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[bookmark: _Toc214210834]Brief Explanation of the Specific Business Problem 
Green Haven Florists is one of the independent flower shops established in Norwich. The company has recently been facing a significant decline in performance as the in-store sales have gone 30% down during the last year. Customers visiting the in-store have reduced due to new competitors, rapid consumer shifts toward online shopping, and high-street decline. Despite the slight increase in online orders, the company is still failing to meet the expectations of consumers due to its limited delivery options, lower digital visibility, and outdated website. Increasing costs of imported flowers and sustainable materials have also put significant pressure on the brand. Among all these challenges, the core problem can be addressed as the lack of an effective digital presence (Bek and Jones, 2020). 
[bookmark: _Toc214210835]Suggested Alternative Solutions
[bookmark: _Toc214210836]Solution A: Develop an Integrated E-commerce Website and Digital Marketing Strategy 
The first solution includes the redesign of the website with search engine optimisation (SEO), modernising the e-commerce features, streamlining delivery options, and including online payments. It also includes integration of a digital marketing strategy that makes better use of social media, customer engagement tools, and targeted adverts. From research, it is evident that small retailers with stronger online visibility and effective platforms improve revenue stability as well as increase customer reach (Jones and Comfort, 2020). This solution can be considered with the preferences and changing behaviour of the consumers regarding speed, digital shopping, and convenience.
[bookmark: _Toc214210837]Solution B: Introduce Subscription Services and Corporate Partnerships (≈100 words)
The second solution can focus on the introduction of floral subscription packages as well as on the expansion of partnerships with other corporate clients, such as event venues, restaurants, and offices. Subscriptions help in the provision of a predictable monthly income while building long-term customer loyalty (Brown and Wilson, 2019). Corporate accounts, on the other hand, can generate high volume as well as recurring orders, which reduces fluctuations during seasons. These partnerships can also highlight the strengths and sustainable designs of Green Haven. 
[bookmark: _Toc214210838]Justification for Selected Solution
Depending on the PMI Analysis, it is evident that Solution A scored higher than Solution A as it has a great impact on service accessibility, long-term competitiveness, and customer acquisition. Criteria used for this analysis include market relevance, scalability, competitive advantage, customer experience, and most significantly, cost-effectiveness. Customer experience and competitive edge receive higher weighting because of their significance in the digitalised retail environment. Though Solution B also help in improving revenue scalability, it still fails in addressing the core challenges of a lack of digital convenience at Green Haven Florists. Solution A handles the issue related to weak visibility, limited delivery options, and outdated technology, which makes it the most strategic choice.
[bookmark: _Toc214210839]Risk Analysis of the Selected Solution
Solution A, however, has some risk factors. At first, financial risk, which has given upfront investment in digital advertising and website development. The second risk includes technological adoption, as Liam and Priya do not possess significant digital skills, which increases the probability of delayed implementation of the plan. Thirdly, market risk, as online competitors might still outperform Green Haven despite its improvements (Alon et al., 2020). Criteria that have been used for the evaluation of the risks include impact, controllability, cost, and likelihood. Impact weight the highest due to its business-critical characteristics. Hence, the mitigation strategies need to include hiring a professional web developer, implementing phased spending, and investing in short digital-marketing training. Most significantly, this solution is considered to be most reliable as risks are mostly manageable with the help of proper planning and monitoring. 
[bookmark: _Toc214210840]Plan to Implement the Selected Solution 
The implementation plan mostly focuses on logical sequencing. The first and foremost task is to partner with a professional web-development company to ensure technical functions such as updated product catalogues and payment integration. Next, Green Haven needs to create the digital marketing plan, which would be followed by the training sessions for Liam and Priya to understand how to manage basic social media and website updates. After the initial launch, customer feedback collection and test purchases would help in the refinement of the site's usability (Chaffey, 2022). Responsibilities, then, can be allocated depending on the expertise. External professionals would handle technical tasks, whereas the owners would manage customer communication and the content.
[bookmark: _Toc214210841]Means of Measuring Effectiveness 
The key performance indicator (KPI) selected is the online sales conversion rate, as it can help in directly assessing whether the new digital strategy and new website are driving revenue growth or not. The SMART objectives include the improvement of website traffic by at least 40% with the help of social media engagement and SEO, the achievement of a customer satisfaction score of 4.5/5 within three months for online ordering, and increased online sales by 20% within six months. These objectives are time-bound, measurable, and relevant to the resolutions for the core business challenge or problem of Green Haven Florists. Monitoring of the KPIs will include social media insights, online feedback forms, sales performance reviews, and Google Analytics reports.
[bookmark: _Toc214210842]Key Findings
· The main obstacle hindering the recovery of Green Haven is its lack of digital presence, along with an outdated online interface.
· Two solutions have been proposed, and Solution A has been selected as it offers broader strategic benefits as well as aligns properly with the changing experiences of consumers. 
· Risks related to skills, cost, and technology can be properly managed with proper training as well as expert support.
· The implementation plan is significant in establishing a logical structure, which incorporates promotional activities with technical development.
· KPIs and SMART objectives can help in the measurement of improvements in website performance, customer satisfaction, and sales to ensure a clearer assessment of progress.
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Solution A – Integrated E-commerce Website + Digital Marketing
	Plus
	Minus
	Interesting

	Enhances customer reach with the help of online visibility
	Needs upfront capital investment
	Expansion of the market beyond local geography

	Improves customer convenience with the ease of online ordering
	Liam and Priya need to improve their digital skills
	Ability to track consumer behaviour from the analytics

	Gaining a competitive edge against other online florists
	Potential delays due to development issues
	Opportunities for the development of new digital services

	Responds directly to the complaints of consumers regarding the outdated website
	Needs ongoing maintenance
	Could improve the brand identity online

	Supports long-term scalability
	Fluctuating digital advertisement costs
	Increases potential for subscription modules 



Total (P): 5
Total (M): 4	
Total (I): 3
Final Score: +4 for the preferred solution
Solution B – Subscription Services + Corporate Partnerships
	Plus
	Minus
	Interesting

	Strengthens customer loyalty
	Limited impact on digital visibility
	Allows premium pricing for the bespoke designs.

	Builds long-term relationships
	Needs constant management or negotiation
	Could grow via referrals

	Creates stable recurring revenue
	Needs to build partnerships
	Improve business reputation with corporate clients

	Differentiates from low-cost competitors
	Seasonal variations might have an impact on sales
	Potential for a large event-based 



Total (P): 4	
Total (M): 3
Total (I): 3
Final Score is +1
Solution A is considered to be the best selection as it helps to resove the root problem more effectively while delivering higher long-term impact.
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	Description
	Likelihood (1-5)
	Impact (1-5)
	Risk Factor (L*I)
	Risk Reduction Strategy
	Mitigation Strategy

	Overspending on web development
	3
	4
	12
	Set fixed budgets and obtain multiple quotes
	Reduction in spending on marketing temporarily

	Lack of digital skills, increased errors
	4
	4
	16
	Providing basic training on digital technologies
	Outsourcing web updates for the time being

	Website development delays
	3
	3
	9
	Using a contract with clear and fixed timelines
	Launching a minimal website version in the beginning

	Cybersecurity issues on the new platform
	2
	5
	10
	Usage of secure hosting and SSL encryption
	Hiring IT support for restoring the system

	Weak online engagement despite the development of a new website
	2
	4
	8
	Application of SEO, scheduling social media posts
	Increasing promotional spending for the initial 1-2 months



Highest Risk Factor: Lack of digital skills (16)
Mitigation: Training of the staff and limited outsourcing.
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Problem Solved: Declined sales due to a lack of proper digital presence as well as an outdated website.
Solution Being Implemented: Development of a new integrated e-commerce website along with an improved digital marketing strategy.
	Task (WHEN)
	WHEN
	WHO
	DONE

	Hiring a Professional Web Developer
	Week 1
	Liam and Priya
	√

	Providing a Developer with a product catalogue, content, and branding
	Week 1 – 2
	Priya
	√

	Building an e-commerce website with delivery options, SEO, and a payment gateway
	Week 2 – 5
	Web Developer
	√

	Setting up social media marketing plan (TikTok, Facebook, Instagram)
	Week 3 – 6
	Liam
	√

	Testing usability of the website, run trial errors to evaluate and fix the issues
	Week 5 - 6
	Liam, Priya, and Web Developer
	√

	Training of the staff on digital technologies (Posting content + website updates)
	Week 7 
	Digital Consultant 
	√

	Official launch of the website and promotional campaigns
	Week 7
	Liam and Priya
	√

	Monitoring analytics as well as checking consumer feedback weekly
	Ongoing
	Liam
	-



Reasoning: The sequence starts moving from the Technical setup → Marketing → Testing → Launch → Monitoring. These tasks combine owner involvement with external expertise for better sustainability.
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Key Performance Indicator (KPI): Online Sales Conversion Rate (%)
	SMART Criteria
	Detail

	Specific
	Increasing the proportion of the website visitors who decide to purchase

	Measurable
	Tracking conversion rate, customer feedback, and website traffic

	Attainable
	From the averages in the industry, it can be seen that SEO has helped in gaining a competitive advantage and enhancing usability.

	Relevant
	Directly linked to resolving the issues related to declining sales and digital visibility.

	Time-Bound
	Achievement of at least 20% increase within the next six months of the launch of the website.
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