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Brief Explanation of the Specific Business Problem

[bookmark: _Hlk205982497]Green haven florist is a small independent flower retailer which has experienced a decline in sales, customer engagement and overall loss over the past year. The main issues which contribute to the overall problem are having a limited digital presence, limited inconsistency of marketing and lack of communication with potential customers. Communication models such as Shannon and weavers' concept of noise help understand that lack of communication reduces customer interaction (Shannon and Weaver, 1949). This report will specifically address the businesses weak social media and digital communication.
Solution A - Digital marketing and social media strategy
A structured digital marketing strategy will help strengthen green havens' online visibility. This will be done by consistent social media posts, clear images showing the products, promotions, and online story polls which will generate engagement from followers for customer reviews or opinions. Using Shannon and Weaver models, improving audience targeting, the business can overcome the noise that currently weakens customer engagement and interaction.
Solution B - Website upgrade 
Upgrading the businesses website will allow a more efficient and customer friendly online experience. This will include live chat functions, simple ways to place orders, and clear product descriptions with clear prices. Faster response times and a two-way communication can be supported with Schramm's model, which links shared understanding and feedback strengthens communication (Schramm,1954) . Increasing digital platforms and green havens can reduce customer frustration and encourage constant purchases which will help solve the issue of weak digital communication.
Justification for increasing social media presence Solution

Based on the results from my grid results, the factor of increasing social media presence is the most appropriate solution for the progress of the business. This is because of cost effectiveness, customer reach, and the long-term impact. Social media marketing offers a high return on minimum investment and allows a rapid success of improving customer engagement (Kotler and Keller 2016). This solution was chosen because it directly targets the main issue of weak digital communication. In comparison to a full website upgrade, social media can have a quicker engagement benefit and is less cost effective therefore is the most appropriate option.

[bookmark: _Hlk205982530]Risk Analysis 
The risks which the solution may encounter is inconsistent with posting, lack of digital skills amongst staff or lack of customer engagement due to content not being appropriate for some potential customers. The evaluation of cost and impact of the solution were chosen as they are directly related to the sustainability and effectiveness of the communication strategies. However, on the other hand despite these risks, my chosen solution is still reliable as it has a low cost and allows constant communication and feedback from customer feedback allowing constant improvement.
Plan to Implement 
The solution of enhancing social media will follow a structured sequence to ensure efficiency. The main step to allow this will be assigning a certain staff member or paying a freelancer to manage all the content creation and scheduling as a clear responsibility for a certain person reduces uncertainty (Kotler and Keller 2016). In Addition to this, a timetable consisting of 3 weekly posts will be followed to build customer engagement and consistency for customers to be waiting for. Linking to Schramm for ongoing feedback allows better improvement, analytics will be constantly monitored, and content will change depending on engagement.

Means of Measuring Effectiveness 
The effectiveness of the selected solution can be measured using KPIs such as increase in website traffic and improved social media engagement. These KPIs allow green haven florist to track whether digital changes are driving customer interest. SMART objectives support this by providing specific and measurable targets. The objectives which are constantly being monitored allow constant evaluation and adjustments of the strategy depending on the feedback.
Key Findings
30% decline in store sales caused mainly by reduced foot traffic and low shop visibility (Kannan and Inman 2015)
Competitors offering lower prices have diverted customers away (Kotler, 2018, Nielsen 2022)
Difficult to navigate website discouraged online browsing and purchasing (Laudon and Traver, 2021)
Lack of digital marketing presence such as weak social media is the result of low brand visibility
[bookmark: _Hlk208302504]
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Grid Analysis Table

	Factors to consider
	cost
	time
	skill
	Total

	Weighting      
	2
	3
	2
	

	
Update the website
	2x2=4
	3x3=9
	4x2=8
	21

	Use more local products

	4x2=8
	3x3=9
	2x2=4
	21

	Do market research

	1x2=2
	4x3=12
	2x3=6
	20

	Improve social media presence

	3x2=6
	3x3=9
	4x2=8
	23





Appendix 2
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
	Financial risk, delayed return on investment

	3
	4
	12
	Plan and budget carefully
	Monitor ROI investments

	2
	Competition risk

	4
	4
	16
	Offer unique promotions and loyalty discount programmes
	Respond quickly with targeted promotions

	3
	Staff capability

	4
	3
	12
	Provide staff training 
	Provide additional support or guidance 





Appendix 3
Implementation Plan

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

	WHEN

	WHO

	Done

	1
	
Website redesign

	
Simplify navigation and online ordering

	
Month 1-2

	
manager

	

n/a

	2
	Content creation


	Promotional content, develop social presence


	Month 1-3


	Marketing manager


	



	3
	Digital marketing campaign


	Social media ads and email marketing


	Month 2-4


	Marketing manager


	



	4
	Staff training


	Train staff on managing online orders and customer engagement


	Month 1-2


	
manager

	



	5
	Monitor and review


	Track website traffic, adjust strategy if low engagement


	Month 3-6


	
Marketing manager

	






· Appendix 4

The Key Performance Indicator is: increase in website traffic and improved social media engagement.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

20% increase in website traffic and improved TikTok engagement.




	


Monitor monthly website visits using google analytics


	

Yes, it is achievable through website redesign



	


Directly targets customer reach and sales


	



Within 3 month of website launch
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