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1.  Brief Explanation of the Specific Business Problem
Green Haven Florists, a small independent shop in Norwich, has struggled over the past year with declining sales, dropping by around 30%. This is mainly because fewer people are visiting the high street, and more customers are turning to cheaper, faster online flower delivery services. Rising costs of imported flowers and sustainable packaging have made running the business harder, while new competitors offer both trendy designs and lower prices. Feedback also shows that the website is outdated, making online shopping difficult. This report focuses on solving the problem of Green Haven’s weak digital presence to increase online sales and reach more customers (Chaffey,2023).

2. Suggested Two Alternative Solutions
Solution A: Website Redesign 
One way Green Haven could fix its problem is by redesigning the website. Right now, the site is old and hard to use, which stops people from buying online. A new website could be mobile-friendly, easier to navigate, and include online ordering, delivery options, and subscription services. Adding clear product photos and simple checkout would help customers trust the shop and buy more. This solution directly solves the problem of weak digital presence and could make online sales go up. It might cost some money to build, but it would be worth it in the long run because more people could find and order from the shop (Chaffey,2023).
Solution B: Digital Marketing Expansion
Another solution is for Green Haven to do more digital marketing. They could use social media platforms like Instagram and TikTok to show their flower arrangements, post regularly, and maybe even work with local influencers. Paid ads and emails campaigns could help reach new customers. This solution would increase visibility and remind old customers about the shop. It’s cheaper than redesigning the website, but only works well if the website is already easy to use. So, while it could bring in more people, it might not fix the main issue fully, which is that online shopping is currently difficult (Constantinides & Stagno,2019).

3. Justification for Selected Solution
I think Solution A, the website redesign, is the best option for Green Haven. Even if they do more marketing, it won’t help much if the website is still hard to use. A new website makes it easier for people to see the flowers, order online, and choose delivery. This will directly increase sales and reach more customers. I gave this solution more importance because the main problem is weak digital presence, which stops people from buying. It might cost money, but it will probably give better results than just marketing (Chaffey,2023).

4. Risk Analysis of the Selected Solution
Redesigning the website comes with some risks for Green Haven. The main risk is the cost- hiring developers and the designers could be expensive and affect cash flow if sales don’t increase quickly. Another risk is technical issues, like delays or glitches during the launch, which might frustrate customers. There’s also the chance that the new website might not attract as many online buyers as expected. To reduce these risks, the shop could set a realistic budget, hire experienced developers, and test the site before going live. Overall, the solution is reliable if planned carefully (Chaffey,2023). 

5. Plan to Implement the Selected Solution
Hiring a qualified web developer with knowledge of e-commerce and user-friendly design is the first step in implementing the website redesign. This should happen in the first month so the project starts quickly. After that, Green Haven need to work with the developer to choose layouts, colours and features that match the brand. Testing should take place before the launch to check for errors and fix anything that could confuse customers. Once the website is ready, it should go live and be promoted on social media. I selected this method since it fits to an understandable and useful process. 

6. Means of Measuring Effectiveness of Implementation of Selected Solution (KPIs & SMART objectives)
To measure whether the new website redesign is successful, Green Haven needs clear and reliable KPIs. The main KPI I choose is the increase in online sales, because this directly shows whether customers find the new website easier to use. Tracking online orders, the number of website visits, and how many people complete a purchase will a good picture of overall performance. This KPI is also practical because it can be monitored weekly or monthly through website analytics. 
The SMART objectives support this KPI by making the targets more structured. For example, aiming to increase online sales by 20% within 3 months is Specific and Measurable, since the percentage can be tracked. It is Achievable because the business already has some online traffic. It is Relevant to the overall problem of declining sales, and Time-Bond with a clear deadline. Another SMART objective is to reduce website bounce rate by 15% within two months, which shows whether the new website layout is more engaging. These measures are useful because they allow Liam and Priya to check if the redesign is actually improving customer behaviour. If the targets are not met, they can adjust the website or their marketing strategy.

7. Key Findings
· The main problem facing Green Haven Florists is the decline in in-store sales combined with a weak digital presence. While the business still has strong community relationships, it has not adapted quickly enough to change customer behaviour and increased online competition.
· Two solutions were considered: redesigning the website and expanding digital marketing. Both options have potential benefits, but the analysis showed that the outdated website is the bigger barrier preventing customers from buying online. Improving marketing would not be effective unless the website itself becomes easier to use.
· The website redesign was selected as the most suitable solution because it directly addresses accessibility, convenience, and user experience. These factors are essential for increasing online sales and competing with larger online retailers.
· The risk assessment showed that the main risks include costs, technical issues, and the possibility of lower-than-expected results. However, these risks can be managed through budgeting, testing, and working with experienced developers.
· The implementation plan and KPI framework highlighted that success will be measured through online sales growth, website traffic, and reduced bounce rates. SMART objectives give the business clear targets and timelines to stay on track and evaluate progress effectively.






8. PMI for Solution A- Website Redesign
	Plus (P)
	Minus (M)
	Interesting (I)

	Improves user experience
	Requires upfront cost
	Could open new customer segments

	Increases conversion rate
	Takes time to develop
	Opportunity to add new features like online chat

	Makes the brand look more professional
	Risk of technical issues
	May increase long-term customer loyalty 

	Better mobile optimisation
	Staff my need training
	Helps collect better customer data

	Supports digital marketing campaigns
	Possible delays from developer
	Could improve SEO performance




PMI for Solution B- Digital Marketing Expansion
	Plus (P)
	Minus (M)
	Interesting (I)

	Bring rapid visibility
	Needs consistent content creation
	Chance to go viral

	Attract new audiences
	Cost of ads fluctuates
	Can target audiences very precisely

	Increases brand awareness
	Requires ongoing management
	Can track performance in real time

	Helps build social media presence
	May not work without a strong website
	Can test different campaign ideas quickly

	Potential for high ROI
	Overdependence on platforms
	Data from campaigns can improve strategy









9. Key Performance Indicator & SMART Objectives
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Redesign the website to improve user experience and online ordering
	Track number of online orders, website traffic, and bounce rates
	Achievable with professional web developers and proper planning
	Directly addresses the main problem of weak digital presence and low online sales
	Complete website redesign and launch within 3 months

	Improve customer engagement through the new website
	Measure average session duration and number of returning users
	Achievable with improved layout, mobile-friendly design, and clear navigation
	Helps retain customers and supports long-term growth
	Review engagement metrics monthly for the first 6 months

	Reduce bounce rate and abandoned carts
	Track bounce rate and checkout completion rates
	Attainable by testing user interface and fixing errors
	Ensures customers complete purchases, increasing revenue
	Evaluate performance 1 month after website launch and make adjustments as needed

	Support marketing campaigns
	 Track the number of leads or website visitors from social media campaigns 
	Achievable by integrating social media links and tracking
	Ensures marketing investments generate ROI
	Assess impact of campaigns quarterly
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Appendix 1: Risk Analysis Table  
	What could cause a risk
	Likelihood (1-5)
	Impact (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 development costs may exceed budget
	 3
	 4
	 12
	 Set a clear budget, get multiple quotes, and plan for contingency
	Reduce scope of features temporarily or delay less critical elements

	2. Technical issues or glitches during launch
	 2
	 5
	 10
	Test the website thoroughly before going live; hire experienced developers
	Have a technical support plan in place to fix issues quickly

	3. Low customer adoption of the new website
	 3
	 4
	 12
	Promote the website through social media and email; include clear instructions
	Run targeted campaigns, collect feedback, and make quick improvements

	4. Staff may struggle to manage new website
	 3
	 3
	9
	Provide training sessions and clear manuals
	Offer ongoing support and temporary extra help if needed




Notes:
Likelihood: 1 = very unlikely, 5 = very likely
Impact: 1 = very low, 5 = very high

Appendix 2: Implementation Plan
	Task
	        WHAT
	        WHEN
	           WHO

	 1
	Hire a professional web developer or agency 
	     Week 1
	 Liam & Priya

	 2
	Plan website layout, features, and content
	     Week 2-3
	Liam, Priya & Developer

	 3
	Develop and build website
	    Week 4-8
	     Developer

	 4
	Test website for functionality, mobile usability, and checkout
	    Week 9
	Liam, Priya & Developer

	 5
	Launch website and promote via social media/email
	    Week 10
	 Liam & Priya
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