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          Green Haven Florist it’s a small independent shop in Norwich, founded in 2016 by Liam and Priya Patel. The business became well-known for its bespoke floral designs, sustainable materials and strong community presence. After several successful years, the shop is now facing falling in store-sales, rising costs, and tougher competition from online retailers and new local florists. The business has experienced a 30% decline in in-stores sales due to the rising cost, reduced foot traffic and strong competition from other online retailers (IFPA, 2026). Despite they are being known for the bespoke, sustainable floral arrangements, the business is struggling with an outdated website, a limited digital marketing and pressure from other competitors. The root problem is Green Haven not adapting to changing customer behaviour, especially the shift toward online shopping, all which is the result of both external and internal factors. Contributing issues include week digital visibility, lack of delivery options and rising operating costs that make it difficult to remain competitive (Chaffey and Ellis-Chadwich, 2019).

Solution A: Website Redesign and Online ordering upgrade
A complete redesign of their website, with improved navigation, mobile phones optimisation, secure online payments, delivery scheduling (flexible and quick delivery, too), convenience and subscription service for regular customers can be a great solution for the business. It addresses customer complaints about the outdated website and makes it convenient for the online shopping (Chaffey and Ellis-Chadwich, 2019). This way, Green Haven can also compete more effectively with flower delivery services and attract customers who prefer online shopping. This solution resolves the root issue by increasing sales, improving customer experience and allowing the business to have a digital presence.
Solution B Digital Marketing Strategy
This solution focuses on implementing a structured digital marketing strategy using social media platforms such as Instagram, Facebook, and TikTok, supported by paid advertising. The aim of it is to increase brand visibility, attract new customers, and re-engage the existing ones (Smith and Zook, 2016). Regular content creation, regular posting on the social media platforms things such as bouquet showcases, promotions or even behind the scenes videos, would help Green Haven stand out against competitors with strong social media presence. This solution addresses the root problem by increasing awareness and driving traffic to both the website and the physical shop, supporting long-term growth by building a consistent and engaging online presence. 

Evaluation Results and Justifications
The PMI analysis in Appendix 1 shows that Solution A scored higher overall due to its long-term impact, revenue potential, and direct alignment with customer needs. Evaluation criteria included cost, feasibility, customer impact and sustainability. These were weighted more heavily because they directly influence business staying on the market (MindTools, 2023). While Solution B also offers strong promotional benefits, its success depends on having a functional, more updated website in place first, making Solution A the most appropriate because it provides a structural improvement that supports future marketing efforts and addresses the main digital weaknesses limiting Green Haven’s competitiveness. If the owners can understand and adapt to these challenges, then Solution A can help greatly to secure the future of their business.

[bookmark: _Hlk205982530]Risk Analysis Results and Justifications
The Risk Analysis in Appendix 2 identifies three main risks: high development costs, potential technical issues during website creation and delays in launching the upgraded system. Likelihood and impact scores were assigned based on typical challenges faced by small businesses adopting new technology (MindTools, 2023). Cost received the highest weigh because Green Haven is already under financial strain. Despite these risks, the solution stays reliable because they can mitigate each risk through budgeting or selecting good developers and performing phased testing.
Justifications for the Implementation Plan
Implementation Plan in Appendix 3 follows a logical sequence to ensure the website upgrade is delivered efficiently. Initial research and developer selection come first to establish clear requirements. Website design and build follow, allowing time for testing before launch, which emphasise structured sequencing and clear responsibilities (Kotler and Armstrong, 2020).  Responsibilities are divided between Liam and Priya for decision‑making, while technical tasks are outsourced to specialists to ensure professional quality. The timeline is realistic for a small business and avoids overwhelming staff during busy trading periods. 
Justifications for the KPI and SMART Objectives
The chosen KPI—monthly online sales growth—is directly linked to the purpose of the website upgrade. It provides a clear measure of whether the new system is increasing revenue. The SMART objectives in Appendix 4 were selected because they offer specific, measurable targets such as increasing online sales by a defined percentage within a set timeframe. These objectives ensure progress can be checked, monitored and adjusted if necessary (Chaffey and Ellis-Chadwick, 2019). The KPI and SMART framework provide a structured method for evaluating the effectiveness of the solution and ensuring that the website upgrade delivers meaningful business improvements.

 Key Findings
· [bookmark: _Hlk208302504]Green Haven’s main challenge is its outdated digital presence, which limits competitiveness.
· Solution A (website upgrade) offers the strongest long‑term benefits and directly addresses customer needs which shift toward online shopping.
· Risks associated with the solution are manageable through planning and professional support.
· The implementation plan provides a clear, structured approach to delivering the website upgrade.
· The KPI and SMART objectives ensure measurable evaluation of online sales performance and long‑term success.
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Grid Analysis Table

	Factors to consider
	Cost
	Feasibility
	Customer impact
	Long-term sustainability
	Total

	Weighting      
	4
	3
	5
	5
	-

	Solution A

	4
	3
	5
	4
	16

	
Solution B
	3
	3
	4
	3
	13







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 development cost

	4
	5
	20
	Set a budget
	Phased payments

	2
	Technical issues

	3
	4
	12
	Reputable developers
	Ongoing support

	3
	Lunch delays

	3
	3
	9
	Create realistic timeline
	Test before launching






Appendix 3 
Implementation Plan
Issue: Decline in online sales due to outdated website.
Solution: Website Redesign and Online ordering upgrade
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Research and planning

	Identify needs and requirements, understand the questions and deadline

	Week 1

	Liam and Priya


	



	2
	Developer selection


	Choose provider


	Week 2


	Liam and Priya


	



	3
	Website Build


	Design, develop, integrate features


	Weeks 3-6


	Developer


	



	4
	Testing and Launch


	Test functions, fix issues, launch


	Weeks 7-8


	Liam, Priya and developer
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KPI and Smart Table


The Key Performance Indicator is: Monthly online sales growth

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales




	Track monthly revenue

	Achievable with new website

	Supports business recovery

	6 months
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