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Brief Explanation of the Specific Business Problem:
Green Haven Florists is a small, eco-friendly flower shop in Norwich. Its sales and in-store business have gone down in the last year. Fewer people visit the high street, and online flower services are cheaper and deliver faster, so customers prefer them. Flower and packaging prices have increased, the shop has a weak online presence, and competition has grown. Even though customers like the shop’s unique designs, the outdated website and lack of delivery service hurt the business. This report focuses on improving the online customer experience to help Green Haven increase its sales.

Suggested Two Alternative Solutions:
Solution A Proposal
Alternative Solution 1: Create a better online platform and digital marketing strategy.
One solution for Green Haven Florists is to improve its online presence. This includes redesigning the website to make it easy to use, attractive, and mobile-friendly. The shop can also add online ordering, secure payments, delivery tracking, and a flower subscription service for regular customers. Liam and Priya could also start online advertising through social media, email newsletters, and local search tools to reach more customers (Kraus et al., 2021). This would attract younger customers who prefer shopping online, especially when the shop’s eco-friendly designs are promoted well.

Solution B Proposal
Alternative Solution 2: Community-based Events and Local Partnerships
Another solution is to build stronger local engagement. Green Haven could run flower-arranging classes, work with local cafés or wedding planners, and join community events like farmers’ markets or green fairs. They could also introduce a loyalty program or “green points” to reward frequent customers. This would help rebuild strong community relationships and remind people of the shop’s personal service and eco-friendly mission.

Justification for Selected Solution:
Solution A is the best choice because it supports long-term growth and allows the shop to reach more customers. The positive factors—greater visibility, a larger audience, and a stronger brand—were more important than the negatives in the PMI analysis. Key factors included customer reach, cost, growth potential, and ability to compete. Customer reach and future growth were most important because the flower industry is moving online (Zolkover et al., 2022). Even though Solution A is more expensive, it offers better long-term value and keeps Green Haven competitive.

Risk Analysis of the Selected Solution:
The three main risks of upgrading the online platform and starting digital marketing are high costs, technical problems or cyber threats, and difficulties in managing online orders and deliveries (Saeed et al., 2023). These risks were judged based on likelihood and impact, with extra weight given to risks that could strongly affect operations or finances. This helps identify the most serious threats. Using phased budgeting, secure hosting, staff training, and reliable delivery partners can reduce these risks. Overall, the solution is reliable because it follows market trends, helps customers access services more easily, and supports long-term growth even with challenges.

Plan to Implement the Selected Solution:
The implementation plan is organised to ensure efficiency. In Month 1, the website will be redesigned to be user-friendly and mobile-compatible. This is the responsibility of Liam and the web developer. In Month 2, online ordering, secure payments, and delivery tracking will be added under Liam and the store staff, ensuring operations are ready (Saah, 2022). Testing will take place in Months 2 and 3 with the QA team to avoid issues before launch. In Month 3, Priya and the marketing team will start online campaigns. From Month 4 onward, Liam and Priya will monitor performance and customer feedback and make improvements. This order ensures the shop is ready before advertising.

Means of Measuring Effectiveness of Implementation of Selected Solutions:
The KPIs will measure how well the online platform and digital marketing work. A 20% increase in online orders within six months shows sales growth and supports Green Haven’s digital goals. Gaining 1,000 followers and 500 interactions per month on social media shows engagement and brand awareness. Reaching 90% positive customer feedback shows good service and satisfaction. The SMART goals are clear, measurable, achievable, relevant, and time-bound, and they support the main goal of improving the shop’s online presence, customer engagement, and long-term competitiveness (Swaidi and Jumaan, 2023).









Key Findings:
Green Haven Florists has experienced a large drop in sales because of low foot traffic, stronger competition, rising flower and packaging costs, and a weak online presence. Improving the online platform and using digital marketing is the best solution to increase long-term growth, customer numbers, and brand image. The main risks—high costs, technical problems, and challenges with managing online orders—can be reduced through phased budgeting, secure systems, staff training, and reliable delivery partners. A step-by-step implementation plan makes sure tasks are done in the right order, and SMART KPIs help measure progress in online sales, engagement, and customer
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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
	 upfront cost for website redesign and marketing
	3
	4
	16
	Plan budget carefully, seek phased implementation
	Reduce scope temporarily, prioritize essential features

	2
	Difficulty managing online orders and deliveries
	3
	5
	15
	Use secure hosting, regular maintenance
	Have IT support and backup systems ready

	3
	Technical issues or cyber threats on websites 
	3
	4
	12
	Train staff, use reliable delivery partners
	Temporarily limit delivery area, communicate delays to customers
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Implementation Plan


	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	


	Redesign website to make it user-friendly and mobile compatible
	
Week 1-4 

	
Liam & Web Developer

	
Done


	2
	


	Integrate online ordering, secure payment, and delivery tracking
	
Week 5-8 

	
Lian&Store
Staff

	
Done


	3
	


	Test website functionality, payment system, and delivery process
	
Week 5-12


	
Liam & QA
Team

	

Done

	4
	


	Launch digital marketing campaigns: social media, email, and local SEO
	Week 9-12 


	Priya & Marketing Team


	
Done


	5
	


	Monitor customer feedback, website performance, and adjust strategies
	Week 13  onward


	
Liam & Priya

	
Done
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KPI and SMART Table:

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Grow online orders
	Achieve 20% increase in online orders
	Through redesigning the web site and online marketing campaigns
	In line with the business objective of digital growth
	Within 6 months

	Grow social media followers and interaction
	Gain 1,000 new followers & 500 interactions per month
	Using targeted social media posts and campaigns
	Supports brand awareness
	Within 4 months

	Improve service quality
	Achieve 90% positive feedback
	Through subscription services, delivery tracking, and live chat
	Enhances customer loyalty
	Within 6 months
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