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[bookmark: _Toc223360305]1. Introduction 
Green Haven Flower is a stand-alone High Street floral retailer that has started to record a serious drop in performance. During the last year, in-store sales have been reported to have reduced by 30%, whereas the online growth has been below the necessary level to cover the losses. The business's competence against digitally developed boutique flower shops, national chains, and the increase in operational costs and weak digital marketing potential are the barriers. According to research, structurally, after the pandemic, the retail situation has shifted toward digital consumption and hybrid purchasing behaviour (Allagiannis et al., 2025). Digital marketing technologies are influencing consumer interactions in a new way (Nassira, 2024). This report measures the strategies to replenish sales growth and competitive positioning.
[bookmark: _Toc223360306]2. Analysis of the Problem 
The downfall of Green Haven is more representative of structural issues that SMEs in the digital transformative process encounter. The OECD (2021) emphasises the fact that most small shops are non-digital and not strategically integrated, which restricts their competitiveness in terms of the latest markets. The decrease of in-store sales by 30% means the decrease of footfall and local interaction, and new competitors use social media and complex ordering systems. The more SMEs did not become digital, the weaker their recovery patterns were when at the junction of the market (Giotopoulos et al., 2022). Also, the determinants of digital transformation, investment readiness, and technological adoption play an important role in ensuring the survival of SME (Clemente-Almendros et al., 2024). Increasing supply and sustainability material expenses exacerbate margins and put an extra burden on the finances. The old-fashioned site, low delivery options and the lack of subscriptions indicate a discrepancy between the demand and the ability of the organisation to serve the customers. Hence, digitally empowered expansion should be placed at the centre of decision-making, allowing such companies to achieve financial sustainability and reasonable risk exposure.


[bookmark: _Toc223360307]3. Proposed Solution 1 
The initial option is a systematic approach to digital marketing with Instagram, targeted advertisement and storytelling of the brand. It has worked out that digital marketing considerably enhances the performance of SMEs due to greater visibility and higher participation of customers (Sharabati et al., 2024). Digital campaigns have the machine effect of increasing brand awareness and purchase intention in the specific case of florist markets (Lamanepa and Hermeindito, 2025). This would overcome the poor online presence of Green Haven and the social media dominance of competitors. The anticipated opportunities are a better brand awareness, more online enquiries, better conversion rates and customer trust, which in turn will lead to sales growth in-store and online.
[bookmark: _Toc223360308]4. Proposed Solution 2  
The second idea is to enhance the e-commerce platform, making it more flexible in terms of delivery and opening the monthly subscription of flowers scheme. E-commerce adoption has a beneficial effect on marketing performance and competitiveness by affecting SMEs (Giang et al., 2025). At the same time, operational performance and revenue increase are supported through structured e-commerce integration (Kalita, 2024). This will deal with the shortcomings of the websites and the lack of consumer demand in terms of convenience. There are benefits such as a consistent flow of revenue, better customer retention, better data collection to make marketing decisions and less dependence on the physical flow of traffic that is reducing. Such a skim strategy reinforces the long-term sustainability with a digital revenue stream.
[bookmark: _Toc223360309]5. Comparison between the Two Solutions
[bookmark: _Toc223360310]5.1 Evaluation Method
Gridding analysis has been chosen to compare the two suggested options since it allows the comparison systematically with weighted criteria, namely cost, anticipated sales effect, complexity of implementation and sustainability. Such an ordered approach will minimise subjective bias and contribute to objective decision-making. The effectiveness of digital retailing is in terms of strategic channel alignment and effectiveness of consumer engagement (Setia et al., 2023). Moreover, organised comparison tools allow making sure that online growth programmes are consistent with the wider concepts of online retail development (Veiga et al., 2024). The entire scoring table is shown in Appendix A.
[bookmark: _Toc223360311]5.2 Evaluation Summary
The results of the analysis in the grid suggest that Solution 2, e-commerce upgrade and subscription, is the most successful one. Though Solution 1 is less costly and more brand visible, its effect on revenue is indirect. Solution 2 offers recurring revenue, better digitalization and better long-term growth prospects, and, thus, is more strategically superior.
[bookmark: _Toc223360312]6. Preferred Solution Selection
In accordance with the results of the analysis of the Grids, Solution 2 is chosen as the preferred strategy. Implementing an improved e-commerce platform with a subscription is a direct solution to the decrease in in-store purchases and the lack of online development by the business. The solution enhances digital capacity, better customer convenience and creates a recurring stream of revenue. With the change in the structure towards online purchasing behaviour and competitive digital pressure, the advantages of upgrading digital infrastructure are more sustainable as a competitive advantage. Although marketing remains critical in the digital technologies, the development of revenue based on organised online transactions is more likely to provide more definite performance results and quantifiable influence.
[bookmark: _Toc223360313]7. Risk Analysis of Selected Solution
The main risks are the low level of digital literacy, difficulties in the implementation of technologies, customer reluctance to the concept of subscriptions and financial resources. Implementation efficiency can be lowered by the absence of digital literacy (Thind et al., 2024). Moreover, the technological integration and consumer trust items can also be barriers to e-commerce and, consequently, can influence the adoption rates (Bao et al., 2025). There is a risk that financial pressure in the development of the platform can have a transitory effect on cash flow. These risks have been assessed in the Risk Matrix (Appendix B) in terms of impact and likelihood. On the one hand, there are moderate operational risks, although none of them is characterised as high-impact and uncontrollable, as long as systematic planning and gradual implementation are involved.
[bookmark: _Toc223360314]8. Feasibility Assessment 
The use of e-commerce is one of the main factors that improve the performance and financial sustainability of SMEs (Idjao and Sudaria, 2025). Digital integration has additionally proven to be beneficial in the sustainability of businesses and financial performance (Purba et al., 2021). The support is possible by means of the gradual investment and possible stabilisation of subscription revenues. It is moderate in terms of operational viability in that it needs to have its websites developed and logistics coordinated, but is within the capabilities of an SME. The concept of human resource feasibility implies rather primitive training in digital than restructuring. The risk exposure can be addressed as manageable, and the results of the positive performance have been observed; therefore, the chosen solution is strategically available, and it complies with the long-term development goals.
[bookmark: _Toc223360315]9. Implementation Plan  
[bookmark: _Toc223360316]9.1 Implementation Steps  
Phase 1: Preparation (Month 1)
Digital audit, package working out subscription packages and budget allocation. Find a website development partner.
Phase 2: Development (Months 2–3)
Improve Web-based functionality, add a payment system and create campaign delivery systems. Design offer tiers and models of pricing.
Phase 3: Launch (Month 4)
New website and subscription strategy. Advertise through special digital marketing and in-store advertising.
Phase 4: Monitoring (Months 5–6)
Track enrolment (subscribers), customer feedback, and conversion. Make decisions on price changes or delivery logistics changes based on performance data.
	Phase
	Key Activities
	Duration
	Responsible

	Preparation
	Audit, budgeting, vendor selection
	1 month
	Owners

	Development
	Website upgrade, subscription setup
	2 months
	Developer + Owners

	Launch
	Marketing campaign + go-live
	1 month
	Marketing Lead

	Monitoring
	KPI tracking and optimisation
	Ongoing
	Owners


Table: Implementation Timeline Overview
Source: Self-made
[bookmark: _Toc223360317]9.2 Justification 
The incremental strategy minimises risk in terms of finances and operations. The preparation facilitates sound decisions, and pre-launch development eliminates service errors. Observing allows adjustments to be based on information. Technical work is outsourced as the owners control strategy and budgeting. This is a well-organised sequence that makes it affordable and feasible for an SME that has a limited resource base. 


[bookmark: _Toc223360318]10. KPI and SMART Objectives
[bookmark: _Toc223360319]10.1 KPI and SMART Objectives
Digital transformation has several positive impacts on the performance of marketing (Amin, Gohar and Ali, 2025). Therefore:
KPI: Percentage increase in monthly online revenue.
SMART Objectives:
· Grow online income by 15 per cent. In six months' operations.
· Bring in 50 active subscription clients in four months.
· Increase the amount of time converted on more websites to 5 per cent in five months.
· When customers abandon their carts, reduce this by 10 per cent in six months.
These are measurable and suitable for digital performance, time-centric, and specific and attainable at the SME level.
[bookmark: _Toc223360320]10.2 Monitoring and Control 
Online income will be tracked with the help of monthly financial reports and web analytics dashboards. Review of subscription enrolment and conversion rates will be on a monthly basis. In case the growth targets decline to less than 5% in a month, price, promotional strategies or optimisation of the websites would be resorted to. The strategic alignment and financial stability will be evaluated during quarterly performance reviews. Active and systematic monitoring of data will guarantee responsiveness in the decision-making process and risk reduction. Performance norms permit corrective response, prolonged poor performance is avoided and structured, evidence-based control over management is supported.
[bookmark: _Toc223360321]11. Conclusion
The deterioration of Green Haven is due to the digital-level disruption and increased competition. A subscription-based e-commerce upgrade will be able to provide recurring revenue, quantifiable growth and better competitiveness by being organised in a manner that allows performance monitoring and risk control for managers.
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[bookmark: _Toc223360324]Appendix A – Grid Analysis
Evaluation Criteria and Weighted Scoring
	Criteria
	Weight (1–5)
	Solution 1: Digital Marketing Strategy (Score 1–5)
	Weighted Score
	Solution 2: E-commerce Upgrade + Subscription (Score 1–5)
	Weighted Score

	Implementation Cost
	4
	4
	16
	3
	12

	Impact on Sales Growth
	5
	3
	15
	5
	25

	Implementation Complexity
	3
	4
	12
	3
	9

	Long-term Sustainability
	5
	3
	15
	5
	25

	Competitive Advantage
	4
	3
	12
	5
	20

	Total Score
	—
	—
	70
	—
	91


Interpretation
Solution 2 obtains a much higher total weighted score (91) than Solution 1 (70), showing excellent strategic alignment, larger contribution to the revenue and better long-term sustainability. 
[bookmark: _Toc223360325]Appendix B – Risk Matrix
Risk Assessment of Selected Solution (E-commerce + Subscription Model)
	Risk
	Likelihood (Low/Medium/High)
	Impact (Low/Medium/High)
	Risk Level
	Mitigation Strategy

	Limited digital skills
	Medium
	Medium
	Moderate
	Basic digital training + outsourced developer

	Website technical issues
	Medium
	High
	Moderate
	Professional testing before launch

	Low subscription uptake
	Medium
	Medium
	Moderate
	Introductory discounts + promotion

	Financial strain during setup
	Low
	Medium
	Low
	Phased investment approach


Interpretation
There are no high risks under the high category. Planning, outsourcing and phased budgeting are all ways of dealing with all the identified risks.
[bookmark: _Toc223360326]Appendix C – Implementation Timeline
Structured Implementation Plan
	Phase
	Activities
	Timeframe
	Responsible Party

	Preparation
	Digital audit, budget allocation, subscription design
	Month 1
	Owners

	Development
	Website upgrade, payment integration, delivery scheduling
	Months 2–3
	External Developer + Owners

	Launch
	Website launch, subscription rollout, marketing campaign
	Month 4
	Marketing Lead

	Monitoring
	KPI tracking, subscription review, system refinement
	Ongoing
	Owners
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