


Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Vladislav Prodan 

Student Number: 2440094

Lecturer’s Name: Koushik Das Sarma






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, independent flower shop in Norwich that has recently faced a 30% decline in in-store sales. Several factors have contributed to this downturn, including reduced foot traffic on the high street, rising costs of flowers and sustainable packaging, and growing competition from online retailers offering cheaper prices and faster delivery. In addition, the shop’s website is outdated, and digital marketing activity is very limited, which restricts online visibility. The specific problem addressed in this report is the lack of an effective digital presence, preventing Green Haven from reaching modern consumers and sustaining profitability.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
SOLUTION A PROPOSAL
One possible solution is to develop a stronger digital presence by upgrading the website for a better user experience and launching consistent social media campaigns. A modern, mobile-friendly website with clear product displays and online booking options would make purchasing easier and more appealing for customers (Kotler & Keller, 2022). Active social media engagement can strengthen customer relationships, build brand awareness and improve competitiveness (Johnson et al., 2020). This solution directly responds to the lack of online visibility and outdated digital systems, positioning Green Haven for growth and alignment with evolving customer expectations (Mintel, 2023).

SOLUTION B PROPOSAL
A second solution would be to redesign the business model by introducing flexible delivery and subscription services, while seeking more cost-effective suppliers. Offering weekly or monthly flower subscriptions and same-day delivery would meet consumer expectations for convenience and value (Slack et al., 2019). Reviewing supplier contracts and sourcing more affordable local flowers could reduce operational costs without affecting product quality (Office for National Statistics, 2024). This solution focuses on stabilising profitability by improving service flexibility and supply efficiency (Kotler & Keller, 2022)


Justification for Selected Solution

Based on the PMI analysis in Appendix 1, Solution A, investment in digital marketing, social media and website improvement, is the most appropriate solution to progress with. The evaluation criteria used were long-term sustainability, customer reach, cost and implementation complexity, which were selected because they directly influence business growth in a competitive market. Solution A shows 8 positive and opportunity points and only 2 negative points, demonstrating the strongest potential to increase customer reach and long-term sustainability. In comparison, Solution B has 5 positive/opportunity points and 3 negative points, indicating lower impact on visibility and growth. The decision was evaluated using criteria such as customer reach, sustainability, cost and implementation complexity, with higher weighting given to customer reach because the core problem is weak online visibility. Therefore, Solution A best supports long-term recovery and competitiveness (Kotler & Keller, 2022; Mintel, 2023). 
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution

Based on the risk assessment in Appendix 2, Solution A presents several risks, including overspending on digital advertising, limited digital skills, low customer engagement, and the high cost of hiring an in-house marketing team or external agency. These risks were evaluated using likelihood and impact, as this method allows a structured comparison of potential threats to implementation and financial performance (Slack et al., 2019). Financial risks received the highest weighting because Green Haven operates with limited resources and small margins. Although the risk factor for marketing employment costs scored the highest (15), mitigation strategies such as budget caps, phased campaigns, and investing in short digital marketing courses significantly reduce exposure. As Kotler and Keller (2022) emphasise, controlled and data-driven marketing implementation increases long-term success. Therefore, Solution A remains reliable and manageable when supported by monitoring and capability development.
Plan to Implement the Selected Solution
The implementation plan is organised step-by-step to make sure Solution A is applied in a realistic and sustainable way (Appendix 3). First, we planned training and competitor analysis so the owners can understand digital marketing better before investing money into campaigns. After that, an internal marketing specialist will be hired to support the business consistently and manage the online presence full-time. Once the specialist is in place, the website will be redesigned so they can work together with the web developer and create a user-friendly page for online orders. Social media content and paid ads will only start after the website is fully updated, because campaigns work best when the online customer experience is smooth and clear (Kotler & Keller, 2022). The last step is monitoring analytics every month to understand what works and make improvements along the way. Overall, the order of tasks helps the business build skills first, then structure, and finally growth, without wasting money.
Means of Measuring Effectiveness of Implementation of Selected Solution
The Key Performance Indicators (KPIs) identified in Appendix 4 include website traffic growth, social media engagement, online orders, and overall sales revenue. These metrics directly reflect the success of the digital marketing and website improvement strategy. Each KPI aligns with the SMART framework: Specific, Measurable, Achievable, Relevant, and Time-bound (Doran, 1981). Website traffic and social media engagement indicate improvements in visibility and customer interest, while online orders and monthly revenue assess the financial effect of the marketing strategy. The SMART objectives provide realistic percentage targets within fixed time frames, which supports accurate performance tracking rather than subjective judgement (Doran, 1981). Each KPI is quantifiable through Google Analytics, social media insights and sales reports, allowing the business to monitor results and make evidence-driven adjustments if performance is not improving. This approach aligns with Kotler and Keller’s (2022) view that marketing success should be assessed using clear metrics to ensure long-term business growth and cost-effective resource allocation.

Key Findings

· [bookmark: _Hlk208302504]Green Haven Florists is experiencing declining sales primarily due to weak digital visibility, outdated online systems and strong competition from online retailers.
· Solution A, focused on digital marketing, social media and website improvement, provides significantly more advantages and opportunities than Solution B, according to the PMI analysis in Appendix 1.
· The risk assessment in Appendix 2 shows that although financial and capability-related risks exist, they can be managed through training, internal staffing and phased spending.
· The implementation plan in Appendix 3 supports sustainable growth by prioritising skill development, internal capacity and website optimisation before campaign launch.
· The KPI and SMART objectives in Appendix 4 enable transparent performance tracking and ensure that marketing decisions are based on measurable results rather than assumptions.
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Appendices




Appendix 1
	Solution A

	Plus
	Minus
	Interesting

	Improves visibility and attracts a wider audience (Mintel, 2023)
		


Requires initial investment in ads/website
	Opportunity to strengthen eco-friendly brand online

	
Builds long-term sustainability and brand loyalty (Kotler & Keller, 2022)
	Needs digital knowledge and time 
	Can expand nationally, not only locally

	Allows measurable analytics through KPIs (Johnson et al., 2020)

	Results may take 2–3 months to appear
	Potential for recurring online orders

	
Supports modern consumer shopping behaviour, most customers now search and shop online (Mintel, 2023)
	· 
	Opportunity to develop future subscription and delivery services

	
TOTAL: 4
	
TOTAL: 2
	
TOTAL: 4



[bookmark: _Hlk210816971]Therefore: Final Answer for Solution A = 8
	Solution B

	Plus
	Minus
	Interesting

	Reduces operational costs (ONS, 2024)
	Does not increase brand visibility
	Subscription services can generate recurring monthly income

	Meets demand for delivery convenience (Slack et al., 2019)

	High logistical complexity & requires additional planning and time from staff
	Possibility to partner with courier services or local drivers

	Increases value perception to price-sensitive clients & improve positive reviews 

	Limited impact on customer reach
	Could attract office clients and corporate contracts

	-
	Limited potential for rapid growth compared to digital strategies
	Could develop personalised seasonal flower packages

	
TOTAL: 2
	
TOTAL: 3
	
TOTAL: 3



Therefore: Final Answer for Solution B = 5

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
	Overspending on digital ads due to poor budget control
	3
	4
	12
	Set monthly ad budgets and track ROI weekly
	Reduce spending and switch to organic social media temporarily

	2
	Lack of technical skills for website and digital marketing
	4
	3
	12
	Hire a digital marketing specialist or web developer
	Provide internal training to owners Attend online /offline marketing courses, mentorships. 

	3
	Hiring an in-house marketing team or agency becomes too expensive
	3
	5
	15
	Negotiate contract terms and start with project-based work instead of full retainer
	Switch to freelance support or reduce marketing scope temporarily







Appendix 3
Implementation Plan

Name the problem you are solving
 Lack of digital visibility and customer reach resulting in declining sales.
Name the solution you are implementing 
Investment in digital marketing, social media and website improvement.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Hire an internal marketing assistant/ 
and web developer 

	
Hire an internal marketing assistant/ and web developer 
specialist to manage campaigns and online presence


	
December 2025 

	

	Liam & Priya



	



	
-


	2
	Learn fundament of digital marketing principles for businesses 

	
Attend short digital marketing courses and conduct competitor analysis to learn marketing language, tools, upcoming action plan, social media strategy 


	

Dec 2025 – Jan 2026
	
	



	Liam & Priya




	

-

	3
	
Website optimisation 
	
Redesign and optimise the website for user-friendly online orders and mobile navigation

		January – February 2026



	



	
	Internal marketing specialist + Web developer



	




	

-

	4
	
Marketing Campaign & Build a strong marketing strategy 
	
Launch paid ad campaigns and regular social media content managed internally


	
	February –
 April 2026



	



	
Internal marketing specialist


	

-

	5
	Track KPI, and results, regularly 

	Monitor analytics (traffic, engagement, online orders) monthly and adjust strategy

	March 2026 – ongoing
	Internal marketing specialist 
and Liam & Priya 
	
-








Appendix 4

The Key Performance Indicator 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
	



	Increase the 
number of 
people visiting
 the website
 through digital 
campaigns 
and SEO







	

Track monthly website visits via Google Analytics


	

Achievable through regular social content, paid ads, and improved website
	

Higher traffic = more potential customers and online orders





	


Increase by 30% within 3 months





		



	Increase the
number of 
orders placed
through the
redesigned 
website



	
Measured by orders processed via the online system
	
Achievable once website optimisation and campaigns are launched
	
Directly linked to sales growth
	
Increase by 20% within 6 months

		



	Grow revenue
 Generated
 from digital
 marketing 
efforts



	Measured via sales reports and accounting records
	Achievable if website and marketing strategy perform strongly
	Revenue is the main long-term goal of the solution
	Increase by 15% within 6 months
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