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Problem Overview 
· Green Haven Florists, an independent shop in Norwich, has experienced a 30% decline in in-store sales due to reduced high-street footfall, rising operational costs, and increased competition from online retailers. Several interconnected issues have contributed to the downturn, including supply-chain price increases, an outdated website, limited delivery options, weak digital marketing, and shifting consumer behavior toward convenience-driven online services. Among these challenges, the most significant problem addressed in this report is the shop’s inadequate digital presence, which restricts customer reach and reduces competitiveness in a market increasingly dominated by online purchasing.




· Solution A: Website Redesign and E-Commerce Upgrade 
· Solution A involves redesigning Green Haven Florists’ website to include modern e-commerce features such as online ordering, secure payment systems, real-time stock updates, and personalised recommendations. This also includes improving the site’s usability, mobile compatibility, and visual appeal. Enhancing the online platform directly addresses the core business problem by making it easier for customers to browse, customise, and purchase products without visiting the store. A professional, user-friendly website increases convenience, attracts new online shoppers, and improves customer satisfaction—ultimately helping Green Haven compete with larger online retailers and recover lost sales revenue.


· Solution B: Social Media and Digital Marketing Strategy 
· Solution B focuses on implementing a structured digital marketing strategy across platforms such as Instagram, Facebook, and TikTok. This includes regular posting, targeted advertising, collaborations with local influencers, and showcasing eco-friendly products and bespoke arrangements. Strong digital marketing increases brand visibility, builds customer engagement, and attracts younger, tech-savvy consumers. By improving online presence and promoting the shop’s unique sustainability values, this solution addresses the core problem of limited digital reach. Effective social media use can drive both online and in-store sales, helping Green Haven differentiate itself from competitors and strengthen its position in a highly competitive market.



· Justification for Selected Solution 
· Based on our Grid analysis, Solution A is the most appropriate option because it scored highest across the key criteria of long-term impact, customer reach, competitiveness, and revenue potential. These criteria were weighted more heavily as they directly influence business survival in a digital retail environment. Improving the website and e-commerce functions provides a sustainable advantage by increasing accessibility for customers who prefer online shopping. Unlike Solution B, which relies on ongoing marketing effort, Solution A creates a permanent, high-value asset that addresses the root problem—weak digital presence. Therefore, Solution A offers the greatest strategic and financial benefit.



Risk Analysis of the Selected Solution 
The risk analysis shows that Solution A carries moderate risks, mainly linked to implementation cost, potential technical issues, and staff capability. These risks were evaluated using criteria such as likelihood, impact, cost, and controllability, which were weighted more heavily because they directly affect project feasibility. Although some risks—such as delays or limited digital expertise—are present, the weighting demonstrates they are manageable through mitigation strategies, including hiring professionals and providing staff training. Since the highest-weighted risks remain low to medium in severity, Solution A is considered reliable and offers far greater long-term benefits than alternative options


Plan to Implement the Selected Solution
The implementation plan follows a logical, phased sequence to minimise disruption and ensure quality. Initial tasks, such as requirements gathering and UX research, were scheduled first to ensure the redesign is informed by customer needs. Technical development and content creation follow, assigned to web developers and marketing staff based on expertise. Testing is placed before launch to ensure functionality and reduce operational risk. The timeline prioritises tasks with dependencies, ensuring each stage supports the next. Responsibilities are clearly allocated to maintain accountability, while the structured order ensures the website is delivered efficiently, on schedule, and ready for effective launch.



[bookmark: _Hlk205981688]Means of Measuring Effectiveness of Implementation of Selected Solution
The effectiveness of Solution A will be measured through the proposed KPI of increasing online sales and customer engagement, as this directly reflects whether the upgraded website is attracting, retaining, and converting customers. This KPI is appropriate because the core business problem is declining foot traffic and insufficient online activity. The SMART objectives—such as increasing website traffic by 25% and achieving a 20% rise in online sales within six months—are specific, measurable, achievable, relevant, and time-bound. These objectives provide clear benchmarks that allow Liam and Priya to track progress, assess performance, and evaluate whether the digital upgrade is delivering the expected commercial benefits.
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Key Findings 
· The core problem is the company’s outdated and poorly structured website, which limits customer engagement and reduces conversion rates.
· Key contributing issues include unclear navigation, inconsistent branding, slow page load times, and outdated content that does not meet user expectations.
· Solution A (website redesign) emerged as the strongest option, scoring higher for feasibility, long-term value, and alignment with customer needs.
· Risk analysis shows manageable risks, primarily related to project delays and technical challenges, all of which can be minimised through planning and testing.
· KPIs and SMART objectives confirm clear, measurable indicators to track improved user experience and increased customer engagement.
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Grid Analysis Table

	Factors to consider
	Long-term impact
	Cost-effectiveness
	Improvement to customer experience
	Speed of implementation
	Competitive advantage
	Total

	Weighting      
	
	
	
	
	
	

	
Solution A: Website Redesign & E-Commerce Upgrade
	3
	4
	3
	4
	3
	17

	
Solution B: Digital Marketing Expansion
	2
	3
	3
	3
	3
	14




Appendix 3
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing:
	
	What
	

	WHEN

	WHO

	Done

	1
	
Develop weekly meeting agenda template

	


	
Week 1-2

	

Priya 
	

yes

	2
	
Train team leaders on communication expectations

	


	
Week 2-3

	
Liam
	
N/A


	3
	
Launch weekly structured team meetings

	


	
Week 3-4

	Liam

	

N/A

	4
	
Implement digital communication platform for updates

	


	

Week 4-5
	

Priya 
	

N/A

	
	
	
	
	
	



























Appendix 4
Key Performance Indicator (KPI)
Primary KPI:
Increase online sales revenue generated through the redesigned website.
This KPI directly measures whether the digital upgrade is improving customer reach, user experience, and conversion rates.


	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Improve the website’s usability, introduce online ordering, and enhance digital marketing to increase customer engagement and conversions.



	
Achieve a 20% increase in online sales and 25% increase in website traffic within six months of implementation



	
Targets are realistic based on competitor benchmarks and expected improvements in customer experience.
	
Directly addresses the core issue: weak digital presence contributing to declining revenue.

	
All objectives to be met within six months of launching the upgraded website.
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