[image: ]





Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004
Assessment: Component 2 Report



Student Name: Zaffar Hussain
Student Number:2436275
Lecturer’s Name: Sujeewa Hearth



Contents
Improving Internal Communication Efficiency in Green Haven Florists	3
Brief Explanation of the Specific Business Problem	3
Recommended Two Alternative Solutions.	4
Solution A: Design a new Online E-Commerce Store and delivery and subscription.	4
Solution B: Execute a Full-Scale Digital Marketing and Brand Engagement Strategy	5
Justification for Selected Solution	5
Risk Analysis of the Selected Solution	7
Plan to Implement the Selected Solution	7
Measuring Effectiveness of Implementation	8
Key Findings	9
References	10
Appendices	11
Appendix 1 – PMI Analysis Table	11
Appendix 2 – Risk Analysis Table	11
Appendix 3 – Implementation Plan	12
Appendix 4 – KPI and SMART Table	12



[bookmark: _Toc211815502]Improving Internal Communication Efficiency in Green Haven Florists
[bookmark: _Toc17467][bookmark: _Toc211815503]Brief Explanation of the Specific Business Problem 
Founded in 2016 in Norwich by Liam and Priya Patel, it used to be well-known in terms of custom-made flower arrangements, packaging made of environmentally safe materials, and strong connection with the community (Hinsley et al., 2025). However, the previous twelve months were the period of a 30 percent decrease in in-store sales. The downward trend can be explained by the external factors, such as an increase of import prices, inflation impact, and a decreasing number of high-street consumers, and by internal weaknesses, such as a dated web site and a scarcity of internet promotions (IBISWorld, 2024).
The change in the shopping habits and convenience of consumers towards the internet and online shopping has been a well-documented phenomenon. According to Movassaghi (2025 Q1) retailers in the UK that have embraced the use of e-commerce platforms today contribute the largest growth in the market, compared to those with a small independent retailer that is not yet a user of the e-commerce platforms, which is experiencing a loss of their market share. The traditional nature of the operating model and the inadequate digital presence of the Green Haven have compromised the competitive position and market penetration. Rihn et al. (2024) also illustrate that in the floriculture industry, online availability and fast delivery is a major factor that determines customer satisfaction and loyalty. As a result, the main problem analysed in this report is the lack of digital and communicative infrastructure in Green Haven which obstructs its ability to attract, serve and retain clients in the growing digital market.


[bookmark: _Toc5318][bookmark: _Toc211815504]Recommended Two Alternative Solutions.
[bookmark: _Toc20512][bookmark: _Toc211815505]Solution A: Design a new Online E-Commerce Store and delivery and subscription.
The first suggestion is to transform the current static site of Green Haven into the comprehensive e-commerce platform that will allow online orders, online organizing of same-day delivery and subscription to regular floral orders. Enhanced site would include the presence of search-engine-optimisation, safe payment services and a select collection of hand-edited goods, sustainably sourced. According to Movassaghi (2025 Q2), digitally provided platforms of personalised promotions and automated checkout processes show considerable positive changes in the conversion rates in the UK floral market.
This option will directly resolve the fundamental deficits outlined in the cause-and-effect analysis provided above, which is the lack of online accessibility and convenience to customers (Rihn et al., 2024). Additionally, by presenting environmentally-friendly packaging and flowers from local growers, it is even more so establishing Green Haven's credibility as a sustainable florist, which is in line with the shift in consumer habits towards environmental consciousness (Hinsley et al., 2025). The merging of sustainability storytelling and cutting-edge technology not only allows the firm to stand out but also helps it to regain sales and develop a steady income via subscriptions to flower delivery.
[image: https://www.atamgo.com/wp-content/uploads/2023/07/Ecommerce-Store.jpg]
Source: (Atamgo, 2025)
[bookmark: _Toc29204][bookmark: _Toc211815506]Solution B: Execute a Full-Scale Digital Marketing and Brand Engagement Strategy
The second remedy majorly relies upon the visibility and customer participation in a digital marketing manner. This method of approach consists of creating a reliable and constant branding in all social media, launching advertising campaigns aimed at specific groups of people, and collaborating with local influencers who can reach out to the public concerning the eco-friendly floral arrangements. Movassaghi (2025 Q1) reports that floral retailers that have social-media campaigns as a major part of their marketing strategy are getting 40 percent more engagement as compared to the ones relying on word-of-mouth solely.
Moreover, there is the option of regularly posting blogs and creating short informative videos that would help people understand the proper care of eco-friendly flowers, thus maintaining Green Haven's ethical appearance (Hinsley et al., 2025). This is a plan that is fairly low-cost and fast to work with, however, it might demand ala creative content management to keep the audience focused. Besides, it does not sales boost immediate but awareness... similiarly to a brand's creative online purchase system. However, it does consume Green Haven's community spirit and storytelling power to connect with old customers and draw in the young, tech-savvy audience.
[bookmark: _Toc16226][bookmark: _Toc211815507]Justification for Selected Solution 
By means of the PMI (Plus-Minus-Interesting) Analysis presented in Appendix 1, the Solution A - Developing a Modern E-Commerce Website was pointed out as the most effective option for the long-term future. The evaluation criteria for the selection process were cost, scalability, impact on the market, and alignment with the strategy of sustainability goals.
Solution A was given the highest score as it dealt with the root problems of poor sales and lack of customers directly. Rihn et al. (2024) argue that in the flower industry, besides price, the factor that determines customer loyalty most is the effortlessness and digital presence the seller provides which is offered to the customers through an integrated website. On the other hand, while Solution B is focused on improving marketing communications, it will still have to rely on the use of phone calls for transactions.
As Movassaghi says (2025 Q2), the most successful florists in the UK combine online ordering with digital promotion in targeted ways, resulting in measurable improvements in performance. Hence, the Solution A encompasses the two opposites of being efficient in terms of operations and marketing reach under the same roof. Moreover, it is sustainable, thus embodying Green Haven’s eco-brand identity (Hinsley et al., 2025) as well as being in tune with the digitalization of the whole sector (IBISWorld, 2024).
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The Risk Analysis Table (Appendix 2) pinpoints three key risks that may have an adverse effect on the process of implementation.
1. Budget Overruns and Implementation Delays: Creating an e-commerce website along with a delivery system may lead to the total cost exceeding that of the budget in the first place. IBISWorld (2024) reveals that unpredicted difficulties with technology make it often the case that small UK retailers grossly misjudge the costs of the digital transition. As a preventive measure, they will be using the strategy of developing in phases and financially forecasting at the very beginning of the project.
2. Cybersecurity and Data Protection Issues: The handling of online transactions is a double-edge sword as the business is still exposed to risks of data breaches. It is a good thing that the use of secure hosting, encrypted servers, and certified payment gateways will guarantee customer information is safe (Movassaghi, 2025 Q2).
3. Staff Resistance and Skill Gaps: Employees may not trust the new systems, and thus, their productivity will be affected. Movassaghi (2025 Q1) suggests providing upfront structured digital-skills training and change management to ensure the new system is embraced.
Each risk was ratified through a 1-5 scale for both likelihood and impact; the highest was 15 post-mitigation, implying moderate yet manageable overall risk level.
[bookmark: _Toc15152][bookmark: _Toc211815509]Plan to Implement the Selected Solution
Implementation will take place in four distinct phases over a period of three months, and it will be the owners who will manage it, though they will have external IT and marketing support (Appendix 3):
Planning (Weeks 1–2): Specification of website objectives, budget, and supplier selection. Benchmark against digital leaders as the ones identified by Movassaghi (2025 Q2).
Development and Pilot (Weeks 3–6): Creation of the website prototype; secure payment integration, and scheduling of both delivery and subscription functions. User experience test through a small group of present customers.
Launch (Weeks 7–9): The website will be made public with the marketing campaign “Go Green with Flowers” on social media. There will be a direct link from online ads to product pages to ensure a smooth transition to purchase.
Monitoring and Review (Weeks 10–12): Analyze the website traffic, sales data, and customer feedback to find out the areas that need improvement. Use the analytics insights from Movassaghi (2025 Q1) to optimize SEO and advertising performance.
This step by step process avoids disruption and allows internal capability to grow. As Rihn et al. (2024) argue, continuous assessment and adjustment are indispensable for maintaining customer satisfaction in an ever-changing digital market. The plan guarantees the orderly, efficient utilization of Green Haven’s resources.
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The achievements of the new e-business model will be achieved through KPIs and SMART objectives (Appendix 4). Primary KPIs include:
· Total sales up by 25 percent within just six months.
· a 20% increase in web traffic and interaction, thanks to SEO and social-media links (Movassaghi, Q2 2025).
· Minimum 90 per cent of customers should be satisfied with delivery experience and order (Rihn et al., 2024).
SMART Objectives:
· Specific: To produce an e-commerce site which supports delivery.
· Measurable: Record monthly statistics on traffic and sales.
· Feasible: Based upon adequate budget and training time.
· Relevant: On causes of core sales drop and customer preferences (IBISWorld, 2024).
· Time Limited: Deliver results in less than 6 months of going-live.
Web performance reviews with routine customer feedback loops can be used to adjust content and operations. As Movassaghi (2025 Q1) asserts, ongoing digital performance measurement is key for retaining a competitive edge in retail floristry.
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Green Haven Florist business is suffering due to poor online presence and change in the consumer buying preferences.
Two options were considered: (1) e-commerce website with delivery and (2) digital marketing.

The PMI technique seriously favoured Solution A, as the increased sales, and expansion of customer base was a principal direct effect.
Crucial risks – financial, cyber security and lack of skills – can be addressed with training, secure systems and staged adoption.
KPIs and SMART goals offer clear criteria to judge success.
I) as a way to rebuild competitiveness, grow market share and achieve sustained profitability through combining digital accessibility with sustainable branding (Hinsley et al., 2025).
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	Solution
	Plus
	Minus
	Interesting
	Net Score

	A – E-Commerce Website
	Expands market reach; builds brand; increases sales potential
	High initial cost; requires technical skills
	Enables subscriptions and eco-storytelling
	+16

	B – Digital Marketing Campaigns
	Low cost; quick visibility
	Limited direct sales effect
	Useful for brand awareness
	+8
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	Risk
	Likelihood (1–5)
	Impact (1–5)
	Risk Factor
	Mitigation
	Contingency

	Budget Overrun
	3
	5
	15
	Phased development and budget review
	Secure loan or grant support

	Cybersecurity
	2
	4
	8
	Secure hosting and SSL certificates
	Regular data backups

	Staff Skill Gaps
	4
	3
	12
	Provide training and support
	Hire part-time IT consultant
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	Task
	What
	When
	Who
	Done

	1
	Define requirements and budget
	Weeks 1–2
	Owners
	☐

	2
	Select web developer and design site
	Weeks 3–6
	Owners + Developer
	☐

	3
	Launch and promote website
	Weeks 7–9
	Owners + Marketing Consultant
	☐

	4
	Monitor sales and feedback
	Weeks 10–12
	Owners
	☐
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Key Performance Indicator: Increase overall sales by 25 percent within six months.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Launch e-commerce platform with delivery function
	Track traffic and sales monthly
	Supported by training and budget
	Addresses sales decline and digital trend
	6 months after launch
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