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Task 1: Overview of Case Study
Green Haven Florists is a small independent flower shop in Norwich that was founded in 2016. The business has built a good reputation for bespoke floral arrangements and eco-friendly packaging. However, over the past year the shop has experienced a 30% decline in in-store sales due to rising costs, increased competition from online retailers, and reduced foot traffic on the high street. The main problem is that the business is struggling to maintain profitability while adapting to changing customer preferences and digital trends. (Porter, 2004)
Task 2: Two Proposed Solutions
Solution A: Website Redesign and E-commerce Enhancement
This solution involves completely redesigning the Green Haven website to make it more user-friendly and adding a proper e-commerce platform. The new website would include clear product categories, an easy checkout process, and mobile responsiveness. This would help address the problem because many customers have complained that the current website is difficult to navigate. A better online presence would allow Green Haven to compete with larger online retailers and capture more of the growing online flower market. The shop could also add features like same-day delivery options and subscription services that customers have been asking for. (Chaffey and Ellis-Chadwick, 2019)
Solution B: Social Media Marketing and Local Partnerships
This solution focuses on building a stronger social media presence and forming partnerships with local businesses. Green Haven would create regular content for Instagram and Facebook showcasing their arrangements, run targeted ads to reach local customers, and partner with wedding venues, hotels, and corporate offices in Norwich. This would help address the problem by increasing brand visibility and attracting new customers without the high costs of a full website rebuild. The personal touch and community focus would also differentiate Green Haven from larger competitors. (Chaffey and Ellis-Chadwick, 2019)
Task 3b: Evaluation Results and Justifications
Based on the Grid Analysis in Appendix 1, Solution A (Website Redesign) scored higher with a total of 85 points compared to Solution B's 72 points. The criteria used were cost effectiveness, time to implement, potential impact on sales, and long-term sustainability. Website redesign scored particularly well on potential impact and long-term sustainability because a good e-commerce platform can continue generating sales for years. While it requires more upfront investment, the ability to reach customers beyond Norwich and offer subscription services makes it the better choice. The weightings reflected that long-term impact was most important for this struggling business. (Mind Tools, 2024)
Task 4b: Risk Analysis Results and Justifications
The Risk Analysis in Appendix 2 identifies three main risks for the website redesign solution: technical problems during development, customers not adopting the new platform, and ongoing maintenance costs. The highest risk factor is technical problems with a score of 12, but this can be reduced by hiring an experienced web developer. Customer adoption risk can be managed by keeping the design simple and offering promotions to encourage first purchases. The solution is feasible because the potential benefits outweigh these manageable risks. The business already has some online sales, showing there is demand, and the investment can be spread over time. (Tidd and Bessant, 2018)
Task 5b: Justifications for Implementation Plan
The Implementation Plan in Appendix 3 breaks the project into four stages over six months. The planning stage comes first because proper research and budgeting are essential before spending any money. Design and development happen next as these take the most time. Testing must happen before launch to fix any problems. The order ensures each step builds on the previous one. Liam and Priya are responsible for planning and content since they know the business best, while a professional developer handles the technical work. This division makes sense given their limited technical skills. (Bryson, 2018)
Task 6b: Justifications for KPI and SMART Objectives
The Key Performance Indicator chosen is monthly online sales revenue because this directly measures whether the website investment is working. The SMART objectives in Appendix 4 set specific targets: increasing online sales by 25% within six months and achieving 50 new subscription customers. These are measurable through the website analytics and sales records. They are attainable based on the current baseline and market research showing growth potential. They are relevant because online growth compensates for declining foot traffic. The six-month timeframe creates urgency while allowing enough time for implementation. (Kotler and Keller, 2016)
Task 7: Key Findings
• Green Haven Florists is facing a 30% decline in in-store sales due to changing consumer behaviour and increased competition from online retailers.
• A website redesign with e-commerce functionality is the preferred solution based on Grid Analysis scoring 85 out of 100.
• The main risks are technical problems and customer adoption, but these can be managed with proper planning and marketing.
• Implementation should take six months with clear stages for planning, design, testing, and launch.
• Success should be measured by a 25% increase in online sales and 50 new subscription customers within six months of launch.
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Appendix 1: Task 3a - Grid Analysis
Source: Adapted from Mind Tools (2024)

	Factors
	Weight
	Sol A
	Sol B
	A Total
	B Total

	Cost Effectiveness
	2
	3
	4
	6
	8

	Time to Implement
	3
	2
	4
	6
	12

	Impact on Sales
	4
	5
	3
	20
	12

	Sustainability
	4
	5
	3
	20
	12

	Customer Reach
	3
	5
	3
	15
	9

	Competitive Edge
	3
	4
	3
	12
	9

	Maintenance
	2
	3
	5
	6
	10

	TOTAL
	
	
	
	85
	72



The Grid Analysis shows that Solution A (Website Redesign) scores higher overall with 85 points compared to Solution B's 72 points. The weightings reflect that potential impact on sales (weight 4) and long-term sustainability (weight 4) are most important for this business, while cost effectiveness (weight 2) is less critical because some investment is necessary for meaningful change. (Mind Tools, 2024)


Appendix 2: Task 4a - Risk Analysis
Source: Adapted from Tidd and Bessant (2018)

	#
	Risk
	Likely
	Impact
	Factor
	Prevention
	Mitigation

	1
	Technical problems
	4
	3
	12
	Hire experienced developer
	Backup developer, phased rollout

	2
	Low customer adoption
	3
	3
	9
	User testing, simple design
	Launch discounts, tutorials

	3
	High maintenance costs
	2
	3
	6
	Fixed-price contract
	Prioritise essential features



The Risk Analysis identifies three key risks with the website redesign project. Technical problems pose the highest risk (score 12) but can be reduced by hiring an experienced developer. Customer adoption risk (score 9) can be managed through user-friendly design and promotional offers. Maintenance costs (score 6) are relatively low risk and can be planned for in the budget. (Tidd and Bessant, 2018)


Appendix 3: Task 5a - Implementation Plan
Source: Adapted from Bryson (2018)

Problem: Declining sales and outdated website
Solution: Website redesign with e-commerce functionality

	#
	Task
	What
	When
	Who
	Done

	1
	Research/Planning
	Research platforms, set budget, define requirements
	Month 1
	Liam and Priya
	

	2
	Design/Development
	Hire developer, design site, build e-commerce
	Months 2-4
	Web Developer
	

	3
	Testing
	Test features, mobile check, user testing
	Month 5
	Developer + Staff
	

	4
	Launch/Marketing
	Launch site, social media, email customers
	Month 6
	Liam and Priya
	



The implementation plan follows a logical sequence starting with research and planning, followed by design and development, then testing, and finally launch and marketing. This order ensures that each phase builds on the previous work and reduces the risk of problems at launch. (Bryson, 2018)


Appendix 4: Task 6a - KPI and SMART Objectives
Source: Adapted from Kotler and Keller (2016)

Key Performance Indicator: Monthly online sales revenue

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales by 25%
	Track revenue monthly
	Based on baseline
	Addresses foot traffic decline
	Within 6 months

	Get 50 subscription customers
	Count weekly
	2 per week target
	Recurring revenue
	Within 6 months



These SMART objectives provide clear, measurable targets that align with the overall goal of increasing online sales. The six-month timeframe allows for implementation and initial results while maintaining urgency. (Kotler and Keller, 2016)
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