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[bookmark: _Toc213322698]Introduction
This report is based on the analysis of Component 1 regarding Green Haven Florists. The company is experiencing an imminent drop in sales. This paper will examine two options of remedies to correct this. It will then select the most excellent one. The comprehensive plan would be outlined, including the way of dealing with risks and the way of measuring success. The given plan should assist the business in recovering.
[bookmark: _Toc213322699]1. Brief Explanation of the Specific Business Problem
As the analysis in Component 1 revealed, the issue of decrease in sales is brought about by a number of factors. On the outside, competition on the internet is higher and there is less customer traffic on the high street. The business has had an outdated, cumbersome site internally, and a very poor online media presence. This vulnerability prevents the company to attract online sales which are highly required to substitute high-street shoppers. Such an imbalance between internal power and the dynamic external environment of the shop is a critical strategic problem (Johnson et al., 2020).
[bookmark: _Toc213322700]2. Suggested Two Alternative Solutions
[bookmark: _Toc213322701]Solution A: Comprehensive E-commerce Revamp
The initial option that can be utilised is to overhaul the web site. This would entail transferring the former to a new and convenient to use online trading system, like Shopify. This new location would require professional shots of all the flower arrangements.
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Figure: Importance of SEO in digital marketing (Intuit Computer Classes, 2025).
It would also include an inbuilt online system of payment and ordering. The local Search Engine Optimisation (SEO) would be a major component in this solution. This would assist the shop to be featured in the search results such as florist in Norwich and capture the interest of new customers in the area searching to buy online (Turban et al., 2018).
[bookmark: _Toc213322702]Solution B: Niche Subscription Model & Social Media Marketing
Another solution is to come up with a niche subscription. Such a solution would be less concerned with the creation of a big, complicated internet shop to make one-time purchases. It would instead endeavour to establish a consistent, recurring stream of revenue. This would include the introduction of a new service, like a weekly or monthly delivery of flowers box. The prime method to promote this would be a highly accurate and visual social media campaign, particularly on such websites as Instagram and the Pinterest platform. This would create a community with the brand and attract sign-ups. This is a tactic that employs major digital marketing techniques, as defined by Chaffey and Ellis-Chadwick (2019).
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Figure: Understanding Niche Subscription Models (Chargebee, 2025).
[bookmark: _Toc213322703]3. Justification for Selected Solution
The Solution A, Comprehensive E-commerce Revamp has been chosen as the most suitable way to go after considering the two alternatives. Hammond et al. (2015) indicate that it is necessary to have a clear process when making smart choices. The PMI analysis was applied. The comparison indicated that Solution A scored much higher regarding 'Plus'. Although the column of Minus indicated the increased cost of initial purchase and the necessity of certain technical training, it was perceived as short-term challenges. The demerits of Solution B like a very small target market and a slow increase in revenue in the long run (Bazerman and Moore, 2013). 
[bookmark: _Toc213322704]4. Risk Analysis of the Selected Solution
The issues of risks were identified and ready through a formal risk analysis. This threat identification and assessment is one of the key components of an appropriate risk management process (Hopkin, 2018). It was determined that the two risks are the most important risks. The initial one is the High Initial Development Cost. The impact of this is high, because the business is already struggling. The primary mitigation is to obtain three distinct quotes of freelance developers as opposed to costly agencies and develop the site in phases. The second significant risk is the absence of In-House Technical Expertise on how to maintain the site once constructed.
[bookmark: _Toc213322705]5. Plan to Implement the Selected Solution
The whole implementation is presented as an official project, in accordance with the managerial processes (Larson and Grey, 2021). The plan will be divided into three distinct stages. Phase 1 will be Vendor Selection and Design during which Liam and Priya will research and hire a developer and settle on the visual design. The second phase is Phase 2- Platform Development and Content Creation. It is the most time-consuming period, during which the developer makes the site, and Priya spends time on taking professional photos and writing descriptions. The third phase is 'Testing and Launch' that implies testing of the payment system and followed by the local marketing launch. According to the Project Management Institute (2021), this type of work breakdown is one of the important elements of a controlled and rational rollout.
[bookmark: _Toc213322706]6. Means of Measuring Effectiveness of Implementation
The key performance indicator (KPI) that has been selected is the Online Sales Conversion Rate. It quantifies the solution with respect to how it solved the sales problem. Such specific measures are approved by Marr (2012). The entire SMART goal will be to bring the current online sales conversion rate of the web site to a new average of 3 percent, as opposed to the present estimated 0.5 percent, in 6 months with the formal opening of the new e-commerce site. According to Parmenter (2015), it is a winning KPI since it is a direct measure of financial success.
[bookmark: _Toc213322707]7. Key Findings
· The targeted issue to be addressed is the lack of competitiveness in the digital presence of Green Haven, which does not generate revenue even upon a reduction in in-store sales by 30%.
· The PMI analysis in Appendix 1 has chosen A Comprehensive E-commerce Revamp as opposed to a Niche Subscription Model.
· The key threats are high initial price and expertise gaps with mitigation strategies outlined in the Appendix 2.
· An implementation plan has been created to operate the roll-out in the span of 12 weeks (Appendix 3).
· The KPI of success will be the 'Online Sales Conversion Rate' which will be expecting 3% in 6 months (Appendix 4).
[bookmark: _Toc213322708]Conclusion
This report has given a clear planning of Green Haven Florists. The selected e-commerce solution is a required and reasonable strategic step to resolve the formulated issue. It directly addresses the changing consumer behaviour. Though risks are present, the elaborate strategy gives a managed method of handling the risks. By doing this, Green Haven will be placed at a position to discover a new stability and success. This plan helps the business to be adjusted in a manner it requires, as Rogers (2016) explains.
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[bookmark: _Toc213322711]Appendix 1: PMI Analysis Table
[bookmark: _Toc213322712]Solution A: Comprehensive E-commerce Revamp
	Plus
	Minus
	Interesting

	Competes directly with online rivals.
	High initial development cost.
	Could attract new corporate clients.

	Reaches a much wider market.
	Needs some technical skill.
	Might change the "small shop" feel.

	Creates a permanent digital sales asset.
	Takes time to build SEO.
	Could gather a lot of customer data.

	Captures customers.
	Owners must spend time.
	Potential to partner with local venues.

	Professional image builds trust.
	
	

	TOTAL: +5
	TOTAL: -4
	TOTAL: +3


[bookmark: _Toc213322713]Solution B: Niche Subscription Model & Social Media Marketing
	Plus
	Minus
	Interesting

	Creates predictable revenue.
	Very narrow target market.
	Relies heavily on Instagram trends.

	Builds a strong brand community.
	Slow to build up a customer base.
	Could be a "lifestyle" brand.

	Lower initial technical cost.
	Does not solve the website problem.
	Owners may enjoy the creative marketing.

	High potential for customer loyalty.
	Revenue is limited by capacity.
	

	TOTAL: +4
	TOTAL: -4
	TOTAL: +2
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Appendix 2: Risk Analysis Table
	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
	What is the impact of this risk? 
	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 initial development cost.
	3
	5
	15
	Get 3 separate quotes from freelancers.
	Use a payment plan with the developer. 

	2
	Lack of in-house technical skill.
	5
	3
	15
	Choose an easy-to-use platform. Include a training session in the developer's contract.
	Pay the developer a small monthly retainer for 3 months support.

	3
	Low customer adoption / no traffic.
	3
	4
	12
	Offer a 10% discount for first-time online orders.
	Invest in a small, targeted local ad campaign.

	4
	Poor quality product photos.
	4
	3
	12
	Barter services with a local photographer.
	Hire a professional for a half-day shoot.





[bookmark: _Toc213322715]Appendix 3: Implementation Plan
Problem: Inability to compete digitally and capture online sales.
Solution Implemented: Comprehensive E-commerce Revamp.
	
	Task (WHAT)
	WHEN
	WHO
	Done

	1
	Phase 1: Research & Design
	
	
	

	1a
	Research and select e-commerce platform.
	Week 1
	Liam
	☐

	1b
	Interview and hire freelance web developer.
	Week 1-2
	Liam
	☐

	1c
	Finalise and approve website design mock-up.
	Week 3
	Priya & Liam
	☐

	2
	Phase 2: Development & Content
	
	
	

	2a
	Developer builds the website structure and backend.
	Week 4-8
	Developer
	☐

	2b
	Photograph all core products.
	Week 4-6
	Priya
	☐

	2c
	Write all product descriptions and "About Us" text.
	Week 5-7
	Priya
	☐

	2d
	Developer integrates payment gateway.
	Week 8
	Developer
	☐

	3
	Phase 3: Testing & Launch
	
	
	

	3a
	Internal testing: place test orders, check all links.
	Week 9
	Liam & Priya
	☐

	3b
	Developer fixes any bugs found in testing.
	Week 10
	Developer
	☐

	3c
	Launch "coming soon" social media campaign.
	Week 10-11
	Priya
	☐

	3d
	Final "Go-Live" – make the website public.
	Week 12
	Developer & Liam
	☐

	3e
	Launch official "We are online!" marketing campaign.
	Week 12
	Priya
	☐





[bookmark: _Toc213322716]Appendix 4: KPI and SMART Table
The Key Performance Indicator is: Online Sales Conversion Rate
	Specific
	To increase the percentage of website visitors who make a purchase. This will be tracked for the new e-commerce website.

	Measurable
	Increase the rate from the current estimated 0.5% to a new average of 3%. This will be measured using the built-in analytics dashboard in Shopify.

	Attainable
	A 3% conversion rate is a realistic and attainable benchmark for a small, niche e-commerce business.

	Relevant
	This is highly relevant as it directly measures the solution's success in solving the core problem: turning digital presence into actual revenue.

	Time-Bound
	This target of 3% is to be achieved as a sustained average within 6 months of the new website's official launch.
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