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Explanation of the Specific Business Problem
Green Haven Florists is an independent flower shop in Norwich that has faced a 30% decline in in-store sales over the past year due to rising costs, reduced high street traffic, and growing online competition. While the company’s eco-friendly brand identity is valued, their outdated website, limited digital marketing, and lack of delivery flexibility have restricted growth (Kotler et al., 2021). Customers behaviour has shifted towards convenience of online shopping, but Green Haven has not adapted their business effectively. The biggest business problem is the company’s poor online presence and limited digital capability, which prevents it from competing effectively with bigger online flower retailers.


[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A Proposal
Develop an Upgraded Online Store and Digital Strategy.
The first solution is to invest in a modern, user-friendly website with features like an online ordering system, subscription-based flower delivery, and flexible delivery options. Also provide visuals, and links to social media to enhance visibility and convenience for the customers. According to Laudon and Traver (2022), e-commerce integration helps small businesses reach wider audiences and streamline transactions. This strategy would allow Green Haven to keep its local identity but also attract online customers and let them compete with larger national flower retailers.

Solution B Proposal
Launch a Community-Based Marketing and Loyalty Programme
The second solution involves introducing a local marketing campaign combined with a loyalty scheme for repeat customers. Green Haven could collaborate with local wedding planners, schools, and eco-friendly businesses to build partnerships and offer exclusive discounts. This would reinforce their community reputation while encouraging customer attention. As Kotler and Keller (2020) note, local engagement strategies can increase customer loyalty and brand trust, especially for independent retailers that rely on personal relationships.

Justification for Selected Solution
Based on the Grid Analysis (Appendix 1), Solution A scores higher overall. The evaluation considered four criteria: cost, time, impact, and sustainability. While developing a new website requires a higher investment, it offers better long-term benefits, with always changing consumer habits. Studies show that over 70% of UK consumers prefer to shop online due to convenience (Mintel, 2023). By upgrading its digital presence, Green Haven can reach a wider audience, automate sales, and collect customer data to improve marketing (Chaffey & Ellis-Chadwick, 2019). This makes Solution A more suitable for long-term growth and competitiveness.

[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
Developing an upgraded online store comes with some risks. As outlined in Appendix 2, the main risks include technical challenges, budget overruns, and low staff digital skills. Technical risks may appear during website setup or maintenance, but these can be reduced by hiring a professional web developer. Financial risk is possible however, initial costs can be managed through phased reducing spending on other supplies  or government small business grants (Department for Business and Trade, 2023). The lack of technical skills within staff can be addressed through short repetitive training sessions. Overall, these risks are manageable, and the long-term rewards justify the investment.

Plan to Implement the Selected Solution
The action plan (Appendix 3) outlines four main stages:
1. Research and Planning (1 Month): Gather quotes from developers, find what attracts costumers and define website requirements.
2. Website Development (2 Months): Hire a local trusted web agency to design and build the e-commerce site with online ordering, delivery tracking, and eco-branding.
3. Design (1 Month): Test website functions and train staff in online order processing and digital marketing.
4. Launch and Promotion: Promote the website on social media, email, and local press.

This structured approach ensures that tasks are completed logically, with clear accountability. Priya could oversee design and marketing, while Liam manages supplier integration and logistics.
Means of Measuring Effectiveness of Implementation of Selected Solution
To evaluate success, Green Haven should use Key Performance Indicators (KPIs) and SMART objectives (Appendix 4). The main KPI is online sales growth, supported by metrics such as website traffic, conversion rate, and customer retention. A SMART goal example would be:
Specific: Increase online sales.
Measurable: Track sales using monthly analytics reports.
Achievable: Target achievable growth through digital campaigns and promotions.
Relevant: Supports the main goal of boosting total revenue.
Time-bound: Achieved within 12 months of website launch.

Additionally, customer feedback and repeat purchase rates will provide better insight into the website’s effectiveness and user satisfaction.


Key Findings
[bookmark: _Hlk208302504]- Green Haven Florists’ core issue is its weak digital presence and outdated online system.
- Two solutions were proposed: upgrading the online store (Solution A) and launching a loyalty programme (Solution B).
- Grid Analysis identified Solution A as the best option due to higher long-term benefits.
- Risks such as cost and technical issues are manageable with proper planning and training.
- Implementation requires six months, focusing on development, training, and monitoring.
- Success should be measured using KPIs such as sales growth, traffic, and customer feedback.
In conclusion, developing a professional online store provides Green Haven Florists with a modern platform that meets consumer expectations and positions the business for sustainable growth.
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Grid Analysis Table

	Factors to consider
	Cost 
	Time to implement
	Long term impact
	Sustainability
	Total

	Weighting      
	5
	3
	4
	3
	

	
Changing website
	4
	4
	4
	5
	63

	
Loyalty programme
	2
	3
	2
	1
	30
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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
	Technical website issues

	3
	4
	12
	Make sure to hire experienced website creator
	Be ready to delay website launch 

	2
	
Increase of cost
	3
	5
	15
	Speak about your budget openly so that everyone working on the new website project is aware of budgeting plan
	Have a backup plan on how to minimise spending in other business areas 

	3
	Staff lack of digital skills

	3
	3
	9
	Provide professional training to all staff before website is actively working
	Make sure at least one person working in a business has good digital skills to support other workers 





Appendix 3
Implementation Plan
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Identify and document website content and design

	-Conduct research to understand what attracts the people
-Ask costumers feedback
	01/09/2024


	Pria

	Document and outline the specific structure and content of the website to be passed on to web developer



	2
	Find the developer

	-Read recommendations online
-Ask for suggestion from people you know

	21/09/2024


	Liam
	Finalize the time frame/price


	3
	Design
	-Work with developer to create the website based on criteria provided.


	16/11/2024


	Developer


	Provide feedback on design promoted by developer


	4
	Change of the website

	-Develop the new website working closely with Liam and Pria 

	
10/12/2024

	Developer

	Lauch the new website with promotions on social media platforms





Appendix 4

The Key Performance Indicator is: Increase online sales in 12 months

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales through upgraded website and online promotions.




	Use new website to track traffic and sales 

	Target growth that can be achieved through digital marketing



	Support revenue recovery and business sustainability in the future




	Goal to be met within 12 months of new website launch.
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