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[bookmark: _Hlk205982484]Task 1: Overview of Case-study

· Green Haven Florists is a little flower shop in Norwich that cares about helping the environment. They are experiencing a major decline in sales due to reduced foot traffic, rising costs, and increased competition.
· The root of the problem is that the business isn't good at changing when people start shopping online or want things to be easier using the internet (International Fresh Produce Association ,2025).
· Contributing issues include an outdated website, limited delivery options, weak digital marketing, and higher prices from sustainable sourcing and supply chain disruptions. The decline of the high street and strong competition from online retailers and new local florists further intensify these challenges, preventing Green Haven from attracting and retaining customers. (Sproull, 2018, pp 22-25)
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions:

Solution A : Upgrade to a Modern E-Commerce Website.
Online ordering would be quicker, clearer, and more enticing if Green Haven upgraded its antiquated website to a contemporary, mobile-friendly e-commerce platform. The user experience would be enhanced by features like simple navigation, excellent product photos, adaptable delivery choices, and safe payment alternatives. The drop in sales brought on by online merchants' competitiveness and poor digital usability is immediately addressed by this solution. With click-and-collect alternatives, a more robust online presence will boost conversions, draw in younger clients, and regain lost foot traffic. Green Haven's eco-friendly brand is also better communicated thanks to increased internet visibility.

Solution B : Program for Corporate Partnerships. 
To provide regular floral arrangements on a contract basis, Green Haven could establish corporate ties with nearby hotels, restaurants, offices, and event locations. These collaborations would lessen dependency on erratic walk-in purchases and generate steady, recurring revenue. Green Haven may set itself apart from less expensive national vendors by providing custom, eco-friendly designs. By reaching a wider, more reliable client base, this approach addresses the under unissued of dwindling foot traffic. Frequent flower delivery, seasonal displays, and event planning are frequently needed by corporate clients, fostering long-term business partnerships that promote future expansion and financial stability.
Task 3b) Evaluation Results and Justifications.

Based on the results of Grid analysis provided in Appendix 1, Solution A: the E‑commerce Website upgrade is the most appropriate option to progress with. The criteria used-cost‑effectiveness, impact on sales, long‑term sustainability, and ease of implementation-were chosen because they directly address Green Haven’s root problems: declining foot traffic, weak online presence, and growing digital competition. Higher weightings were given to sales impact and sustainability as these have the greatest long‑term influence on business survival. Solution A scored highest overall because a modern, user‑friendly website improves customer experience, increases online conversions, supports digital marketing, and provides the strongest foundation for future growth.

[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications

Based on the results from my Risk Analysis provided in Appendix 2 the e‑commerce website upgrade may encounter risks such as technical issues during development, project cost overruns, and low customer usage after launch. The criteria used likelihood and impact were selected because they clearly show how often a risk may happen and how badly it could affect the business. Greater weighting was given to impact, as downtime or failed adoption would directly affect sales and customer trust. Despite these risks, the solution is reliable because they can be controlled through careful planning, budgeting, and marketing. With professional support and regular testing, the website will provide long‑term growth and improved business stability.

Task 5b) Justifications for the Implementation Plan

Based on the Implementation Plan which is provided in Appendix 3:
The tasks were planned in a simple, step‑by‑step order to make sure the new website is completed successfully. First, Green Haven needs to find and choose a good web developer who has the right skills. Next is the design and building stage, where the developer works closely with Liam and Priya to show the shop’s style and values. After that, the website is tested to fix any problems and make sure it works well on all devices. The last step is launching the site with online promotions. Liam and Priya lead the project, while the developer handles the technical work.
Task 6b) Justifications for the KPI and SMART Objectives

The Key Performance Indicator chosen-to increase online sales by 25% within three months-clearly shows if the new website is helping Green Haven recover lost sales. It focuses on measurable results that directly affect business growth. The SMART objectives were designed to make this goal realistic and clear (Doran,1981). It is Specific to improving online sales, Measurable through sales data, Attainable because better design and promotion can achieve it, Relevant to the shop’s overall aim of boosting revenue, and Time‑Bound with a three‑month deadline. These objectives ensure progress can be tracked, evaluated, and adjusted to secure long‑term success.

Task 7) Key Findings

· Green Haven Florists has seen a 30% drop in in‑store sales due to reduced foot traffic and stronger online competition.
· The current website is outdated and difficult to use, limiting online orders and customer engagement.
· Customers want more flexible delivery options and subscription services to match modern shopping habits.
· Rising costs for sustainable materials and imported flowers are putting pressure on profit margins.
· A modern e‑commerce website upgrade is the most effective solution, offering easier online shopping, better marketing opportunities, and long‑term revenue growth through improved digital presence and accessibility.
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Grid Analysis Table

	Factors to consider
	Weight (1-5)
	Score (0-5)
	Weighted score

	Impact on sales
	5
	4
	20

	Long term sustainability
	4
	4
	16

	Cost of implementation
	3
	3
	9

	Lightness of implementation
	3
	4
	12

	Total
	
	
	57



Proctor, T (2019) p.264




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
	Website development technical faults

	3
	4
	12
	Employ a seasoned developer, do regular testing, and establish precise timeline.
	Maintain a backup of the previous website and inform clients of any delays.



	2
	Project costs going over budget

	2
	4
	8
	Decide on a set fee with the developer and keep a careful eye on spending.
	To keep within budget, phase or reduce the scope of the project over time.

	3
	
Low customer engagement
	3
	5
	15
	Use social media to advertise the launch, provide online discounts, and gather feedback.
	Quickly improve the usability of your website and run temporary promotions to draw in clients.


Adapted from: Sproull, B. (2018) pp. 91–109


Appendix 3 – Task 5a

Implementation Plan
The problem is: Decline in sales and weak online presence due to an outdated website.
The solution is: Design and launch a modern, user‑friendly e‑commerce website with online ordering and delivery options.
	
	Task
	WHEN

	WHO

	Done

	1
	Research and choose web developer


	Week 1-2

	
Lian and Priya

	Copy of signed contract or confirmation email from chosen developer


	2
	Design website layout


	Week 3-5


	Web developer


	Screenshots, progress reports, or completed draft design


	3
	Test and fix website issues
	Week 6-7


	Web developer



	Testing checklist or report showing problems resolved

	4
	Launch website


	Week 8


	
Priya

	Website is live; screenshots of social media posts or customer feedback


Adapted from: Institute of Leadership & Management (2013, page 102)

Appendix 4 – Task 6a

The Key Performance Indicator is: Increase online sales for Green Haven Florists through the new e‑commerce website.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

To increase the number of online orders through the new website.




	

Achieve a 25% rise in online sales within the first three months after launch.

	

Target is realistic through improved website design, marketing, and promotions.



	

Supports Green Haven’s goal of improving sales and adapting to online shopping trends.




	

To be achieved within 3 months after the website goes live.




Adapted from: Institute of Leadership & Management, (2013), pp. 99–102


	
	
	



