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[bookmark: _Hlk205979492]
Green Haven Florists, a sustainable flower shop in Norwich, UK, has faced a 30% drop in in-store sales over the past year due to declining foot traffic, rising costs, and increased competition from online retailers and local newcomers. Contributing factors include an outdated website, limited digital marketing, expensive eco-friendly materials, and shifting consumer preferences toward convenience and affordability (Kotler et al., 2021). While online orders have grown slightly, they remain insufficient to offset losses. This report will specifically address the shop’s outdated digital presence, focusing on website improvement and digital marketing strategies to enhance customer engagement and competitiveness.
Solution A: Website Redesign and E-Commerce Optimization
Green Haven Florists should invest in a professionally redesigned, mobile-responsive website with integrated e-commerce functionality. This includes a user-friendly interface, high-quality visuals of arrangements, real-time inventory updates, and secure online payment options. Adding features such as delivery scheduling, subscription services, and customer reviews will enhance user experience and drive conversions. A modern, intuitive website will address customer complaints about usability and align with digital shopping trends, helping the business recapture lost sales and compete with online florists (Chaffey & Ellis-Chadwick, 2019; Laudon & Traver, 2021; Ryan, 2016).
Solution B: Targeted Digital Marketing and Social Media Strategy
Green Haven Florists should implement a targeted digital marketing strategy using platforms like Instagram, Facebook, and Google Ads to reach local and eco-conscious audiences. Regular posts showcasing bespoke arrangements, behind-the-scenes content, and seasonal promotions can boost engagement. Collaborating with local influencers and using geo-targeted ads will increase visibility and drive traffic to both the website and store. This approach addresses the lack of digital presence and helps differentiate the brand from competitors by emphasizing its sustainability and creativity (Tuten & Solomon, 2017; Barker et al., 2022).
Justification for Selected Solution: Website Redesign and E-Commerce Optimization
Based on the Grid/PMI Analysis in Appendix 1, Solution A—revamping Green Haven’s website and enhancing its e-commerce functionality—emerged as the most impactful and feasible option. It scored highest in terms of long-term value, customer satisfaction, and alignment with evolving consumer behavior. While Solution B (digital marketing) offers visibility, it relies on having a strong digital platform to convert interest into sales. An improved website directly addresses customer complaints, supports online growth, and enables features like subscriptions and flexible delivery. This foundational upgrade will also amplify the effectiveness of future marketing efforts, making it a strategic first step.
[bookmark: _Hlk213573285]Justification for Preferred Solution: Website Redesign and E-Commerce Optimization
Solution A is the most appropriate to progress with, as it directly addresses Green Haven’s outdated digital infrastructure—a critical barrier to online growth. The criteria used in the Grid analysis included cost-effectiveness, long-term impact, customer experience, and ease of implementation. Greater weight was given to long-term impact (40%) and customer experience (30%) due to their influence on sustained revenue and brand loyalty. A modern website enhances usability, supports online sales, and enables future marketing efforts, making it foundational for recovery and growth (Laudon & Traver, 2021; Chaffey & Ellis-Chadwick, 2019; Ryan, 2016).
Risk Analysis of Website Redesign and E-Commerce Optimization
The main risks of Solution A include high upfront costs, potential technical issues during implementation, and limited internal expertise. Criteria used in the risk analysis were financial impact (40%), operational disruption (30%), and likelihood of occurrence (30%). Financial impact was weighted highest due to budget constraints, while operational disruption and likelihood were equally critical for continuity and feasibility. Despite these risks, the solution is reliable as it directly addresses customer pain points and enables long-term growth. With professional support and phased implementation, risks can be mitigated effectively (Laudon & Traver, 2021; Ryan, 2016; Chaffey & Ellis-Chadwick, 2019).
Implementation Plan for Website Redesign and E-Commerce Optimization
The implementation plan begins with defining objectives and budget, followed by hiring a professional web developer in Week 1. Weeks 2–4 focus on design, content creation, and user experience enhancements. E-commerce integration and testing are scheduled for Weeks 5-6 to ensure secure transactions and smooth functionality. Liam oversees vendor coordination, while Priya manages content and customer engagement. This sequence ensures foundational clarity before technical execution, minimizing disruption and aligning with best practices in digital transformation. Clear task ownership and phased scheduling support timely delivery and risk mitigation (Laudon & Traver, 2021; Chaffey & Ellis-Chadwick, 2019; Ryan, 2016)

Measuring Effectiveness of Website Redesign and E-Commerce Optimization
The proposed Key Performance Indicator (KPI) is a 30% increase in online sales within three months of launch. This directly reflects the solution’s goal of boosting digital revenue. SMART objectives include: Specific - increase online orders; Measurable - track sales via website analytics; Achievable - based on market trends and promotional support; Relevant - aligned with business recovery goals and Time-bound - targeted within a three-month window. These criteria ensure focused, realistic progress tracking. The KPI and SMART objectives are justified by their clarity, relevance, and ability to guide performance evaluation (Chaffey & Ellis-Chadwick, 2019; Ryan, 2016; Laudon & Traver, 2021).
[bookmark: _Hlk213318095]Key Findings:
[bookmark: _Hlk208302504]  Green Haven’s outdated website lacks mobile responsiveness and e-commerce functionality, which negatively affects customer satisfaction and sales (Ennovative Web Design, 2023).
Consumer expectations have shifted toward seamless digital experiences, including mobile ordering and flexible delivery (TechRepublic, 2023).
Solution A offers greater long-term value by aligning with digital trends and improving conversion potential (SO Web Designs, 2023).
Digital marketing efforts are only effective when built on a strong digital platform (Strikingly, 2023).
Risks such as cost and downtime can be mitigated through phased implementation and expert support (Sustainable Business Toolkit, 2023).
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[bookmark: _Hlk205987492]Appendix 1

Grid Analysis Table

	Factors to consider
	Long-Term Value
	Customer Satisfaction
	Ease of Implementation
	Cost-Effectiveness
	Total

	Weighting      
	40%
	30%
	15%
	15%
	100%

	Solution A: Website Redesign
	9
	8
	6
	7
	7.85

	Solution B: Digital Marketing
	7
	6
	7
	8
	7.05




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 upfront development costs

	4
	4
	16
	Set a clear budget and get multiple quotes from web developers
	Phase the implementation and apply for local business grants

	2
	Technical issues or downtime during website launch

	3
	5
	15
	Hire experienced developers and test thoroughly before going live
	Maintain backup systems and offer alternative ordering channels

	3
	Limited internal expertise in managing new platform
	3
	4
	12
	Provide staff training and use a user-friendly content management system
	Outsource maintenance temporarily and use support from the developer








Appendix 3
Implementation Plan

Name the problem you are solving: Decline in sales due to outdated website and poor digital presence.
Name the solution you are implementing: Website Redesign and E-Commerce Optimization
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Define project scope and goals

	Set clear objectives, budget, and timeline

	Week 1


	Liam & Priya


	☐



	2
	Hire web developer


	Select and contract a professional developer


	Week 1


	Liam

	☐



	3
	Design website and update content
	Create layout, write product descriptions, add visuals


	Weeks 2–3


	Developer & Priya


	☐



	4
	Integrate e-commerce functionality

	Add payment system, delivery options, and subscriptions

	Weeks 4–5

	Developer

	☐



	5
	Launch and promote website


	Go live and market via social media and email


	Week 6


	Priya

	☐







Appendix 4

The Key Performance Indicator is a 30% increase in online sales within three months of launching the redesigned website.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Focused on online sales growth






	Tracked through e-commerce analytics






	Based on market trends and promotional efforts





	Aligned with Green Haven’s goal to boost digital revenue





	Set within a clear three-month timeframe. This SMART objective ensures clarity, accountability, and strategic focus. It reflects industry benchmarks for post-launch performance and supports decision-making through quantifiable results (Kotler et al., 2021; Chaffey & Ellis-Chadwick, 2019; Laudon & Traver, 2021).
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