[bookmark: _GoBack]Module Title: Problem Solving and Decision Making
 
Module Code: LCLM 4004 
 
Assessment: Component 2 Report
 
Student Name: Elisa Adasa Pelea
 
Student Number: 2130709
 
Lecturer’s Name: Chijioke Uba













Table of Contents
 
Contents                              			    Page Number
Overview of the Case Study and Nature of the Problem			3
Proposed Solutions       							3
Evaluation Using PMI Technique	                                 	           4
Preferred Solution                               					5
Risk Analysis of the Selected Solution                                                  	5
Feasibility of the Selected Solution                                       		5
 Implementation Plan							5
Justification of Implementation Activities 				6
KPI and SMART Objectives							6
 Monitoring and Evaluation							7
Key Findings  								7
 
Reference List                                                                                     8
  


                                                                 





Overview of the Case Study and Nature of the Problem 
Green Haven Florists is an independent flower shop in Norwich founded in 2016 by Liam and Priya Patel. The business built its reputation on bespoke floral arrangements, eco-friendly packaging and strong community engagement. However, in the past 12 months the business has experienced a 30% decline in in-store sales due to reduced high-street foot traffic, increased operational costs and growing competition from online flower retailers. Although online orders have slightly increased, they have not offset the decline in physical store sales. Customer feedback also highlights issues with the shop’s outdated website and limited delivery options. As a result, Green Haven must adapt its business model and digital presence to remain competitive and improve both in-store and online sales.

 Proposed Solutions
Solution 1: Website Redesign and E-Commerce Improvement
One potential solution is to redesign Green Haven Florists’ website to create a modern and user-friendly e-commerce platform. The current website has been described by customers as outdated and difficult to navigate, which may discourage online purchases. Improving the website could include clearer product categories, high-quality images of arrangements, mobile optimisation and a simple checkout process.
Additionally, the website could introduce features such as same-day delivery booking, custom bouquet builders and secure online payment options. Improving search engine optimisation (SEO) would also make the website easier to find through online searches. By modernising the website and improving the customer journey, Green Haven could attract more online customers and increase online sales to compensate for declining in-store purchases.
Solution 2: Floral Subscription Service
A second solution would be to introduce a floral subscription service where customers receive regular flower deliveries (e.g., weekly or monthly). Customers could subscribe through the website and choose between different packages such as home décor flowers, seasonal bouquets or office arrangements.
Subscription services create predictable revenue and encourage long-term customer relationships. They would also appeal to environmentally conscious consumers by highlighting locally sourced seasonal flowers and sustainable packaging. Businesses such as offices, hotels and restaurants could also subscribe for regular arrangements. This approach would help Green Haven differentiate itself from large online competitors while increasing both recurring online sales and brand loyalty.

 Evaluation Using PMI Technique 
Solution 1: Website Redesign
Plus
· Improves online customer experience
· Increases accessibility and visibility through search engines
· Enables easier ordering and delivery management
Minus
· Requires financial investment in web development
· Staff may need training to manage the website
Interesting
· Could allow integration with digital marketing tools and analytics
Solution 2: Floral Subscription Service
Plus
· Creates predictable recurring revenue
· Builds strong customer loyalty
· Encourages long-term relationships with businesses and households
Minus
· Requires reliable supply of flowers
· Logistics for regular deliveries must be managed
Interesting
· Could highlight seasonal and locally sourced flowers to reinforce sustainability branding.

 Preferred Solution
Based on the PMI evaluation, the website redesign and e-commerce improvement is the preferred solution. While both options offer benefits, improving the website addresses the core issue identified in customer feedback: difficulty using the existing website. A modern e-commerce platform would allow Green Haven to compete more effectively with online retailers and make it easier for customers to place orders. Furthermore, an improved website could later support additional services such as subscriptions, delivery scheduling and promotional campaigns. Therefore, upgrading the website provides both an immediate improvement to the customer experience and a foundation for future business growth.

Risk Analysis of the Selected Solution
Several risks are associated with implementing a website redesign. The primary risk is financial cost, as professional web development and e-commerce integration require investment. Another risk is technical difficulties, such as website errors, payment system issues or downtime during the transition. There is also a staff capability risk, as Liam and Priya may need training to manage online orders, update products and maintain the website. Finally, there is a market risk if the new website fails to attract enough additional customers to justify the investment.

Feasibility of the Selected Solution 
Despite the risks, the solution is highly feasible for Green Haven Florists. Website redesign costs can be managed by hiring freelance developers or using affordable e-commerce platforms. Training requirements are minimal as modern website platforms are designed to be user-friendly. The demand for online purchasing continues to grow, suggesting strong potential returns on investment. Additionally, improving the website directly responds to customer feedback, increasing the likelihood of success. Overall, the benefits of increased online visibility, improved customer experience and higher sales potential outweigh the risks, making the solution practical and achievable.

 Implementation Plan
The first stage of implementation would involve conducting market and website research to identify competitor websites and determine the features customers expect from a modern florist website. This process should take approximately two weeks.
Next, Green Haven should hire a web developer or select an e-commerce platform such as Shopify or Wix to build the new website. During this stage, the design should reflect the company’s eco-friendly branding and showcase high-quality images of floral arrangements. The website should include clear navigation, secure payment systems, mobile compatibility and delivery scheduling options. This stage may take four to six weeks.
Once the design is complete, Green Haven should upload product listings, including bouquet descriptions, prices and photographs. The website should also integrate delivery management and customer order tracking features.
After development, the business should conduct testing to ensure all functions work correctly, including checkout, payments and mobile access. Testing should last one week.
Finally, the new website should be launched alongside a digital marketing campaign, including social media promotion, email marketing and local advertising. This will raise awareness of the improved online store and encourage customers to place orders.

 Justification of Implementation Activities
The implementation activities are structured to minimise risk and ensure a smooth transition. Conducting research first ensures that the new website meets customer expectations and competes effectively with other florists. Hiring a professional developer ensures the website functions properly and provides a high-quality user experience. Uploading product information and testing the system before launch reduces the risk of technical errors affecting customers. Finally, promoting the website through digital marketing ensures that the target audience becomes aware of the improvements. The sequence of activities allows Green Haven to gradually introduce the new system while maintaining existing business operations.

KPI and SMART Objectives 
Key Performance Indicator (KPI):
 Increase online sales revenue.
SMART Objectives:
· Increase online orders by 25% within six months of launching the new website.
· Achieve at least 500 monthly website visitors within three months through improved SEO and marketing.
· Reach a conversion rate of 5% (percentage of visitors who place orders) within six months.
· Reduce cart abandonment rates by 15% within six months through improved checkout functionality.
These objectives are specific, measurable, achievable, relevant and time-bound, ensuring clear targets for evaluating the success of the new website.

Monitoring and Evaluation 
The KPI and SMART objectives will allow Green Haven Florists to measure the effectiveness of the website redesign. Website analytics tools can track metrics such as visitor numbers, order volumes and conversion rates. By reviewing these figures monthly, Liam and Priya can determine whether the new website is increasing online engagement and sales. If targets are not met, adjustments can be made, such as improving marketing campaigns or optimising website navigation. Monitoring cart abandonment rates can also help identify potential issues in the checkout process. Overall, these metrics provide clear evidence of whether the solution is delivering the intended business improvements.

Key Findings 
· Green Haven Florists has experienced declining in-store sales due to reduced foot traffic, increased costs and strong online competition.
· Customer feedback indicates that the current website is outdated and difficult to use.
· Two potential solutions were proposed: redesigning the website and introducing a floral subscription service.
· A PMI evaluation identified the website redesign as the most effective and practical solution.
· Risk analysis showed manageable financial, technical and operational risks.
· A structured implementation plan involving research, development, testing and marketing was recommended.
· Key performance indicators and SMART objectives will help monitor success.
· Overall, improving the website can significantly enhance Green Haven’s online presence and sales potential.
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