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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green Haven Florists is a small ecofriendly flower shop which focuses on providing flower services to the customer now facing a drop in their revenue after years of success. The main problem is that the traditional business model is failing due to shifts in the consumers' behaviour about shopping. Green Haven Florists' personal touches and sustainable ethics are still loved and customers' purchase patterns have changed and people prefer convenience and lower price of online flowers delivery services (Anderson, 2019). The main problem is the rising flower cost, outdated website, weak social media presence and tech savvy competitor opening nearby which is reducing all the customers and profit.
[bookmark: _Toc223953979][bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
[bookmark: _Toc223953980]Solution A Proposal: Modernisation of website and e-commerce upgrade
This solution focuses on redesigning the outdated website and upgrading to E-Commerce functionality and the new website would be mobile friendly, easy to navigate and happy journey simple online ordering system option which will help for delivery scheduling and subscription (Kimmel, 2021). The solution directly focuses on the route problem by competing with online competitors on convenience and by making it easy for the customer to browse and order online Green Haven Florists can  capture The Lost sales from those customers who prefer online shopping. The solution turns the shift to online from threat into an opportunity.
[bookmark: _Toc223953981]Solution B Proposal: Local social media marketing campaign 
This solution emphasizes on launching a targeted social media marketing campaign which focuses on Facebook Instagram and boosts local awareness about the brand and increases traffic. The campaign  will focus on showcasing Green Haven Florists's unique eco-friendly arrangement by using high quality photos and videos to promote limited time offers in the in store pick up (Chaffey and Ellis-Chadwick, 2022). The solution and dresses of root problem by directly encountering the trending new competitors and focusing on existing community relationships. It focuses on local customers for their personal and sustainable experience which they cannot get from National chain and encourages them to visit the shop.
[bookmark: _Toc223953982]Task 3b) Evaluation Results and Justifications
[bookmark: _Hlk205982530]Based on the grid analysis in appendix 1 the solution modernisation of the website is the most appropriate solution.  The evaluation criteria were impacted on sales cost and alignment with the strength as those directly addresses the main cause of the problem which is decline in revenue requires high impact solutions and Limited Budget makes cost crucial and leveraging the eco-friendly brand to their key benefit (Atherton, 2019). The impact on sales is highest because the business survival depends on the reversing 30% sales decline. while the solution-based code well on the cost solution is cost significantly higher on impact meaning offers better long-term return by directly competing with the online competitors.
[bookmark: _Toc223953983]Task 4b) Risk Analysis Results and Justifications
The risk analysis which is shown in the appendix two shows that the solution , which is modernisation of the website carries more risk and it remains a reliable and feasible choice.  The criteria were used like impact and likelihood with the risk factor which is calculated by multiplying them and it is a standard and effective way to reduce which highlights the one poses the greater risk which is high likelihood combined with high impact (Mishra and Mishra, 2017). Those criteria are defended because they provide a clear numerical basis for comparing different ways. The analysis identified three differences which are budget over run technical issues and low customer uptake. all had manageable respects with low customer uptake being the highest at 12. 
[bookmark: _Toc223953984]Task 5b) Justifications for the Implementation Plan
Based on the implementation plan provided in appendix 3 the tasks are ordered logically in terms of ensuring smooth and successful launch and the Order begins with Research and planning task 1 because Liam and Priya must understand customers' needs before any work (Reed, 2020). The second task is followed by design and development as the technical foundation and content creation is task 3 which comes next. As the website needs its eco-friendly story and product photos need to be ready before the launch (Anderson, 2019). Lastly testing and launch is the final step for any issues to be fixed. Responsibilities are assigned based on the skills while Liam and Priya handle the creative content a hired Web developer manages the technical build which ensures the tasks are completed.

[bookmark: _Toc223953985]Task 6b) Justifications for the KPI and SMART Objectives
Based on the table which is shown in appendix 4 The Chosen key performance indicator is monthly online soils revenue and it is defended with this KPR because it directly measures the core goals of the solution which is to improve the online sales. It is a clear numerical target that shows the website upgrade is actually generating more revenue and profit for Green Haven Florists and compensating for lost in store sales (Boufim and Barka, 2021). The smart objective supports the KPI which are
Specific: Targets are clear like-increase online sales by 20%
Measurable: The progress can be tracked using sales reports and website analytics.
Attenable: The 20% target is realistic based on the benchmark for small business website upgrade (Robertson, 2016).
Relevant: Every objective directly contributes to solving the main problem which is declining revenue.
Time bound: The 6-month deadline creates urgency and a clear point of view. 

[bookmark: _Toc223953986][bookmark: _Hlk208302504]Task 7) Key Findings
The main problem is failure to adapt to the shift towards online shopping resulting in 30% of the decline in store sales.  The solution is modernising the website and upgrading the E-Commerce functionality in the most suitable solution as it directly targets the online sales growth. The solution is code highest in the great analysis due to strong potential impact on sales (Kimmel, 2021). Major risks like- customer uptake are manageable with proper mitigation strategies like SEO and promotion making solutions reliable. The success can be measured effectively using KPI of monthly online sales revenue and monitor by focusing on a set of smart goals and objectives. 
Reference List 
Anderson, D.R. (2019). An introduction to management science : quantitative approaches to decision making. Boston, Ma: Cengage.
Atherton, J. (2019). Social media strategy : a practical guide to social media marketing and customer engagement. London, United Kingdom: Kogan Page.
Boufim, M. and Barka, H. (2021). Digital Marketing: Five Stages Maturity Model for Digital Marketing Strategy Implementation. IJBTSR International Journal of Business and Technology Studies and Research, [online] 3(3), pp.15 pages–15 pages. doi:https://doi.org/10.5281/zenodo.5578706. 
Chaffey, D. and Ellis-Chadwick, F. (2022). Digital Marketing: Strategy, Implementation and Practice. 7th ed. Harlow, England: Pearson.
Christina, I.D., Fenni, F. and Roselina, D. (2019). Digital marketing strategy in promoting product. Management and entrepreneurship: trends of development, 4(10), pp.58–66. doi:https://doi.org/10.26661/2522-1566/2019-4/10-05. 
Ferguson Publishing (2019). Problem solving. New York: Ferguson.
Ferrell, O.C., Fraedrich, J. and Ferrell, L. (2021). Business ethics : ethical decision making and cases. 12th ed. Boston, MA: Cengage Learning.
Hanlon, A. (2021). Digital Marketing: Strategic Planning & Integration. 2nd ed. Los Angeles: Sage.
Jadhav, G.G., Gaikwad, S.V. and Bapat, D. (2023). A systematic literature review: digital marketing and its impact on SMEs. Journal of Indian Business Research, [online] 15(1). doi:https://doi.org/10.1108/jibr-05-2022-0129. 
KHERBACHI, S., Naima BENKHIDER and Nassim KEDDARI (2024). Leveraging Artificial Intelligence for Digital Marketing: Insights from SHEIN for VMS Industry. Dirassat Journal Economic Issue, [online] 15(2), pp.218–232. doi https://doi.org/10.34118/djei.v15i2.3908. 
Kimmel, P.D. (2021). Financial accounting : tools for business decision making. Hoboken, Nj: John Wiley & Sons, Inc.
Mishra, K. and Mishra, A. (2017). Building brand engagement through Twitter marketing strategies. Journal of Digital & Social Media Marketing, 4(4), p.380. doi:https://doi.org/10.69554/dpuy9421. 
Reed, C. (2020). Problem Solving. Vero Beach, Fla.: Rourke Educational Media.
Robertson, I. (2016). Problem solving. Psychology Press.
Ryan, D. (2016). Understanding Digital Marketing : Marketing Strategies for Engaging the Digital Generation. 4th ed. Kogan Page.
Sayudin, S., Kartono, K. and Curatman, A. (2023). Increasing Business Effectiveness Through The Implementation Of An Integrated Digital Marketing Strategy. Journal Of World Science, 2(11), pp.1908–1913. doi:https://doi.org/10.58344/jws.v2i11.478. 
Srivastava, A. (2025). Marketing in digital age. Marketing Strategy Journal, 3(1), p.100009. doi:https://doi.org/10.1016/j.msj.2025.100009. 























[bookmark: _Toc223953987]Appendices


[bookmark: _Hlk205987492]

[bookmark: _Toc223953988]Appendix 1 – Task 3a: Grid Analysis Table
	Factors 
	Weighting (1-5)
	Solution A
	Solution B

	
	
	Score (1-5)
	Weighted score 
	Score (1-5)
	Weighted score 

	Sales impact 
	5
	4
	20
	3
	15

	Implementation cost 
	4
	2
	8
	4
	16

	Align with strength 
	3
	5
	15
	4
	12

	Total score 
	
	
	43
	
	43


Sales impact was weighted high  because reversing the 30% revenue to gain is critical for survival (Chaffey and Ellis-Chadwick, 2022). The cost was weighted for as they have limited funds and alignment with strength are weighted 3 as it is the key differentiator but secondary to financial impact. Both of the solutions scored 43 but the solution  A's achievement was a higher impact making it preferable for the choice for long term growth.


[bookmark: _Toc223953989]Appendix 2 – Task 4a: Risk Analysis Table
	
	What could
cause a risk?

	What is the
likelihood
of the risk
occurring?
(1 – 5)

	What is the
likelihood
of the risk
occurring?
(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
	The cost of the web development can reduce the finances of Green Haven Florists (Christina, Fenni and Roselina, 2019)

	3 (possible) 
	4 (major)
	12
	Focus on fixed price quotes from multiple developers and clearly define the project scope in a contract to avoid in unexpected extra cost in Green Haven Florists (Robertson, 2016)
	Use different contingency fund and pause non-essential project features and launch a basic functionals website first

	2
	The new website has bug slow loading and poor mobile functionality after launch 
	3 (possible) 
	3 (moderate)
	9
	Use and test the website on multiple devices before launching and use reputable development with good portfolio and review (Jadhav, Gaikwad and Bapat, 2023)
	Have the developer on support retainer for the first month in terms of fixing issues quickly and communicate openly with the customers to improve

	3
	Existing and new customers do not use the new website and says do not increase this
	4 (likely) 
	3 (moderate)
	12
	Promote news website launch heavily on social media and in the store and offer in discount code for the first time online ordering  (Ferguson Publishing, 2019)
	Gather feedback in terms of identifying why they are not using it and run target it advertisement in terms of increasing traffic and consider adding Simple subscription services 






[bookmark: _Toc223953990]Appendix 3 – Task 5a: Implementation Plan

Name the problem you are solving: Declining sales revenue due to outdated website 
Name the solution you are implementing: Modernisation of website and e-commerce upgrade
	
	TASK
	WHAT 
	WHEN 
	WHO 
	Done

	1
	Research and planning 
	Focus on customer service in terms of understanding online preferences and Research competitive websites for inspiration (Ryan, 2016). Get fixed price quotes from three developers and final projects goals and budget. conduct the overall Research and planning for the website creation and use it for increasing sales revenue for Green Haven Florists.
	Week 1-2
	Liam and Priya 
	

	2
	Design and development
	Hire the chosen developer for web development and create design markup and build the new website with mobile friendly design and easy navigation.  focus on integrating delivery schedule options in the website for the customers (Hanlon, 2021).
	Week 3-6
	Web developer 
	

	3 
	Testing and content creation
	Take high quality photos of floral arrangements and write ecofriendly product descriptions. Test the website using phone tablets and computers in terms of fixing any bugs or issues. Contact overall testing for the and also focus on creating content which will attract customers. 
	Week 7-8
	Liam and Priya 
	

	4
	 Promotion and launch 
	Officially launch the new website and announce the launch on Instagram and Facebook with special online only discount code and website link in the email signature and in store signage. Monitor the sales and customer feedback daily. 
	Week 9 onward
	Liam and Priya 
	





[bookmark: _Toc223953991]Appendix 4 – Task 6a:The Key Performance Indicator  
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time-Bound

	Launch a mobile friendly eCommerce website with delivery options
	Track the website traffic, conversation rate Bounce rate and use Google analysis
	It is achievable as it is within the budget and time frame based on web developer  quotes (Sayudin, Kartono and Curatman, 2023)
	It address is the need to complete with online retailer and capture digital sales
	End of week 9

	Increase the online sales by 20% compared to the average of the previous 6 months
	Monitor regular sales figure by focusing on website Payment system and accounting records (Jadhav, Gaikwad and Bapat, 2023)
	20% increase is real estate for small business after major website upgrade
	Increase online revenue with offset the 30% decline in in store sales
	Within 6 months of new website launch

	Focus on promoting the new website to existing local customer and attract new online buyers
	Track the numbers of new email list sign up and social media engagement rates
	The promotional plan uses low-cost channel that Liam and Priya can manage
	Create brand awareness and increase traffic in the website supporting the sales target  (Srivastava, 2025)
	Promotion or campaign Run for 4 weeks.
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