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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists is a small independent business in Norwich known for bespoke floral arrangements and sustainable practices. However, the business has experienced a 30% decline in in-store sales due to reduced high street footfall and increased online competition. The root problem is the company’s lack of digital adaptation, particularly its outdated website and limited online services. This reflects wider trends in consumer behaviour, where customers increasingly prefer online shopping (Statista, 2024). Additionally, weak digital marketing and rising costs further reduce competitiveness, limiting the business’s ability to respond effectively to market changes (Kotler and Keller, 2016).
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal
This solution involves developing a modern, mobile-friendly website with improved navigation, secure payment systems, and features such as subscription services and flexible delivery options. A strong e-commerce platform enhances customer experience and increases conversion rates (Laudon and Traver, 2021).
This directly addresses the root problem by improving online accessibility and aligning with digital consumer trends. Subscription services can also generate recurring revenue, improving long-term financial stability (Chaffey, 2022).

Solution B Proposal
This solution focuses on implementing a structured digital marketing strategy, including social media marketing, targeted advertising, and search engine optimisation (SEO). These tools are effective in increasing brand visibility and customer engagement (Chaffey, 2022).
While this approach can attract new customers, its success depends on the effectiveness of the website in converting traffic into sales. Without a strong digital platform, marketing efforts may not achieve maximum impact (Kotler and Keller, 2016).

Task 3b) Evaluation Results and Justifications
Based on the PMI analysis (Appendix 1), Solution A is the most appropriate option. The evaluation criteria included cost, impact on sales, feasibility, and long-term sustainability, with greater weighting given to impact and sustainability as these are critical to business success (Porter, 2008). While Solution A has higher initial costs, it offers greater long-term value and scalability. In contrast, Solution B is more affordable but less effective in generating direct sales. Therefore, Solution A is justified as it addresses the root problem more effectively and supports sustainable growth.
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The risk analysis (Appendix 2) identified financial, technical, and operational risks. These were evaluated based on likelihood and impact, which is a common risk assessment approach (Hopkin, 2018). Financial risk was given greater weighting due to the business’s declining revenue. However, this risk can be reduced through phased investment and careful budgeting. Technical risks can be mitigated by hiring experienced developers. Overall, despite some risks, the likelihood of failure is low, making the solution reliable and manageable.

Task 5b) Justifications for the Implementation Plan
The implementation plan (Appendix 3) follows a structured project management approach, including planning, development, testing, and launch phases. This sequence ensures efficiency and reduces the likelihood of errors (Kerzner, 2017). Responsibilities are clearly divided between the business owners and external developers, ensuring appropriate expertise is applied. The timeline allows sufficient time for testing before launch, reducing operational risks. This structured approach increases the chances of successful implementation.
Task 6b) Justifications for the KPI and SMART Objectives
The selected KPI, an increase in online sales revenue, is appropriate as it directly measures the success of the proposed solution. KPIs are essential for tracking performance and supporting decision-making (Kotler and Keller, 2016). The SMART objective (increase online sales by 25% within six months) follows a recognised framework for effective goal setting (Doran, 1981). This ensures the objective is clear, measurable, and achievable, allowing the business to monitor progress and adjust where necessary.
Task 7) Key Findings
· The main issue is Green Haven’s weak digital presence and inability to adapt to online consumer behaviour.
· Declining foot traffic and increased competition have significantly reduced sales
· Website redesign is the most effective solution due to its direct impact on revenue generation.
· Digital marketing alone is insufficient without a strong online platform.
· Risks associated with the solution are manageable with proper planning and expertise.
· A structured implementation plan and clear KPI ensure measurable success and long-term sustainability.

Reference List 
Chaffey, D. (2022) Digital Marketing: Strategy, Implementation and Practice. 8th edn. Harlow: Pearson.
Doran, G.T. (1981) ‘There’s a S.M.A.R.T. way to write management’s goals and objectives’, Management Review, 70(11), pp. 35–36.
Hopkin, P. (2018) Fundamentals of Risk Management: Understanding, Evaluating and Implementing Effective Risk Management. 5th edn. London: Kogan Page.
Kerzner, H. (2017) Project Management: A Systems Approach to Planning, Scheduling, and Controlling. 12th edn. Hoboken: Wiley.
Kotler, P. and Keller, K.L. (2016) Marketing Management. 15th edn. Harlow: Pearson.
Laudon, K.C. and Traver, C.G. (2021) E-commerce: Business, Technology, Society. 16th edn. Harlow: Pearson.
Porter, M.E. (2008) ‘The five competitive forces that shape strategy’, Harvard Business Review, 86(1), pp. 78–93.
Statista (2024) Online shopping trends in the United Kingdom. Available at: https://www.statista.com (Accessed: 20 March 2026).


























Appendices




















Appendix 1 – Task 3a

PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Improves user experience
+5
	High initial cost
-4
	Long-term scalability
+4

	Increases online sales conversions 
+5
	Requires technical expertise
-3
	Supports future marketing
+4

	Enables subscription services (recurring revenue)
+4
	Time-consuming implementation
-3
	Customers data insights
+3

	
TOTAL: +14
	
TOTAL: -10
	
TOTAL: +11



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = (14-10)+11=15


	Solution B

	Plus
	Minus
	Interesting

	Low cost
+4
	Results not guaranteed
-4
	Builds engagement 
+4

	Increases brand awareness
+5

	Requires consistency
-3

	Strengthens brand identity
+4

	Quick to implement
+4

	Depends on website performance
-4
	Targets niche markets
+3

	
TOTAL: +13
	
TOTAL: -11
	
TOTAL: +11


Therefore: Overall Total for Solution B = (13-11) +11=13
De Bono, E. (1992) Serious Creativity: Using the Power of Lateral Thinking to Create New Ideas. London: HarperCollins.



















Appendix 2 – Task 4a

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	Risk Factor = Likelihood X Impact
	What can you do to reduce this risk from happening?
	If it happens – what can you do to minimise the impact?

	1
	High development costs exceeding budget
	3
	5
	15
	Set clear budget and phased implementation
	Reduce features and spread costs over time

	2
	Website technical failure
	2
	4
	8
	Hire experienced developers and test thoroughly
	Fix issues quickly and support customers

	3
	Low customer adoption
	3
	3
	9
	Ensure simple UX and promote website
	


Hopkin, P. (2018) Fundamentals of Risk Management: Understanding, Evaluating and Implementing Effective Risk Management. 5th edn. London: Kogan Page



Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Declining sales due to weak digital presence and an outdated website limiting online engagement.
Name the solution you are implementing: Website redesign and e-commerce optimisation to improve user experience and increase online sales.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	
Planning

	Define website features and budget


	Week 1-2


	Liam and Priya 


	



	2
	
Development

	Build website and payment system


	Week 3-8


	
Web developer

	



	3
	
Testing	

	Test usability and fix errors

	Week 9-10


	
Developer and owners (Liam/Priya)

	



	4
	
Launch
	Go live and promote online


	Week 11

	Marketing and owners (Liam/Priya)


	



	5
	Monitoring
	Track performance and improve
	Ongoing 
	Owners (Liam/Priya)
	


Kerzner, H. (2017) Project Management: A Systems Approach to Planning, Scheduling, and Controlling. 12th edn. Hoboken: Wiley.



















Appendix 4 – Task 6a

The Key Performance Indicator is: 
Increase online sales revenue

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Improve online sales by redesigning the website and enhancing user experience to make purchasing easier





	Increase online sales revenue by 25% using analytics tools



	Achievable through improved functionality and user experience
	Directly addresses declining sales and digital adaptation




	Achieve within 6 months after website launch


Doran, G.T. (1981) ‘There’s a S.M.A.R.T. way to write management’s goals and objectives’, Management Review, 70(11), pp. 35–36.
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