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Brief Explanation of the Specific Business Problem


Overview: Green Haven Florists (GHF), a local eco-friendly florist, has struggled due to a 30% decline in in-store sales over the past year. The downturn is fueled by rising operational costs and strong competition from online delivery services and new local rivals
Summary: The primary issue is a decline in profitability brought on by a shift toward online shopping (Chung and Lee, 2019). GHF's out-of-date digital presence, rising costs for environmentally friendly materials, decreased foot traffic on high streets, and a lack of engagement in cutting-edge digital marketing. Customer feedback highlights the need for better subscription and flexible delivery options.
[bookmark: _Hlk205982497]This report will focus on the ineffective digital strategy and outdated customer interface.   Addressing this is critical to modernize GHF's customer experience, enable competitive delivery/subscription services, and overcome the convenience advantage held by online competitors.












                                                                                                                         
                           Suggested Two Alternative Solutions

Solution A Proposal

Proposal:
Green Haven will undertake a full transformation of its digital platform, revamping the website to be sleek, mobile-optimized, and easy to navigate. This update supports the immediate debut of a customizable Flower Subscription Service and embeds advanced e-commerce capabilities (Henderson, 2023). The refreshed site will prominently feature GHF’s eco-conscious mission and enable customers to smoothly control their delivery preferences and payment settings.
Justification: 
This approach addresses the legacy platform issue head-on and meets customer demand for flexible subscriptions and deliveries. By restructuring the digital experience and establishing high-convenience options, GHF captures consistent recurring income and reinforces continuing devotion (Smit and Visser, 2022). This move directly counters the ease-of-use edge held by national competitors, firmly reestablishing GHF as a forward-thinking, upscale, and eco-conscious industry leader.

Solution B Proposal
Proposal: 
Instead of a full website overhaul, GHF will develop a dedicated, branded mobile application focused solely on hyper-local Norwich customers. The app will offer a streamlined order-and-collect process, integrate a new digital loyalty program to reward frequent purchases, and feature exclusive "Local Specials" using available stock. (Gupta & Kim, 2010). This minimizes large upfront website costs, focusing on improving the experience of the most loyal local clientele.
Justification: 
This upgrade addresses the outdated interface for loyal local users by delivering a streamlined mobile experience. The built-in rewards system and special   competitive risk by enhancing value and discouraging churn among repeat buyers. It protects the existing customer base, simplifies retention, and encourages additional purchases through effortless mobile usability.



Risk Analysis of Solution A

The biggest risk to the project is Cost Overruns, which has a Risk Factor of 20 and could seriously affect Green Haven Florists if not managed properly. That’s why it’s so important to have strong financial controls in place early on, including fixed-price contracts during the Planning phase (Jones and Patel, 2020). The next major risks—Technical Failure and Low Customer Adoption—both have a Risk Factor of 12. These are being tackled through User Acceptance Testing (UAT) to catch any issues before launch, and through targeted marketing to attract users. Overall, the risks are under control as long as the team sticks to the MVP strategy (Ries, 2011), which helps keep costs down and makes sure the platform is working smoothly before going live.


Plan to Implement Solution A

The project begins with a Planning phase during Weeks 1–4, led by Liam, whose primary responsibility is to secure fixed-price contracts to mitigate the risk of cost overruns. This is followed by the Development phase (Months 1–3), which adopts the Minimum Viable Product (MVP) approach as outlined by Ries (2011), focusing on the core functionality of the website and subscription system. In Months 3–4, Priya oversees the Content Synchronisation phase, ensuring that the platform aligns with GHF’s sustainable brand identity. Testing and Training take place in Month 5, a critical stage aimed at identifying and resolving technical issues prior to launch. Finally, the Marketing Kick-Off in Month 6 is designed to drive user engagement and support the achievement of the 10% revenue key performance indicator (Johnson, 2018). . The staggered allocation of responsibilities allows both Patel partners to apply their respective expertise effectively throughout the project timeline.







Means of Measuring Effectiveness of Implementation of Solution A

Green Haven Florists is facing a major challenge because its current digital strategy isn’t working, and sales have dropped by 30%, according to the case study. To fix this, the recommended solution is a full digital overhaul along with launching a subscription service. This kind of model makes things easier for customers and helps bring in steady income, which is key for staying competitive (Smit and Visser, 2022).
The biggest risk is going over budget, with a Risk Factor of 20. To avoid this, the team needs to lock in fixed-price contracts and follow the MVP method (Ries, 2011), which focuses on building only the most important features first. Success will be measured by whether the new platform can boost online revenue by 10% within six months of launching, which would help secure GHF’s future.



                                                                                                                      













Key Findings

· [bookmark: _Hlk208302504]Core Problem and Solution: The number one reason of the 30% sales decline is the old virtual interface, which fails to fulfil patron demand for comfort and subscriptions. The encouraged approach, Solution A (Digital Overhaul), is important due to the fact it is the handiest course that generates important routine sales and without delay challenges national on-line competitors.

· Critical Risk Management: The unmarried most extreme threat is Cost Overruns, scoring a Risk Factor of 20. This must be mitigated via securing constant-price contracts with builders in the course of Task 1 and imposing a controlled Minimum Viable Product (MVP).


· Implementation Focus: The implementation prioritizes minimizing hazard through scheduling rigorous User Acceptance Testing (Task 4) earlier than the launch (Porter, 1985). The proprietors, Liam and Priya, should lead the technical and content material factors respectively.

· Goal for Success: Success is precisely defined by way of the SMART KPI: accomplishing a 10% increase in general month-to-month on-line revenue (from e-commerce and subscriptions) in the first six months post-launch to make sure the long-time period sustainability of the enterprise.
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Appendix 1
PMI Analysis Table
	Solution A

	Plus
	Minus
	Interesting

	Directly meets customer demand for subscription services and delivery flexibility. +3
	High initial cost and long development time. -3
	Repositions Green Haven as a modern, technology-forward, premium brand. +2

	Creates a vital source of recurring revenue, securing long-term stability. +2
	Requires training staff to manage a complex new digital fulfilment process.-3
	Potential to attract corporate clients with professional digital ordering. -1

	Fully addresses the outdated website interface problem across all devices. +4
	Greater exposure to external technical failures/bugs upon launch -3
	The necessary focus on high-quality product photography and digital content creation. -1

	
TOTAL: 9
	
TOTAL: 9
	
TOTAL: 0



[bookmark: _Hlk210816971]Therefore: Final Answer for Solution A = 0

	Solution B

	Plus
	Minus
	Interesting

	Lower initial investment and faster time-to-market compared to a full website rebuild. +4
	Does not attract new customers outside the immediate local, loyal base. -2
	Utilizes digital tools to drive traffic back to the physical Norwich store (order-and-collect). +4

	Effectively secures and rewards the existing loyal customer base, increasing purchase frequency. +3
	Ignores the fundamental problem of the existing, outdated main website for new visitors. -2
	It could be expanded later into a full e-commerce platform if successful. -2

	Hyper-focused mobile experience is highly convenient for frequent, local users
+2
	Limited ability to compete with national online rivals offering wide delivery coverage. -5
	Creates proprietary data on local purchasing habits, allowing for highly targeted offers.-2 

	
TOTAL: +9
	
TOTAL: -9
	
TOTAL: 0



Therefore: Final Answer for Solution B = 0



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
	
Cost Overruns:
Development costs for the new website/app exceed the available budget, or subscription service fees are higher than expected.
	




4
	




5
	




20
	Secure fixed-price contracts with developers. Start with a Minimum Viable Product (MVP) for the subscription/app features.
	Halt further development immediately. Prioritize paying off debts using core shop revenue. Seek short-term emergency funding or microloans.

	2
	Technical Implementation Failure: The new website or app is buggy, slow difficult to use, or crashes, especially during peak demand like Valentine's Day.

	


3
	


4
	


12
	Conduct thorough User Acceptance Testing (UAT) with a small group of existing loyal customers before launch. Use proven, reliable e-commerce platforms.
	Immediately revert to the previous, stable platform for essential ordering. Communicate quickly and honestly with customers about the outage and offer discounts.

	3
	
Low Customer Adoption: Existing loyal customers don't switch to using the new online interface/app, or the subscription service fails to attract new users. 
	



3
	



4
	



12
	Market the new platform heavily to current customers with specific incentives (e.g., first month free). Provide easy, face-to-face assistance in the store for online sign-ups.
	Gather fast feedback (surveys) to understand friction points. Immediately adjust pricing/incentives for the loyalty/subscription service to increase its value proposition.









Appendix 3
Implementation Plan


	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	
Planning & Vendor Selection

	Define all useful requirements (e-trade, subscription module, mobile responsiveness) and secure constant-fee contracts with a developer or choose a appropriate e-trade platform.
	
Weeks 1-4

	
Liam, Priya 

	



	2
	
Website Development (MVP)

	
Build the new, contemporary, mobile-responsive internet site. Integrate stable fee structures, set up product listings, and construct the flexible subscription control gadget.

	

Months 1-3
	

External Developer, Liam
	



	3
	Content & Inventory Sync


	
Upload high-resolution product pictures and compelling reproductions highlighting Green Haven’s sustainable ethos. Implement real-time stock management synced with the physical store.
	

Months 3-4
	

Priya, Liam
	



	4
	Testing, Training, & Soft Launch


	Conduct thorough User Acceptance Testing (UAT) with a small institution of loyal clients. Train all staff on coping with the brand new order and subscription achievement method. Soft release to key segments.
	


Month 5
	

Liam, Selected Customers, Staff
	



	5
	
Marketing Campaign Kick-Of

	Officially announce the new website and the bendy subscription provider thru focused electronic mail newsletters, social media, and in-store promotions to drive immediate visitors and sign-ups.
	

Month 6 onwards
	

Priya, Marketing Consultant
	






Appendix 4

                       The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase new flower subscription sign-ups and overall monthly online transaction extent





	
Achieve a 10% increase in standard month-to-month on-line revenue (e-commerce sales + subscriptions) in the first six months put up-launch.



	
The 10% target is challenging but conceivable through addressing the outdated interface and enjoyable the clean consumer preference for subscription offerings.



	

Directly addresses the middle enterprise trouble: declining in-store sales and the want to compete with handy online retailers.


	
The goal ought to be achieved by way of the end of Month 12 of the implementation timeline (six months after the overall release in Month 6)
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