2

Student Name: Alex Valentin Ismail

Student ID: 2435353

Module Code: LCLM4004

Module Title: Problem Solving and Decision Making

Assignment Title: Component 2

Lecturer: Rebecca Stewart









Table of Contents
	Contents
	Page Number

	Brief Explanation of the Specific Business Problem
	3

	Suggested Two Alternative Solutions
	3

	Justification for Selected Solution
	4

	Risk Analysis of the Selected Solution
	5

	Plan to Implement the Selected Solution
	6

	Means of Measuring Effectiveness of Implementation of Selected Solution
	7

	Key Findings
	7

	Reference List
	8

	Appendix 1: Grid Analysis Table
	9

	Appendix 2: Risk Analysis Table
	10

	Appendix 3: Implementation Plan
	12/13

	Appendix 4: KPI and SMART Table
	14




Brief Explanation of the Specific Business Problem
Green Haven Florists, a small independent shop in Norwich, UK, has suffered a 30% decline in in-store sales over the past year. Key contributing factors include reduced city-centre footfall due to parking charges, remote working and online shopping trends; rising costs of imported flowers and sustainable packaging; intense competition from online giants (Bloom & Wild, Interflora) and a new local boutique with strong social media presence; and an outdated website with no e-commerce or proper local SEO.
Customer feedback repeatedly highlights the need for easy online ordering, flexible delivery slots and loyalty rewards. The traditional UK Florists industry has declined at a compound annual growth rate of 0.6% between 2020 and 2025, reaching £1.1 billion in 2025, with physical stores losing significant share to online operators (IBISWorld, 2025).
The specific business problem addressed in this report is the lack of digital visibility and a seamless online-to-offline customer journey, which is driving customers to competitors.
Suggested Two Alternative Solutions

Solution A Proposal Build a much stronger social media presence on Instagram, Facebook and TikTok with daily high-quality visual content (bouquet photos, behind-the-scenes videos, arrangement tutorials, seasonal ideas, customer stories), instant comment responses, competitions, local Norwich micro-influencer partnerships and modest targeted ads (“flowers delivered Norwich”, “eco-friendly bouquets Norwich”).
This directly increases digital visibility extremely quickly and at very low cost. Consistent, authentic visual content has enabled many independent florists to rapidly grow followers and orders while pulling customers back into the physical shop when they see unique designs (Chaffey & Ellis-Chadwick, 2022).


Solution B Proposal (Selected) Implement a proper, joined-up comprehensive marketing strategy: redevelop the website with e-commerce functionality, professional photos, clear pricing, local SEO and online ordering/delivery slots; launch Mailchimp email newsletters with genuine offers and birthday reminders; create a social media content calendar; introduce a simple loyalty programme that works both in-store and online; optimise Google Business Profile; run targeted Meta/Google ads and coordinated seasonal campaigns.
Everything feeds everything else in a measurable loop, creating a true omni-channel experience that meets modern customer expectations for convenience, rewards and seamless buying while allowing Green Haven to compete effectively with national chains and the new boutique (Kotler & Keller, 2022).

Justification for Selected Solution


The weighted Grid Analysis in Appendix 1 compared three options (including “using more local produce” for completeness) using the criteria most important to Liam and Priya:

Time to results (weight 5) – cash extremely tight after 30% drop
Cost (weight 1) – very limited budget
Specialist skills (weight 3) – only two owners + part-timers

Scores: Enhanced social media presence = 25; Using more local produce = 31; Improved Marketing Strategy = 39.

Solution B is decisively the most appropriate because it scores highest on the critical factor (time/speed) while remaining affordable and feasible. Social media alone is fast and cheap but leaves the broken website broken; local produce helps margins but does nothing for digital visibility and takes too long. The comprehensive strategy delivers multiple quick wins within weeks while building sustainable assets, directly solving the root digital problem (Grant, 2021; Osterwalder & Pigneur, 2020).














Risk Analysis of the Selected Solution
The main risks of the comprehensive marketing strategy are shown in full in Appendix 2.

Spending too much on paid ads/wrong targeting (Likelihood 3, Impact 4, Risk Factor 12)
Mitigation: strict £200 monthly budget, test small campaigns first, pause under-performers immediately.
Sudden jump in orders causing staff/stock shortages (Likelihood 4, Impact 4, Risk Factor 16)
Mitigation: train one extra part-timer now, secure backup local suppliers, offer small discount + priority delivery if delayed.
Negative comments/bad reviews from late deliveries (Likelihood 2, Impact 4, Risk Factor 8)
Mitigation: clear delivery slots on website, automatic updates, quick apology + free small bouquet/voucher if issues occur.

All risks are medium or lower after mitigation. The potential 20%+ revenue uplift far outweighs the controlled risks, making the solution reliable for a small independent business (Grant, 2021).














Plan to Implement the Selected Solution
The six-month implementation plan (full details in Appendix 3) is phased to deliver quick revenue wins first while building long-term assets, and to fit around daily operations.
Weeks 1–2: quick marketing audit and priority list (zero cost, immediate clarity).
Weeks 3–5: website redevelopment (biggest blocker) using local freelancer – unlocks online sales fastest.
Weeks 4–6: Google Business Profile optimisation + Mailchimp set-up for instant visibility and email collection.
Week 6 onwards: daily social posts + paid ads once infrastructure exists.
Month 3: launch loyalty programme when customer database is growing.
Responsibilities: Liam handles ads/posts, Priya handles content/customer service, freelancer only for initial website/SEO. Total budget ≈ £5,000–6,000 over six months – easily justified by expected revenue increase (Osterwalder & Pigneur, 2020).


















Means of Measuring Effectiveness of Implementation of Selected Solution
The primary KPI is total sales revenue, with a SMART objective to achieve 20% growth compared to the same month last year by the end of Month 6 after launch (Appendix 4).
This target is Specific (revenue via new website, ads, email, loyalty), Measurable (till + online reports), Achievable (£150–200 monthly ad budget + 5–10 hours/week owner time – proven in similar florist cases), Relevant (directly reverses the 30% decline and low digital visibility problem), and Time-bound (six months).
Supporting metrics (website traffic, email open rates, social engagement, loyalty sign-ups) will be tracked in Google Analytics, Mailchimp and Instagram Insights. Monthly review meetings will allow rapid adjustments if required (Parmenter, 2015; Doran, 1981).

Key Findings
· The root cause of the 30% sales decline is failure to provide a proper digital customer journey in a market where traditional florists continue to lose share to online operators (IBISWorld, 2025).
· Grid Analysis proves the comprehensive marketing strategy is significantly superior in speed and overall feasibility for Liam and Priya’s situation.
· All identified risks are manageable through strict budgeting, small tests, and simple operational safeguards.
· The phased six-month implementation plan is realistic for two owners and prioritises quick revenue-generating actions first.
· A clear 20% revenue growth SMART objective, supported by multiple digital metrics, will enable precise measurement and fast course-correction.
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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
	Spending too much on paid ads / wrong targeting
	3 (Medium)

	4 (High)

	12

	Set strict monthly ad budget (£200 max) and test small campaigns first

	Pause under-performing ads immediately and re-allocate budget


	2
	Sudden jump in orders that the shop can’t fulfil (staff / stock shortage)

	4 (High)

	4 (High)

	16

	Train one extra part-timer now and secure backup local suppliers

	Offer customers a small discount + priority next-day delivery if delayed


	3
	Negative comments or bad reviews if new delivery is late

	2 (Low)

	4 (High)

	8

	Clear delivery time-slots on website and automatic order updates

	Quick public apology + free small bouquet or voucher for affected customers











	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Conduct quick marketing audit



	Check current website, social media, customer feedback – make a list of everything that needs fixing



	Week 1–2



	Liam & Priya



	Written list completed and prioritised




	2
	Update and improve the website



	New photos, clear prices, easy online ordering, delivery info, basic SEO (e.g. “flowers Norwich”)



	Week 3–5



	Local freelancer + Priya



	Website live, mobile-friendly, appears on page 1 of Google for local searches




	3
	Set up Google Business Profile & email system



	Claim Google profile + set up free Mailchimp newsletter



	Week 4–6



	Priya



	Profile verified + first welcome email sent to existing customers




	4
	Launch paid ads and daily social media posts
	£150–200 monthly ad budget + consistent Instagram/Facebook posting schedule
	Week 6 onwards (ongoing)

	Liam (posts) + Priya (ads)



	Ads live and first 1,000 people reached



	5
	Introduce loyalty programme
	Simple card: buy 5 bouquets → £10 off next one (works in-store and online)
	Month 3



	Both

	Loyalty cards printed and first 50 customers signed up
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Appendix 4: KPI and SMART Table
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase total sales revenue by using a new website, paid ads, email campaigns and loyalty card






	
Achieve 20 % growth compared to same month last year





	
With £150–200 monthly ad budget and 5–10 hours/week from Liam & Priya





	
Directly reverses the 30 % sales decline and low digital visibility




	
By the end of Month 6 after launch
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