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Brief Explanation of the Specific Business Problem 

Green Haven Florists, a small independent shop in Norwich, has recently experienced a noticeable decline in sales, particularly from walk-in customers. The shop is known for its eco-friendly practices and bespoke floral arrangements; however, it is struggling to adapt to changing consumer habits (Kotler et al., 2021). Its website has not been updated in some time, making online browsing and ordering cumbersome, which limits the shop’s ability to compete with larger online retailers offering fast delivery and frequent discounts (Chaffey and Ellis-Chadwick, 2022). Rising costs for flowers and sustainable packaging have also placed additional strain on the business (Grant, 2021). Overall, the main challenge is the lack of a strong online presence, which restricts revenue growth and broader customer engagement.
[bookmark: _Toc213961259][bookmark: _Hlk205982497]Suggested Two Alternative Solutions

[bookmark: _Toc213961260]Solution A – Modernize the Website and Add E-commerce Functions
Redesigning the website to be user-friendly, mobile-compatible, and visually appealing could significantly improve customer access (Smith and Zook, 2020). Features would include online ordering, delivery scheduling, and subscription options. Secure payment systems and search engine optimization would make the shop easier to find and more convenient for users (Chaffey and Ellis-Chadwick, 2022). This solution directly addresses the primary problem, strengthens the brand’s identity, and opens new revenue streams, particularly for tech-savvy and sustainability-conscious customers (Kotler et al., 2021).

[bookmark: _Toc213961261]Solution B – Develop a Targeted Digital Marketing Strategy
This approach focuses on raising awareness and engagement via social media campaigns, email newsletters, and Google Ads (Armstrong and Kotler, 2023; Smith and Zook, 2020). Content would include floral design tutorials, seasonal promotions, and eco-friendly initiatives. Collaborating with local influencers could extend the shop’s reach. While this strategy is less costly and faster to implement than a full website redesign, it does not fully solve online usability or ordering issues, which are crucial to increasing sales.
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After careful consideration, Solution A – Website Redesign and E-commerce is the preferred choice. The evaluation criteria included cost-effectiveness, revenue potential, customer accessibility, and long-term sustainability (Grant, 2021). Weightings were applied to reflect importance: customer accessibility (4), revenue potential (3), cost efficiency (3), brand image (2), and competitive advantage (2). The weighted Grid Analysis shows Solution A scores higher overall than Solution B. Although the initial cost is higher, a redesigned website directly addresses the shop’s weakest point and provides a platform for future marketing growth (Chaffey and Ellis-Chadwick, 2022). This approach is expected to improve customer satisfaction, expand online sales, and maintain a competitive edge (Kotler et al., 2021).
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Potential risks include higher development costs, technical problems, and staff resistance to new systems (Porter, 2008). The assessment considered likelihood (40%), impact (40%), and controllability (20%). Mitigation strategies include hiring experienced developers, implementing a phased rollout, and providing thorough staff training (Grant, 2021). Contingency plans, such as timeline extensions, cost adjustments, and one-to-one staff support, are recommended. While challenges may occur, the benefits of increased online sales, improved customer experience, and long-term brand growth outweigh the potential risks (Chaffey and Ellis-Chadwick, 2022).
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Implementation will occur over four main phases: Research and design (Months 1–2): Priya will lead customer and competitor research to determine website requirements and key features (Armstrong and Kotler, 2023). Website development (Months 3–5): Liam will manage developers to create and test website functionality and design (Chaffey and Ellis-Chadwick, 2022). Testing and staff training (Month 6): All staff will be trained to manage online orders, deliveries, and customer queries efficiently (Kotler et al., 2021). Launch and promotion (Month 7 onwards): Priya will oversee the marketing campaign to inform customers of the new online services and encourage engagement (Smith and Zook, 2020). This phased plan reduces operational disruption, allows feedback integration, and balances cost, time, and quality considerations. Responsibilities are clearly allocated to ensure accountability.
[bookmark: _Toc213961265]Means of Measuring Effectiveness of Implementation of Selected Solution

KPI: Monitor online sales, website engagement, and order volumes within six months of launch (Chaffey and Ellis-Chadwick, 2022).
SMART Objectives:
Launch a fully functional e-commerce website by the end of Q2.
Achieve a 20% increase in online sales within six months.
Increase website traffic by 50% and reduce bounce rate by 30% (Kotler et al., 2021).
Metrics will be tracked using Google Analytics and customer surveys, allowing the team to make data-driven adjustments and ensure the website meets business goals (Smith and Zook, 2020).
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[bookmark: _Hlk208302504]Limited digital presence is the primary barrier to revenue growth (Chaffey and Ellis-Chadwick, 2022).
A redesigned e-commerce website provides the most effective long-term solution (Kotler et al., 2021).
Digital infrastructure supports future marketing and revenue expansion (Grant, 2021).
Operational and technical risks are moderate and manageable with phased implementation (Porter, 2008).
SMART KPIs provide measurable targets and ensure continuous improvement (Armstrong and Kotler, 2023).
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Appendix 1
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	Factors to consider
	Weighting
	Solution A – Website Redesign
	Solution B – Digital Marketing
	Notes
	Total

	Customer accessibility      
	


4
	


9
	


6
	Website redesign directly improves usability and ordering convenience
	A = 36 B = 24

	
Revenue potential
	
3
	
8
	
5
	Online ordering opens new revenue streams; marketing increases traffic but less direct sales
	A = 24 B = 15

	
Cost efficiency
	
3
	
6
	
8
	Marketing strategy is cheaper upfront; website has higher initial cost
	A = 18 B = 24

	Brand image & sustainability
	
2
	
8
	
6
	Both strengthen eco-conscious brand; website has stronger long-term impact
	A = 16 B = 12

	Competitive advantage

	
2
	
9
	
5
	Website helps compete with national retailers more effectively
	A = 18 B = 10


Giving us a final total       A = 112 B = 85 Conclusion:
Conclusion Solution A (Website Redesign and E-commerce) achieves the higher overall score (112 vs 85) and is therefore the preferred option.
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	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
	Website development delays due to design revisions or technical issues

	
3
	
4

	
12
	Hire experienced developers, set clear milestones, hold weekly progress meetings
	Extend project timeline slightly and keep customers informed of progress

	2
	Budget overruns from unforeseen development costs

	
4
	
4

	
16
	Use fixed-price contracts and track expenses regularly
	Scale back non-essential features temporarily to control costs

	3
	Staff resistance to adopting new online systems

	
2
	
3

	
6
	Involve staff early in the process and offer hands-on training
	Provide one-to-one technical support and refresher training sessions

	4
	Cybersecurity breaches or data protection failures
	
2
	
5
	
10
	Install strong security measures and use secure payment systems
	Immediately isolate affected systems and notify customers according to GDPR rules

	5
	Poor customer adoption after website launch
	
3
	
3
	
9
	Promote through marketing campaigns and offer launch discounts
	Collect customer feedback and adjust website features based on user experience
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Problem: Weak online presence and outdated website
   Solution: Redesign website with e-commerce functionality
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Research customer preferences & competitors


	Conduct surveys and analyse competitors’ websites to identify key design and functionality needs
	Month 1-2


	Priya


	
☐


	2
	Hire developer, agree design


	Select web developer, finalise design layout, colour scheme, and navigation features
	Month 2


	Liam


	
☐


	3
	Build & test website features

	Develop e-commerce site with secure payments, SEO, and responsive design; test across devices

	Month 3-5


	Developer Team


	
☐


	4
	Staff Training

	Train staff on managing online orders, updating content, and handling customer queries

	Month 6

	Liam & Priya

	

☐

	5
	Launch & promote website


	Officially launch site, promote via social media, email newsletters, and local press

	Month 7


	Priya & Marketing Assistant


	
☐





· 
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	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Launch e-commerce website





	
Track online orders, traffic, bounce rate



	
Achievable within 7 months



	
Supports digital competitiveness & recovery




	
Live by June; 20% sales increase & 50% traffic growth in 6 months













Page 2 of 2

image1.emf
  Module Title:   Problem Solving and Decision Making     Module Code:   LCLM 4004      Assessment:  C omponent  2   Report     Student Name:  Fabienne Cossa     Student Number:   2431920     Lecturer’s Name:   Chijioke Uba  


