


Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Stefania Deliu 

Student Number: 2433437

Lecturer’s Name: Rebbeca stewart






Table of Contents

Contents                              			     Page Number

Brief Explanation of the Specific Business Problem………………………....….3
Suggested Two Alternative Solutions……………………………………………...3
Justification for Selected Solution…………………………………………….…...3
Risk Analysis of the Selected Solution……………………………………..….….4
Plan to Implement the Selected Solution………………………………….….…..4
[bookmark: _Hlk205982702]Means of Measuring Effectiveness of Implementation of Selected Solution.…4
Reference List………………………………………………………………………..5
Appendix 1: Grid or PMI Analysis Table……………………………………….….7/8
Appendix 2: Risk Analysis Table…………………………………………………..10
Appendix 3: Implementation Plan………………………………………………..11
Appendix 4: KPI and SMART Table………………………………………………12 


[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists is a small flower shop in Norwich, opened in 2016 by Liam and Priya Patel. The shop has seen a 30% drop in in-store sales, which is affecting its ability to stay profitable. Over the past year, rising costs have put more pressure on the business, and their use of sustainable imported flowers and biodegradable packaging has become expensive to maintain. In addition, falling foot traffic, strong online competition and new local rivals have made it harder to cover costs. This report will focus on the decline in walk-in customers and suggest solutions to help improve the shop’s performance.

Solution A – Local Marketing and Community Engagement
A strong way to increase foot traffic is to run local marketing activities that bring people into the shop. This includes putting posters in nearby cafes, attending community events, and offering small in-store promotions. Green Haven Florists could also host simple workshops, such as flower-arranging sessions, to encourage people to visit in person. These activities help the shop become more visible in the local area and remind customers that it is part of the community. Research suggests that community-based marketing can increase customer visits and build stronger local loyalty. This approach directly encourages more people to walk into the store.
Solution B – Improved Storefront and Window Display Strategy
Another solution is to redesign the shop’s storefront to make it more eye-catching. Attractive window displays, brighter signage, and seasonal themes can draw more attention from people walking past. Changing the displays regularly for example, for holidays, weddings, or eco-friendly themes helps keep the shop looking fresh and interesting. Studies show that clear and appealing visual displays can significantly increase walk-in customers because they influence impulse decisions. By improving the shop’s visibility on the high street, Green Haven Florists can capture the attention of people who may not have planned to buy flowers but choose to stop inside after noticing the display.

Justification for Selected Solution
From my Grid Analysis, I chose Solution A running local marketing and community-based promotions. I based this decision on cost, customer attraction, ease of implementation and overall impact on foot traffic. Solution A is the strongest option because increasing visibility in the local area is the most direct way to bring more people into the shop. Research shows that local marketing activities, such as community events and neighbourhood advertising, can significantly increase store footfall and customer engagement While Solution B also has benefits, Solution A provides faster and more manageable improvements that can quickly help boost walk-in traffic.
Risk Analysis of the Selected Solution 
Solution A has clear advantages, but it also comes with several risks linked to increasing foot traffic. These risks include low customer turnout for in-store events, weak response to local advertising and possible competition from nearby shops offering similar promotions. I rated each risk based on how likely it is to happen and how much it could affect the business. The biggest risk is low engagement, which can be reduced by promoting events across social media and partnering with nearby cafés or community spaces. Another risk is poor visibility of the shop, which can be managed by improving signage and keeping window displays updated. Research on retail performance shows that shops with strong community engagement and clear visibility face lower footfall risks. Overall, these actions help reduce potential challenges and support steady growth in walk-in customers.

Plan to Implement the Selected Solution 
My implementation plan focuses on increasing walk-in visitors through a clear set of steps. First, Liam and Priya will research the best local advertising spots such as cafes, gyms and community centres. Next, they will design posters, flyers and social-media posts to promote the shop and upcoming in-store events. The third step is hosting small workshops or seasonal displays to attract people passing by. After that, they will place new signs and update window displays to improve visibility on the high street. The final step is reviewing weekly footfall numbers to measure progress and adjust campaigns. This two-month plan gives the owners enough time to monitor what works, improve customer engagement and encourage more people to visit the shop.

Means of Measuring Effectiveness of Implementation of Selected Solution
To support this plan, I selected one Key Performance Indicator (KPI): increasing weekly walk-in customer numbers. My SMART objective is to raise foot traffic by at least 20% within the next two to three months through local marketing activities and community engagement. This KPI is Specific, Measurable, Attainable, Relevant and Time-bound, giving Green Haven Florists a clear goal to work toward. Research shows that tracking customer flow helps small shops measure the success of in-store strategies and understand changing customer behaviour. This SMART objective gives Liam and Priya a simple and focused plan to bring more people into the shop and reduce the current drop in foot traffic.
Key Findings
· [bookmark: _Hlk208302504]A major drop in walk-in customers is the main reason Green Haven Florists is losing in-store sales.
· Two solutions were explored: running local marketing campaigns and improving window displays with a Click & Collect option.
· The Grid Analysis showed that local marketing campaigns are the most effective option because they attract more people to the shop and increase community awareness.
· The main risks include low customer engagement and ineffective promotions, but these can be managed through strong advertising, partnerships and targeted offers.
· A clear implementation plan can help increase walk-in traffic, improve visibility and boost in-store sales.
· Increasing foot traffic supports long-term growth, strengthens the shop’s local presence and helps reduce the current decline in profits.
· 
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Grid Analysis Table
	Factors to consider
	Time 
	Cost
	Specialist skills
	Total

	Weighting      
	3
	4
	3
	

	
Improved social media marketing 
	1 x 3= 3

	4x4=16
	5x3=15
	34

	Increasing Foot traffic 

	4x3=12 
	3x4=12
	2x3=6
	30

	Usage of local produce 

	2x3=6
	3x4=12
	2x3=6
	24

	Offers and online orders
	3x3=9
	4x4=16
	4x3=12
	37






Risk Analysis Table

	Possible Risk
	Likelihood (1–5)
	Impact (1–5)
	Risk Score (L × I)
	How to prevent the risk
	How to reduce the impact if it occurs

	1. Low turnout for in-store events
	3
	4
	3 × 4 = 12
	Promote events early through posters, social media, and local partnerships.
	Offer small in-store discounts to encourage last-minute attendance.

	2. Poor visibility of the shop on a quiet high street
	4
	3
	4 × 3 = 12
	Improve window displays, add outdoor signs, and refresh visuals weekly.
	Use pop-up displays or move promotional stands outside during busy hours.

	3. Competing shops attracting customers first
	3
	3
	3 × 3 = 9
	Offer unique in-store experiences, such as mini-workshops or samples.
	Add limited-time offers to draw customers back to Green Haven Florists.

	4. Bad weather reducing walk-ins
	2
	4
	2 × 4 = 8
	Promote indoor promotions online so customers know what’s available.
	Encourage Click & Collect or short-term delivery during poor weather.


Top of Form

Bottom of Form





Appendix 3
Implementation Plan

Name of the Problem:
Low walk-in customer traffic at Green Haven Florists.
Name of the Solution:
Local marketing and community engagement to increase foot traffic.
                                     Implementation Plan Table 
	Task
	WHAT 
	WHEN 
	WHO 
	DONE 

	1
	Identify where foot traffic is lowest and what times the shop is quietest. Observe patterns and list nearby places with high footfall.
	1 week
	Priya & Liam
	Confirm the busiest and quietest hours and locations.

	2
	Create simple local marketing materials (posters, window signs) to attract people passing by. Plan a theme for the campaign.
	1–2 weeks
	Liam
	Check that materials are ready and match the shop’s brand.

	3
	Contact community spaces (cafés, libraries, gyms, salons) to ask if promotions or posters can be displayed.
	1 week
	Priya
	Confirm at least 2–3 local partners willing to promote the shop.

	4
	Set up a small in-store promotion (seasonal discount, weekend “walk-in only” offer).
	2 weeks
	Liam 
	Make sure the promotion is visible and easy for customers to join.

	5
	Track daily walk-ins and compare to previous weeks. Adjust promotions or advertising based on what works best.
	2–4 weeks
	Priya
	Record whether foot traffic increases and note improvements.











The Key Performance Indicator is: About foot traffic and making sure they have customers coming in.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Liam and Priya will focus on bringing more people into the shop by improving local advertising and in-store promotions.
	Foot traffic will be counted daily and compared to previous weeks to track changes.
	A 20–30% rise in walk-in customers is realistic if marketing and promotions are done consistently.
	Foot traffic directly affects in-store sales, so increasing it is essential for business growth.
	The increase should be visible within 8–12 weeks after launching the foot-traffic campaign.
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