the local and in-store experience. There will be increased visitors in the form of workshops and seasonal events. Collaboration with local stores enhances publicity. The stylish exhibits feature environmentally friendly products. Employee education raises the level of services. Events are publicised through social media (Hagtvedt and Chandukala, 2023). Loyalty programs are programs that motivate returning customers. Feedback on the customers assists services. This would create a stronger bond within a community and promote incremental growth in in-store sales.
[bookmark: _Toc227846116]4. Evaluation of the Two Solutions
Both solutions were analysed with the weighted criteria of Grid Analysis cost, feasibility, likely impact of sales, rate of implementation and sustainability. Solution A achieved more points in terms of sales impact since the expansion to digital doors is faster to reach a greater number of customers. Solution A has a moderate cost because of the revamping of the websites and online marketing initiatives (Nahorna et al., 2023). Their feasibility is moderate since the implementation of the system requires technical skills. The sustainability is high since subscription services generate forecasted revenues. Implementation is moderate since the development of the site must be thoroughly planned. Solution B rated high regarding its feasibility since activities and events that can be performed in-store are simpler to implement (Yao et al., 2026). Expenses are average since there are workshops and promotional materials. The impact on sales is moderate since it could take longer to see the effect of more people on the revenue. Sustainability is moderating because the local campaigns require ongoing involvement. 
[bookmark: _Toc227846117]5. Justification for Selected Solution
Solution A, digital transformation and enhancing e-commerce, is the best alternative. It solves the falling online sales and offsets the in-store loss of revenue. Grid Analysis puts emphasis on the impact of the sale of goods, sustainability and long-term income generation (Byles and Mohagheghi, 2023). Digital transformation enables quantifiable results in terms of online tracking of orders and subscription measures. Solution B, though advantageous in the local context, is not able to extend to new customers outside the local community. This is the solution in line with the trends of consumer behaviour and enhancing the long-term growth of a business. Digital transformation strikes a balance between short-term revenue takeoff and long-term growth. 
[bookmark: _Toc227846118]6. Risk Analysis of the Selected Solution
There are several possible risks when it comes to implementing Solution A, which need to be mitigated. Website construction delays may slow down the launch and decrease web sales due to technical issues. Development, marketing campaigns and subscription system charges might be higher than the budget, which is a strain. Employees might need further education that can lead to disrupted operational efficiencies. Customers might take longer to adopt the product than projected, and the revenue will be restricted in the short run (Kurniasari et al., 2023). The processing of online payments and information of sensitive customers renders data security of utmost importance. Existing online retailers can decrease the effectiveness of marketing. 
[bookmark: _Toc227846119]7. Plan to Implement the Selected Solution
[image: ]
The implementation plan begins with a decision-making analysis of the existing site and technical specifications. Website redevelopment, digital marketing, and subscription management are planned out with a budget and schedule. Creative and technical quality is guaranteed with the help of external developers and marketing specialists (Chaudhary et al., 2023). Employment Transitioning, this involves the staff being trained to handle online orders, subscriptions, and customer queries. The site will be launched in phases, with the initial phases being basic online ordering and the subsequent integration of subscriptions. To ensure customers are well-informed, marketing campaigns coincide with the launch. 
[bookmark: _Toc227846120]8. Means of Measuring Effectiveness of Implementation
[bookmark: _Toc227846121]8.1 Key Performance Indicator (KPI)
Monthly online orders are the main Key Performance Indicator (KPI) of Green Haven Florists, as they are a direct indicator of the growth of revenues and communication with customers. The KPI assists in gauging the effect of digital modifications on the business (Mahboub et al., 2023). It demonstrates whether the website enhancements, subscriptions, and marketing campaigns are yielding more or if they have to be modified.
[bookmark: _Toc227846122]8.2 SMART Objectives
To attain the KPI, there are SMART objectives that have been defined. Increase online orders by 10% per month in three months after the upgrade of the website and marketing campaigns are implemented. This goal is narrow, as it aims at increasing orders via better functionality of the site and online advertisements. It can be quantified because analytics and sales reports will allow tracking order numbers accurately. The aim is achievable considering the scheduled improvements on user experience, mobile responsiveness, and marketing reach (Madhavan, 2024). It is pertinent, as bringing orders online directly affects the profitability and sustainability of the business in the long term. Lastly, it is time-restricted, and the target will have to be realised after the 12 weeks of implementation.
[bookmark: _Toc227846123]8.3 Monitoring and Evaluation
The process of measuring the effectiveness will be on a weekly basis by measuring the site traffic, subscriptions and internet sales. Surveys will be used to receive customer feedback to understand how satisfied they are and how they are adopting new services (Rantanen, 2025). Trends and conversion rates will guide the marketing strategies, making the campaigns effective and geared towards business objectives. 
[bookmark: _Toc227846124]9. Conclusion
Green Haven Florists experiences diminished sales in stores and increased costs of operations that are endangering its sustainability. Two possibilities were considered, and digital transformation was identified as the best. The solution enhances the potential to generate more revenues online and offers a predictable revenue stream by using subscriptions, as well as ensuring measurable growth. Risk analysis demonstrates that planning, training and monitoring will allow management of challenges. With the implementation plan, execution is structured with responsibilities and due dates clearly defined. The use of KPIs and SMART objectives enables the regular tracking of progress and redesigning of the strategies. 
[bookmark: _Toc227846125]10. Key Findings
· A decrease in the number of in-store sales by Green Haven Florists has been one-third since there is less foot traffic and online competition.
· Increasing costs in operations and sustainability have lowered profitability and placed a large financial strain.
· The customers appreciate quality floral arrangements but demand convenience via use of the internet, flexibility during delivery and subscription services (Madhavan, 2024).
· Two options were taken into consideration, and Grid Analysis showed that digital transformation is more progressive and quantifiable for growth.
· Solution a (digital transformation) offers the most reasonable balance of opportunity to be achieved, cost, and long-term revenue.
· There are risks involved in the implementation, which are acceptable and can be solved with a staged implementation, personnel training, and constant control.
· KPI and SMART goals can be used to undertake a systematic measurement of the solution's effectiveness.
· The report suggests an organized approach that can facilitate sustainable business development and a competitive advantage in the long term.
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[bookmark: _Toc227846128]Appendix 1: Grid Analysis of Alternative Solutions
	Criteria
	Weight (%)
	Solution A: Digital Transformation
	Solution B: Local Marketing & In-Store Experience

	Cost
	20
	3 (Moderate investment needed)
	3 (Moderate cost for events & workshops)

	Feasibility
	20
	3 (Requires technical expertise)
	4 (Easy to implement with existing staff)

	Sales Impact
	25
	5 (High potential for growth)
	3 (Moderate impact on revenue)

	Speed of Implementation
	15
	3 (Requires phased launch)
	5 (Can start immediately)

	Sustainability
	20
	5 (Subscription provides ongoing revenue)
	3 (Dependent on repeated events)

	Total Score
	100
	19
	18


[bookmark: _Toc227846129]Appendix 2: Risk Analysis of Selected Solution
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	Technical failures in website
	Medium
	High
	Hire qualified developers, conduct thorough testing

	Budget overruns
	Medium
	Medium
	Use phased budgeting, monitor expenses weekly

	Staff resistance or training gaps
	Medium
	Medium
	Conduct comprehensive training sessions

	Low customer adoption
	Medium
	High
	Provide tutorials, promote subscription benefits

	Data security issues
	Low
	High
	Implement secure payment gateways, monitor systems

	Competitive pressures
	Medium
	Medium
	Continuous digital marketing, monitor competitors


[bookmark: _Toc227846130]Appendix 3: Implementation Plan for Selected Solution
	Task
	Responsibility
	Timeline
	Notes/Justification

	Analyse current website
	Liam & Priya
	Week 1
	Identify functionality gaps and technical requirements

	Develop website & subscription system
	External developers
	Weeks 2–4
	Ensure responsive design, secure payments, and smooth UX

	Train staff on new systems
	Liam & Priya
	Week 4–5
	Prepare staff to manage orders, subscriptions, and inquiries

	Launch website (phase 1)
	External & Staff
	Week 5
	Begin online orders before subscription rollout

	Launch subscription service
	External & Staff
	Week 6
	Gradually introduce recurring deliveries for predictable revenue

	Launch marketing campaigns
	Marketing Specialist
	Week 5–6
	Promote website, subscriptions, and special offers

	Monitor performance & adjust
	Liam, Priya & Specialist
	Weeks 6–12
	Use analytics to track adoption, sales, and customer feedback


[bookmark: _Toc227846131]Appendix 4: KPI and SMART Objectives
	KPI / Method
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Monthly Online Orders (Main KPI)
	Increase monthly online orders through improved website, subscription services, and marketing campaigns
	Track number of online orders via website analytics and sales reports
	Achievable through website improvements, subscription offerings, and marketing campaigns
	Directly impacts revenue growth, profitability, and business sustainability
	Achieve a 10% increase within 12 weeks from implementation

	Questionnaire
	Collect customer feedback on online ordering experience, website usability, and satisfaction
	Number of completed questionnaires; satisfaction scores
	Target at least 50 respondents online and in-store
	Feedback identifies areas for improvement in the online order system
	Collected within 2 weeks

	Observation
	Observe customer interactions with website and subscription sign-ups
	Count of successful orders, subscription enrollments
	Staff or intern can monitor during peak hours
	Helps identify navigation issues and obstacles in ordering process
	Conducted over 5 business days, 2 hours/day

	Reviews
	Collect online reviews from website and social media platforms
	Number of reviews, average rating
	Publicly accessible; staff can track reviews
	Reviews show customer satisfaction and highlight areas needing improvement
	Monitored continuously for 1 month
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