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[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem
Green Haven Florists, an independent flower shop in Norwich, has recently 
[bookmark: _Hlk205979492]experienced a sharp decline in sales and customer engagement due to reduced high-street foot traffic, rising operational costs, and growing competition from both boutique and national online retailers. These challenges are intensified by the shop’s outdated website, limited digital marketing, and its inability to meet evolving customer expectations for convenience, flexible delivery, and subscription services. Together, these issues highlight a wider struggle to remain competitive in a changing retail environment. This report will focus specifically on addressing Green Haven’s weak digital presence, which is central to improving visibility, accessibility, and long-term sustainability.
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A: Website Redesign and Improved Online Customer Experience
A full website redesign would modernise Green Haven’s digital presence by improving navigation, mobile responsiveness, product display, and online ordering functionality. Introducing features such as streamlined checkout, real-time delivery options, and personalised recommendations would enhance convenience and attract customers who prefer online purchasing. This solution directly addresses the outdated online experience that is driving customers toward competitors. By creating a visually appealing, user-friendly, and efficient website, Green Haven can increase customer satisfaction, boost conversion rates, and rebuild online visibility. Improved functionality will also strengthen brand credibility and help the business compete more effectively with larger online florists.
Solution B: Digital Marketing and Social Media Strategy 
Developing a targeted digital marketing plan including regular social media content, paid advertising, email campaigns, and SEO improvements would significantly increase Green Haven’s online reach and engagement. Consistent, visually appealing posts showcasing arrangements, promotions, and behind-the-scenes content can help reconnect with existing customers and attract new audiences. Paid social ads and improved search visibility will drive traffic to the upgraded website, addressing the current lack of online exposure. This solution resolves the specific digital presence problem by positioning Green Haven prominently in customers’ digital journeys, increasing brand awareness, and driving sustainable online sales that offset declining foot traffic.


Justification for Selected Solution
Based on the PMI analysis, Solution B is the most appropriate option because  it offers strong benefits in visibility, engagement, and cost-effectiveness while presenting manageable risks. The criteria used impact, cost, feasibility, and long-term value were chosen to provide a balanced comparison of both solutions. These were weighted on a –5 to +5 scale to highlight the strength of each factor and allow clear evaluation. Solution B consistently scored highly, showing it is practical, affordable, and achievable for Green Haven. Its risks can be controlled through planning and monitoring, making it the most reliable solution.

[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The risk analysis for Solution B shows that the digital marketing strategy may encounter challenges such as inconsistent content creation, rising advertising costs, slow early results, and exposure to negative online feedback. These were assessed using the criteria of likelihood and impact because they provide a clear and balanced way to measure both the probability of each risk occurring and the severity of its consequences. The 1–5 weighting scale was chosen to allow simple comparison and accurate risk scoring. Despite these risks, the solution is reliable, as each issue can be reduced through careful planning, regular monitoring, and diversified marketing efforts.

Plan to Implement the Selected Solution
[bookmark: _Hlk205981406]The tasks in this implementation plan are scheduled in a logical sequence to ensure that Green Haven’s digital marketing strategy is built on a strong foundation before promotional activity begins. The plan starts with creating a content calendar and updating social media branding in Week 1, as these steps provide structure and a consistent visual identity. Content creation and scheduling follow in Week 2, ensuring high-quality posts are prepared before campaigns go live. Paid advertising is launched in Week 3, once organic content is already in place, allowing new visitors to see an active, professional profile. Responsibilities are assigned according to existing strengths: Priya manages creative content, while Liam oversees technical tasks and external support. This structure ensures efficiency, clarity, and accountability throughout the implementation process. 



Means of Measuring Effectiveness of Implementation of Selected Solution
The proposed KPI is appropriate because it measures the most important outcomes of Solution B: increased engagement, higher website traffic, and improved responsiveness. These indicators directly show whether the digital marketing strategy is strengthening Green Haven’s online visibility. The SMART objectives support this by setting clear, measurable, and realistic targets, such as boosting engagement by 20% and increasing website traffic by 25%. They are relevant to the business’s goal of attracting more customers online and are time-bound, allowing progress to be monitored effectively and ensuring the strategy remains focused and achievable.

Key Findings
· Green Haven has experienced a 30% decline in in-store sales due to reduced foot traffic and increased online shopping.
· The business suffers from a weak digital presence, with an outdated website and inconsistent social media activity.
· Customer expectations have shifted toward convenience, flexible delivery, and online ordering, which Green Haven has not fully met.
· Competition has intensified, with a boutique florist and a national chain offering stronger digital marketing and lower prices.
· Rising costs for flowers and sustainable materials are straining profitability.
· Solution B offers strong visibility and engagement benefits, with manageable risks.
· SMART KPIs focused on engagement, traffic, and responsiveness provide measurable and realistic indicators of success.
· [bookmark: _Hlk208302504]
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Appendices



Appendix 1

PMI Analysis Table
Solution A: Website Redesign and Improved Online Experience
	Plus
	Minus
	Interesting

	Modernises the digital presence and improves customer convenience +5
	Requires significant upfront investment -4
	Opportunity to add features like subscriptions, live chat, and loyalty schemes +3

	Increases online sales and conversion rates +4

	Development may disrupt current online activity -2
	Could support wider delivery expansion in future +2

	Strengthens competitiveness against online retailers +4

	Owners may need new technical skills or support -3
	

	

	GENERAL TOTAL: +9
	

	
TOTAL: +13
	
TOTAL: -9
	
TOTAL:+5



Solution B: Digital Marketing and Social Media Strategy
	Plus
	Minus
	Interesting

	Increases visibility and brand awareness +5
	Requires consistent effort and content creation -3
	Potential for influencer partnerships and user-generated content +3

	Relatively low-cost compared to full redevelopment +4

	Paid ads can become expensive if not managed well -2
	Seasonal campaigns could amplify reach and attract niche audiences +2

	Boosts engagement with new and existing customers +5

	Results may take time to grow -1
	

	

	GENERAL TOTAL: +13
	

	
TOTAL: +14
	
TOTAL: -6
	
TOTAL: +5




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
	Limited time, lack of digital skills, competing workload
	4
	4
	16
		



		


Create a content calendar; schedule posts; consider outsourcing some tasks




	Post quick updates, reuse past content, or use templates to keep activity going

	2
	Poor targeting, lack of monitoring, inefficient ad setup
	3
	4
	12
	Set clear budgets; monitor ad performance weekly; use targeted audiences
	Pause underperforming ads; shift budget to more effective promotional channels

	3
	Digital growth takes time; low initial engagement; algorithm limitations
	3
	3
	9
	Set realistic expectations; track KPIs; optimise content regularly
	Adjust strategy; add promotions or collaborations to boost short-term traction

	4
	Customer complaints, delayed responses, service issues
	2
	5
	10
	Monitor comments daily; respond politely and quickly; provide good service
	Address issues privately, offer solutions or compensation to protect reputation



Appendix 3
Implementation Plan

Name the problem you are solving: Green Haven’s weak digital presence and limited online visibility.
Name the solution you are implementing: Digital Marketing and Social Media Strategy.
	
	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Develop a content calendar
	Plan weekly posts, themes, promotions, and visuals
	Week 1
	Priya
	

	2
	Set up social media branding
	Update profile images, bios, highlights, and visual style
	Week 1
	Liam
	

	3
	Create and schedule posts
	Prepare photos, captions, reels, and stories for one month
	Week 2
	Priya
	

	4
	Launch paid social ads
	Create targeted ads on Facebook/Instagram
	Week 3
	Liam with external support
	

	5
	Monitor performance
	Track engagement, reach, clicks, and adjust strategy
	Weekly
	Both
	

	6
	Respond to customer messages
	Reply to comments, reviews, and direct messages
	Daily
	Priya
	

	7
	Review campaign success
	Analyse KPIs and update content calendar
	Monthly
	Liam
	





Appendix 4

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase social media engagement through regular posting and interaction.
	Boost engagement by 20%.
	Achievable with a weekly content schedule.
	Supports stronger digital presence.
	Within 3 months.

	Increase website traffic generated from social media campaigns.
	Raise traffic by 25%.
	Possible through targeted ads.
	Helps convert online interest to sales.
	Within 3 months.

	Improve response times to online enquiries.
	Respond to 90% within 24 hours.
	Realistic with daily account checks.
	Builds trust and customer satisfaction.
	Within 1 month.
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