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Brief Explanation of the Specific Business Problem
Green Haven Florists has faced a 30% drop in in-store sales due to less high-street footfall, rising flower costs, and stronger competition from online retailers. Customer feedback shows the website is outdated, hard to use, and does not support flexible delivery options. Although online orders have increased slightly, they do not make up for the loss in physical sales. Liam and Priya also struggle with digital skills, which limits their visibility compared to competitors. The specific problem this report focuses on is the poor and outdated digital presence, which prevents the business from attracting and converting online customers.



Suggested Two Alternative Solutions
Solution A Proposal
Solution A is to redesign Green Haven’s website so customers can easily browse products, order online, and book deliveries. This would include better photos, a faster checkout, mobile optimisation, and improved navigation. A modern website would solve the digital problem by making it easier for customers to buy online, especially as many people prefer convenience over visiting the shop. This solution also supports customer feedback and helps Green Haven compete with online florists. A better website can increase trust, improve user experience, and turn more visitors into paying customers.

Solution B Proposal
Solution B is to create a consistent digital marketing plan using Instagram, Facebook and targeted online adverts. This would involve posting regular content, promoting eco-friendly arrangements, offering deals, and working with local influencers. This solution aims to attract more people to the business by increasing visibility online. It addresses the problem by bringing more traffic to Green Haven’s website and reminding customers of their unique sustainable approach. A reliable social-media presence helps build relationships with customers, boosts engagement, and can lead to more frequent online orders.



Justification for Selected Solution
The Grid Analysis (Appendix 1) shows that Solution A scored higher overall. Criteria such as improving customer experience, boosting online sales, and long-term value were given heavier weighting because these directly relate to the identified problem. While digital marketing is helpful, it is less effective if the website is not strong enough to convert customers. A redesigned website provides a solid foundation for all future marketing activities. Because Solution A more directly addresses customer concerns and creates long-term benefits, it is the most appropriate option for improving Green Haven’s digital presence and increasing sales.

Risk Analysis of the Selected Solution
The Risk Analysis (Appendix 2) highlights three main risks: overspending, development delays, and low customer adoption. Likelihood and impact were weighted equally, as both affect the success of the project. Overspending is the highest risk, so getting several quotes and agreeing a fixed price is important. Delays are possible but can be managed through clear timelines and regular communication with the developer. Customer adoption risks can be reduced through user testing. Overall, the risks are manageable, and the potential benefits outweigh the challenges, making Solution A a reliable choice. 
Plan to Implement the Selected Solution
The Implementation Plan in Appendix 3 is structured step-by-step to ensure the website redesign is completed smoothly. First, Liam and Priya define what they want from the website. Then a developer is selected, followed by design and content creation. The main building phase comes next, then customer testing, and finally the launch. Responsibilities are shared according to skills: the developer handles technical work while Liam and Priya provide product knowledge and creative input. The schedule allows enough time to fix issues before going live.


Means of Measuring Effectiveness of Implementation of Selected Solution
The chosen KPI—increasing online sales by 25% within six months—is the clearest way to check whether the new website is working. It directly links to the main problem of low online performance. The SMART objectives in Appendix 4 help break this goal into measurable steps, such as improving site speed, increasing visitors, and raising conversion rates. These objectives are realistic and time-bound, making it easy for Green Haven to track progress. If the numbers increase steadily each month, it will show the redesign is successful. If not, further adjustments can be made.

Key Findings
• The main issue facing Green Haven is an outdated digital presence that limits online sales.
 • Two solutions were reviewed: redesigning the website and developing a digital-marketing strategy.
 • The Grid Analysis shows Solution A is stronger because it directly supports customer needs and long-term business growth.
 • Risks such as delays and cost increases can be managed with clear planning and communication.
 • SMART objectives and KPIs provide simple, measurable ways to check if the new website is improving performance. 
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Appendices
Appendix 1

Grid Analysis Table

	Factors to consider
	Weight  
	A Score
	A Total
	B Score
	B Total

	  improves online sales
	5
	5
	25
	3
	15

	Long-term value
	4
	4
	20
	4
	16

	Cost-effectiveness
	3
	4
	12
	3
	9

	Matches customer feedback
	4
	5
	20
	4
	16

	
TOTAL
	------
	------
	77
	-------
	56





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
	Likelihood

	3
	4
	12
	Hire an experienced web developer with a clear timeline and milestones.

	Launch the website in stages (homepage first) to avoid losing online customers


	2
	
Likelihood

	2
	5
	10
	Agree on a fixed-price contract and confirm all features before work begins

	Remove non-essential features and add them later when finances improve.


	3
	Likelihood


	3
	5
	15
	Carry out full testing before launch (mobile, desktop, checkout).

	Offer temporary customer support and fix problems within 24 hours.





Implementation Plan

	
	
	WHAT

	WHEN

	WHO

	Done

	1
	


	Research and choose an experienced web developer

	
Week 1

	
Liam
	



	2
	


	Approve new website layout, design, and key features
	WEEK 2-3


	Priya& DEVELOPER
	



	3
	


	Develop and build website pages (home, shop, about, delivery info
	WEEK 4-6

	WEB DEVELOPEER


	



	4
	


	
Test website on mobile and desktop; fix bugs

	Week 7


	Liam& DEVELOPER


	






Note: Add as many rows as you need to provide an effective Implementation Plan.
· Approximately 200 words
Appendix 4

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales by improving website usability and design.



	Track number of online orders and conversion rate monthly.



	A redesign and clearer website layout can realistically increase sales.



	Online sales directly address the decline in store revenue.




	Achieve a 20% increase in online sales within 3 months of launch










	
	
	



