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[bookmark: _Toc454293002]Overview of Green Haven Florists 
Green Haven Florists is a small, independent flower shop in Norwich, known for its personalised bouquets, eco‑friendly packaging, and strong relationships with the local community. Although the shop performed well for many years, it has recently begun to face several challenges. Fewer people are visiting the high street, reflecting wider national trends of declining retail footfall (Hurley, 2025), and competition from large online flower companies has increased. Rising costs of flowers and sustainable materials have also put additional pressure on the business. Customers have highlighted issues such as an outdated website and limited delivery options, indicating that the business needs to modernise in order to remain competitive. 

[bookmark: _Toc464564549]Proposed Solutions and How They Could Help 
[bookmark: _Toc1740891419]Solution 1: Update and Improve the Website
One of the main problems for Green Haven Florists is that their website looks old and isn’t very easy to use. This makes it harder for people to place orders quickly, especially now that most customers expect websites to work smoothly on phones, tablets, and computers (OWDT, 2024). Because the site doesn’t give users a simple and hassle‑free experience, customers can get frustrated and may decide not to finish their order. Redesigning the website with a cleaner layout, easier navigation, and mobile‑friendly features would make it much easier for customers to browse and buy flowers. Adding features such as custom bouquet options, clearer delivery information, and secure payment methods would also improve the online experience. A better website would help the business attract more online sales and make up for the drop in foot traffic.
[bookmark: _Toc741742600]Solution 2: Launch a Flower Subscription Service
Another useful idea is to introduce a subscription service where customers receive flowers every week or month. Many people like the idea of regular flower deliveries for their homes or workplaces, and this fits well with Green Haven’s focus on local, seasonal flowers. A subscription model would give the shop a steady monthly income and help build long‑term customer loyalty. It would also allow the business to plan stock more effectively, reduce waste, and manage costs better. This solution could support both online and in‑store sales by encouraging repeat purchases and offering something different from larger competitors.
 
[bookmark: _Toc1732876642]PMI Evaluation of the Two Solutions
Using the PMI method helps compare the strengths and weaknesses of each idea.
Updating the website has clear advantages, such as making online shopping easier and helping Green Haven compete with larger online florists. However, it may be expensive and time‑consuming to create. The main uncertainty is whether the new website will attract enough extra customers. Even so, having a strong online presence is important for small businesses today (Pumpkin, 2023).
The subscription service also has strong positives, including steady monthly income and increased customer loyalty. It also supports the shop’s eco‑friendly image. However, it requires careful planning, reliable stock, and consistent delivery management. The main uncertainty is whether enough customers will subscribe for it to be successful.
Overall, the PMI results show that both ideas could benefit Green Haven, but updating the website appears to be the stronger option. A modern, user‑friendly website would make online ordering easier and help the shop compete with other online florists. It also directly addresses one of the main issues raised by customers. The subscription service is still a good idea, but it depends heavily on customer sign‑ups and stock availability. The website update offers quicker and broader benefits for the business.
 
[bookmark: _Toc563099000]Risk Analysis of the Selected Solution 
Updating the website comes with several important risks. The biggest risk is the cost, as hiring a professional to design and build a new site can be expensive, especially when the business is already losing income. There is also a time risk, because creating a new website may take longer than expected, delaying the benefits. Another risk is that customers might not use the new site as much as hoped, which would reduce its impact. Finally, there are technical risks, such as glitches or payment issues, which could temporarily affect online orders.
 
[bookmark: _Toc1949081755]Explanation of Results and Feasibility 
The risk analysis shows that updating the website does involve challenges, mainly the cost, the time required, and the possibility of technical problems. However, these risks are common in digital projects and can be managed with good planning and by choosing a reliable web designer. The benefits of a new website such as attracting more online customers, improving the shopping experience, and helping Green Haven compete with larger companies are much greater than the risks. This makes the solution realistic and achievable. With careful planning, a modern website could make a clear and positive difference to the business.
 
[bookmark: _Toc1071213436]Implementation Plan for the Website
To carry out the website update, Green Haven should follow a simple and organised plan. A clear implementation plan helps ensure that website updates are structured and aligned with business goals (Pumpkin, 2023). First, Liam and Priya need to decide exactly what they want the new website to include. This may involve easier navigation, better photos, clearer delivery information and a smoother checkout process. Setting these goals helps guide the whole project and ensures the redesign stays focused on improving the customer experience.
Next, they should find a trustworthy web designer or small agency with experience working with local businesses. Once chosen, they can work together to create a design that matches Green Haven’s style, using natural colours, simple layouts, and high‑quality images of their flowers. At this stage, they can also choose extra features such as a bouquet‑builder tool, subscription sign‑ups, and updated stock information.
After the design is approved, the developer can begin building the site. Liam and Priya should check progress regularly, test pages, and give feedback to make sure everything works properly. Before launching, the website should be tested on phones, tablets, and computers to avoid technical issues. Once the new site goes live, Green Haven should promote it through social media, email updates, and in‑store signs. Keeping the website updated and well‑maintained will help attract more customers over time. Keeping the website updated and well‑maintained will help attract more customers over time, reflecting standard website testing and launch practices (Crocoblock, 2024).
 
[bookmark: _Toc327460803]Reasons for Activities, Timing, and Responsibilities 
The steps in the plan are arranged to make the website update run smoothly. Setting goals first is important because it gives the designer a clear understanding of what Green Haven wants. Choosing a web designer early helps avoid delays later. Designing the layout before building the site makes it easier to make changes without wasting time. Testing is included throughout the process so that any problems can be fixed before the website goes live. Promotion is saved for the end, so customers only hear about the new site once it is fully ready. Liam and Priya make the main decisions, while the designer handles the technical work.
 
[bookmark: _Toc1812859148]KPI and SMART Objectives 
A suitable Key Performance Indicator (KPI) for the new website is the increase in online sales, as this clearly shows whether the update is successful. Green Haven can set the following SMART objectives to measurethe successs of the new website (Doran, 1981).
• 	Specific: Improve the website so customers can order flowers more easily.
• 	Measurable: Increase online sales by 20%.
• 	Achievable: Use a skilled web designer and promote the new site once it launches.
• 	Relevant: Online sales are important because fewer people are visiting the shop in person.
• 	Time‑bound: Reach a 20% increase within three months of launching the site.
Green Haven is currently struggling with reduced footfall and an outdated website that makes online ordering difficult. Customers expect simple, fast online shopping, and many UK shoppers now prefer buying online (Statista, 2023).
The two solutions considered were updating the website and introducing a subscription service. The PMI analysis showed that both ideas have benefits, but the website update offers wider and more immediate impact. Risks include cost, time, and possible technical issues, but these can be managed with good planning. The implementation plan outlines clear steps for design, development, testing, and promotion. The chosen KPI is online sales growth, supported by SMART objectives to measure success.
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