


Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Hamdi Dahir 

Student Number:2504541
Lecturer’s Name:Annamarie Dufficy






Table of Contents

Contents                              			    Page Number

Task 1: 	Overview of Case-study							3
Task 2:	Two proposed solutions 							3
Task 3b): 	Evaluation Results and Justifications					3
Task 4b): 	Risk Analysis Results and Justifications 					4
Task 5b): 	Justifications for the Implementation Plan				4
Task 6b): 	Justifications for the KPI and SMART objectives			4
Task 7: 	Key Findings  								4

Reference List                                                                                                          5
Appendices
Appendix 1: Task 3a) Grid or PMI Analysis Table……………………………………7/8
Appendix 2: Task 4a) Risk Analysis Table…………………………………………….10
Appendix 3: Task 5a) Implementation Plan……………………………………………11
Appendix 4: Task 6a) KPI and SMART Table…………………………………………12 



[bookmark: _heading=h.jxouec5b94ld]
Task 1: Overview of Case-study
[bookmark: _heading=h.k8frsembz7ge]reen Haven Florists is a small flower shop in Norwich. The business was started in 2016 by Liam Patel and Priya Patel. The shop is known for its beautiful flower arrangements and eco-friendly packaging. The owners also have a good relationship with the local community and provide flowers for events such as weddings and special occasions.
[bookmark: _heading=h.k8frsembz7ge]Recently, the business has started to have some problems. In the last year, in-store sales have gone down by about 30%. Fewer people are visiting the high street, so the shop is getting less foot traffic. This is not just a problem for Green Haven — it is happening all over the UK. The High Street Task Force (2022) found that "since 2019 footfall in town centres has declined by 17%." Many customers now prefer to order flowers online from bigger companies because it is easier and sometimes cheaper. The Office for National Statistics (2022) reported that online sales made up 27% of all retail sales in the UK, which shows how much shopping has moved online.
[bookmark: _heading=h.k8frsembz7ge]Another problem is that the cost of flowers has increased. Some flowers, especially imported ones, are now more expensive because of supply problems and inflation. This makes it harder for Green Haven to keep prices low and still make a profit. The shop's website is also old and difficult for customers to use. In addition, the owners do not use a lot of online marketing, which makes it harder to reach new customers. Chaffey and Ellis-Chadwick (2019) say that having a good online presence is very important for small businesses to stay competitive. Without making changes, Green Haven risks losing even more customers to bigger online flower companies.
[bookmark: _heading=h.n73auuvb1fmd]Task 2: Two Proposed Solutions
Solution A
mprove the Website and Online Ordering System
One possible solution is to improve the website and online ordering system for Green Haven Florists. The current website is old and difficult for customers to use. Creating a more modern and simple website could help the business attract more customers. The new website should be easy to use and work well on mobile phones. It should include clear pictures of flower arrangements, simple payment options, and clear delivery choices. This will make it easier for customers to order flowers online. This is important because, according to Network Solutions (2023), 57% of internet users say they won't recommend a business with a website with a poor web design on mobile.
Many customers now prefer to shop online because it is quick and convenient. According to the Office for National Statistics (2022), online retail sales as a percentage of total retail sales increased to 28.1% in 2022. This shows that online shopping is growing in the UK. Research also shows that small businesses with modern websites can report revenue increases of between 15% and 50% (Network Solutions, 2023). By improving the website, Green Haven Florists in Norwich could increase online sales, reach more customers, and begin to recover from the drop in in-store sales.
Solution B Proposal
Flower Subscription Service
Another possible solution is to introduce a flower subscription service. Customers could pay a monthly fee to receive fresh flowers every week or every month. This service could be offered to regular customers and also to local businesses such as offices, hotels, and restaurants.
Green Haven Florists in Norwich could create different subscription packages depending on the price and the type of flowers. For example, customers could choose small, medium, or large flower arrangements. This gives customers more choice and makes the service feel personal.
A flower subscription service could help the business earn regular income every month. It can also help build stronger relationships with customers because they receive flowers regularly. This is becoming more popular in the UK. The flower delivery market is expected to grow by 5.7% every year from 2025 to 2030 (Grand View Research, 2025). This shows that more people are interested in getting flowers delivered to their door, which is a great opportunity for Green Haven.
Harvard Business Review (2014) says that subscription services can help businesses earn steady income and build long term relationships with customers. This is very useful for a small business like Green Haven. IBISWorld (2022) also found that "the rise of online florists has alleviated the need for physical stores, causing industry profit to rise." This shows that moving towards a delivery and subscription model could help Green Haven grow and stay competitive

Task 3b) Evaluation Results and Justifications
Solution A — improving the website and online ordering system — is the best solution for Green Haven Florists to move forward with. Most customers now prefer buying flowers online, so having a modern and easy-to-use website could make a big difference for the business. It can help attract more customers, increase online orders, and help Green Haven compete with bigger online flower companies.
The criteria used to choose the best solution were: potential sales increase, cost to implement, ease of use, and customer satisfaction. These were weighted as follows: sales increase (40%), customer satisfaction (30%), cost (20%), and ease of use (10%). Sales and customer satisfaction were given the most weight because, without more money coming in and happy customers, the business will struggle to survive. Kotler and Keller (2016) agree, saying that understanding and meeting customer needs is the most important part of growing a business. It is also worth noting that 41% of UK consumers prefer online shopping, with 57% believing they find better deals online (Investing Strategy, 2023). This shows just how important it is for Green Haven to have a good website.
Solution A scores highest because it directly tackles the main problem — not enough customers are buying online. It can be set up quickly, fits the budget, and helps the shop stand out in the market. Solution B is a good idea too, but it relies on customers already knowing and trusting the shop. For these reasons, Solution A is the right choice for Green Haven right now.

[bookmark: _heading=h.fjb0xmawzih9]Task 4b) Risk Analysis Results and Justifications
The risk analysis for Solution A highlighted three key risks: the cost of building a new website, technical issues after it goes live, and customers not knowing the new site exists. To assess these risks, two criteria were used: probability and impact. Probability looks at how likely a risk is, while impact measures how badly it could affect the business. These were chosen because, for a small business like Green Haven, both matter equally — a risk that is likely but low impact is just as worth considering as one that is unlikely but devastating. Both criteria were therefore weighted at 50% each.
The biggest risk identified was the upfront cost of website development, which scored highly on both criteria. However, this can be managed realistically by using affordable platforms like Shopify or Wix, keeping costs low without sacrificing quality. A fourth risk worth noting is strong online competition from bigger flower companies. Green Haven can reduce this risk by highlighting its eco-friendly packaging and strong community values, which larger companies cannot easily match.
Overall, Solution A is still a reliable choice. The risks are real but manageable, and with some careful planning, they can be reduced significantly. The long-term benefits of more online customers, higher sales, and a stronger brand presence make it a worthwhile investment for Green Haven.

Task 5b) Justifications for the Implementation Plan
The tasks were put in a logical order so that each one leads naturally into the next. Liam starts in Week 1 by choosing a website platform because this needs to be done before anything else can begin. Priya then designs the website and adds photos in Weeks 2 and 3 because she knows the products best and has the closest connection to the brand. In Week 4, Liam and a web developer set up payments and test the site to make sure everything works properly before it goes live. Finally, Priya launches and promotes the website in Week 5, once everything is ready. Responsibilities were shared between Liam and Priya to keep the workload balanced and to make the most of each person's strengths.
Task 6b) Justifications for the KPI and SMART Objectives
The KPI chosen is the number of online orders received each month. This was chosen because it is easy to measure and shows clearly whether the new website is helping Green Haven get more customers. If the number of orders goes up each month, it means the website is working well and the business is moving in the right direction.
The SMART objective is to increase online orders by 20% within three months of the website launching. This is Specific because it focuses clearly on online orders, Measurable because the number of orders can be counted each month, Achievable because 20% is a realistic target for a small business launching a new website, Relevant because it directly helps fix the drop in sales that Green Haven is experiencing, and Time-bound because it has a clear three month deadline to keep the team focused and on track.

Task 7) Key Findings
[bookmark: _heading=h.3s7hpzy6txj8] Green Haven Florists has seen a 30% drop in in-store sales over the last year, mainly because fewer people are visiting the high street and more customers are choosing to shop online.
[bookmark: _heading=h.3s7hpzy6txj8]The current website is outdated and difficult to use, which is making it harder for Green Haven to attract and keep online customers. This is one of the biggest barriers to growth for the business.
[bookmark: _heading=h.3s7hpzy6txj8]The cost of flowers has increased due to supply chain problems and inflation, putting extra pressure on the business's budget and making it harder to stay competitive on price.
[bookmark: _heading=h.3s7hpzy6txj8]After comparing two solutions, improving the website and online ordering system (Solution A) was identified as the best way to increase sales and reach more customers, as it directly tackles the main problem the business is facing.
[bookmark: _heading=h.3s7hpzy6txj8]The risk analysis showed that the biggest risk is the cost of building a new website, but this can be managed by using affordable platforms such as Shopify or Wix, which keep costs low without reducing quality.
[bookmark: _heading=h.3s7hpzy6txj8]The SMART objective set for Green Haven is to increase online orders by 20% within three months of launching the new website, which will be tracked using the monthly online orders KPI to measure progress clearly.
[bookmark: _heading=h.9ctkm7ht01r9]
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PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Attracts more customers online+.5
	High cost to design and develop the new website.-5
	Can include flexible delivery options and subscription services.+4

	Increases online sales+.4

	slow loading or payment errors -3
	Opportunity to promote eco-friendly packaging and local flowers-3

	Makes the business more modern and professional +3

	Ongoing maintenance costs to keep the website updated and secure.-4
	 build stronger relationships with customers.+4

	Easy to use on mobile phones.+2
	Some customers may still prefer buying in-store -1
	increasing online shopping +3

	
TOTAL: +14
	
TOTAL: -13
	
TOTAL: +8



[bookmark: _heading=h.v492xa5r070m]Therefore: Overall Total for Solution A = 9


	Solution B

	Plus
	Minus
	Interesting

	Encourages customers to order regularly +5
	Needs marketing to make customers aware of the service -1
	Subscription services are becoming more popular +5

	 Can attract both individual and business clients+5

	 Required planning of flower supply -5
	 Can do website online ordering -3

	Provides regular income each month+2

	Some customers may cancel subscriptions-5
	 Supports business growth and customer loyalty+4

	

	
	

	
TOTAL: +12
	
TOTAL: -11
	
TOTAL: 6



Therefore: Overall Total for Solution B = 7



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 cost of website development
	5
	3
	4
	4
	5

	2
	
Technical problems
	4
	4
	3
	3
	5

	3
	
Low customer
	3
	3
	4
	3
	4




Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing:
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	
Research 

	
choose a website 

	
Week 1 

	
Liam 

	
The got the show website link 


	2
	Design the website 

	add product photos



	

Week 2/3
	

Priya
	
Show progress 
Of the website 


	3
	Set up payment 

	
Add delivery options,


	
Week 4 

	

Liam & web developer
	

See if it work whit one try order 

	4
	
Launch the website and 

	
promote it on social media

	
Week 5 

	Liam /priya


	
See the traffic on the website 






Appendix 4 – Task 6a

The Key Performance Indicator is: number of online orders received each month

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

 focuses increasing online orders



	

The number of online orders 



	

20% increase 



	

addresses the main problem 


	

3 month
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