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[bookmark: _heading=h.729sao4tztt6]
[bookmark: _heading=h.pmv6d28knlau]1. Brief Explanation of the Business Problem
Green Haven Florists, an independent florist in Norwich, has experienced a 30% decline in in-store sales over the past year. This decline is due to reduced high-street footfall, rising flower costs, stronger competition, and the growing preference for online purchasing—a well-established consumer trend (Kotler & Armstrong, 2021; Laudon & Traver, 2022). Customer feedback also highlights dissatisfaction with the outdated website and limited delivery options. While online sales have increased slightly, they are insufficient to offset in-store losses.
The core business issue is a weak digital presence, limiting competitiveness against online retailers. Strengthening digital capabilities is essential to improve revenue and customer engagement (Laudon & Traver, 2022; Chaffey & Ellis-Chadwick, 2019).

[bookmark: _heading=h.tbjwr4s9zvr5]2. Suggested Two Alternative Solutions
Solution A: Develop a Modern E-Commerce Website with Subscription Options
 Redevelop the website with an intuitive ordering system, subscription packages, improved visual content, and secure payment integration. Subscriptions provide recurring revenue, while the modernised website addresses usability concerns and strengthens brand identity (Laudon & Traver, 2022; Chaffey & Ellis-Chadwick, 2019).
Solution B: Expand Digital Marketing and Social Media Strategy
 Implement a structured digital marketing programme, including social media engagement, targeted advertising, promotions, and influencer partnerships. This solution requires lower initial investment and may rapidly increase brand visibility (Chaffey & Ellis-Chadwick, 2019; Ryan, 2020).

[bookmark: _heading=h.vom0jakrmfq6]
[bookmark: _heading=h.r9mf77umlk10]
[bookmark: _heading=h.18dpsmh42ja5]3. Justification for Selected Solution
Using the PMI analysis (Appendix 1), Solution A outperforms Solution B on cost-effectiveness, long-term strategic benefit, customer satisfaction, and revenue potential. Long-term sustainability and financial gain were prioritised, in line with strategic decision-making principles (Slack, Brandon-Jones & Burgess, 2022).
Solution A directly addresses customer complaints, offers measurable revenue opportunities, and enhances operational efficiency (Laudon & Traver, 2022). Hence, Solution A is the most appropriate option.

[bookmark: _heading=h.ux0qjvai3zgu]4. Risk Analysis of the Selected Solution
Appendix 2 identifies risks including:
· Development delays

· Cost overruns

· Slow customer adoption

Mitigation strategies: hire an experienced developer, enforce budget controls, and provide launch promotions. Risks are manageable, keeping the solution feasible (Slack, Brandon-Jones & Burgess, 2022; Kerzner, 2021).

[bookmark: _heading=h.o8fyq1z5840]5. Plan to Implement the Selected Solution
The twelve-week plan (Appendix 3) includes: selecting a developer, designing the website, integrating systems, testing, training staff, and launching. Tasks are clearly assigned to Liam, Priya, and outsourced developers. Structured timelines ensure coordination, minimise errors, and reflect operational planning principles (Slack, Brandon-Jones & Burgess, 2022).

[bookmark: _heading=h.uvdfyqd14zzi]6. Measuring Effectiveness of Implementation
The primary KPI is a 20% increase in online sales within six months (Appendix 4). Supporting SMART metrics include website traffic, subscription sign-ups, and customer satisfaction. Regular evaluation allows timely adjustments in marketing, pricing, and UX to maximise effectiveness (Chaffey & Ellis-Chadwick, 2019; Ryan, 2020).

[bookmark: _heading=h.rtargtod48me]7. Key Findings
· Declining performance is largely due to weak digital presence and reduced high-street footfall.

· Two solutions were evaluated: website redevelopment and enhanced digital marketing.

· PMI analysis recommends Solution A for long-term strategic value (Slack, Brandon-Jones & Burgess, 2022).

· Risks like development delays and budget concerns are manageable.

· Twelve-week implementation plan and SMART KPIs ensure measurable outcomes.

· Strengthening digital functionality is essential for competitiveness and revenue growth (Laudon & Traver, 2022).
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[bookmark: _heading=h.3pa2gzlyq67d]Appendix 1

Grid Analysis Table

Factors to consider	Cost	Revenue	Scalability	Total
Weighting      	5	3	4	
	Website Redesign	2	3	2	27
Set Up Analytics Tools		3	4	4	43
	Digital Marketing Strategy	Digital Marketing Strategy	4	2	1	30
	Staff Training	5	1	2	36




Appendix 1

PMI Analysis Table

Solution A
Plus	Minus	Interesting
	Improved customer experience (5)
		
		Higher upfront cost (4)	Potential for subscription model growth (2)
	Increased online sales potential (4)
		
			Technical issues or bugs (3)	Strong data insights for future decisions (2)
	Long-term competitive advantage (4)	Longer implementation timeline (3)	Opportunity to expand digital services (1)
Stronger brand image (3)			
		Ongoing maintenance required (1)
		
	TOTAL: 16		TOTAL: 11		TOTAL: 5


[bookmark: _heading=h.ejgcup4n59nb]Therefore: Final Answer for Solution A = 16 − 11 = +5
[bookmark: _heading=h.ejgcup4n59nb](Solution A provides strong long-term benefits and outweighs its drawbacks.)




Solution B
Plus	Minus	Interesting
Lower cost to implement (4)	Short-term impact only (3)	Opportunity to collaborate with influencers (1)
	Quick increase in visibility (4)		
		Does not fix website issues (4)
		High variability in campaign success (2)
	Improves customer engagement (3)	Limited scalability without website upgrade (3)	
	TOTAL: 11		TOTAL: 10		TOTAL: 3



Therefore: Final Answer for Solution B = 11 − 10 = +1
 (Solution B provides some benefit, but it is weaker and shorter-term.)
[bookmark: _heading=h.94iozaiqyz2h]PMI Conclusion
Solution A (+5) outperforms Solution B (+1) and is therefore the recommended option.








[bookmark: _heading=h.4olrab4c6g7]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		High initial financial cost of digital upgrades

		3	5	15	Use phased approach; prioritise essential features; set a realistic budget; seek small business grants.	Pause non-essential spending; adjust project scope; negotiate payment plans with developers.
2	Technical problems with website (bugs, slow load, payment issues)		3	4	12	Hire a reputable developer; conduct testing before launch; use reliable hosting.	Provide alternative ordering methods (phone/email); contact technical support to resolve issues quickly.
3	Low customer adoption of online platform	3	4	12	Run social media campaigns; offer launch discounts; educate existing customers about subscription services.	Conduct customer surveys; adjust website layout or pricing; offer additional promotions.
4	Staff lack digital skills or resistance to change	2	3	6	Provide training sessions; involve staff in decision-making; ensure new systems are user-friendly.	Provide extra support or refresher training; temporarily reassign tasks to more confident staff.
5	Increased competition from online flower retailers	4	4	16	Emphasise eco-friendly USP; focus on bespoke designs; invest in SEO and branding.	Adjust product offerings; launch loyalty schemes; bundle deals or special service packages.





Appendix 3
Implementation Plan

Name the problem you are solving: 
Outdated website and limited online sales channels are preventing growth and reducing customer engagement.
Name the solution you are implementing: 
Develop a modern, mobile-friendly website with online ordering, subscriptions, secure payments, and a digital marketing strategy to attract and retain customers.

	Task	WHAT		WHEN		WHO		Done
1	Select developer	Choose and contract a web developer	Week 1	Liam & Priya	
2	Website design	Layout, product pages, subscriptions, secure payments	Week 2-5	Developer	
3	Build & integrate system		
		Payment, checkout, delivery options
		Week 5-7		Developer	
4	Testing & bug fixing		Usability, mobile testing, checkout testing
		
		Weeks 7–8	Developer + Owners	
5	Staff training	Order management & customer support training	Weeks 9–10	Liam + Trainer	





Appendix 4

The Key Performance Indicator is: Increase online sales by 20% within six months of launch.

Specific	Measurable	Attainable	Relevant	Time-Bound
	
		Increase online sales through improved website functionality and subscriptions
					Track online orders, conversion rate, traffic, and subscription sign-ups	Based on current demand and new digital capability	Supports business survival and competitiveness		
		Achieve target by Month 6, reviewed monthly
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