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Task 1: Overview of Case-study

Green Haven Florists is a small independent flower shop based in Norwick, UK, known for its bespoke arrangements and eco-friendly ethos. Despite its strong reputation and loyal customer base, the business has experienced a 30% decline in in-store sales over the past year. This downturn is due to reduced foot traffic, increased competition from online flower retailers, and rising operational costs. Additionally, the company’s outdated website and limited digital marketing presence have restricted its ability to compete effectively. As consumer behaviour shifts toward convenience and online purchasing, Green Haven must adapt its business model to remain competitive and profitable.

Task 2: Two proposed solutions
Solution 1: Develop an E-commerce Website with Subscription Services
Green Haven should invest in a modern, user-friendly e-commerce platform that enables customers to browse products, place orders, and arrange deliveries online. Adding a flower subscription service (e.g., weekly or monthly deliveries) would create recurring revenue and strengthen customer loyalty. This solution addresses the convenience gap between Green Haven and larger competitors by offering flexible delivery options and improving accessibility.
Solution 2: Strengthen Digital Marketing and Social Media Presence
The business should implement a structured digital marketing strategy, focusing on platforms like Instagram and Facebook. This includes regular content posting, showcasing floral designs, customer testimonials, and behind-the-scenes videos. Paid advertising and local SEO optimisation can increase visibility and attract new customers. Collaborations with local influencers or businesses could further enhance brand awareness.
Both solutions aim to increase online sales, improve customer engagement, and position Green Haven as a modern yet authentic brand, helping to offset declining in-store revenue.




Task 3b. Preferred Solution
While both solutions are beneficial, the e-commerce platform with subscription services is the preferred option. This solution directly addresses the primary issue of declining sales by enabling customers to purchase easily online. It also creates a stable income stream through subscriptions, reducing reliance on unpredictable walk in traffic. Although digital marketing is important, it is more effective when supported by a strong online purchasing system. Therefore, developing an e-commerce platform provides a foundation for long-term growth, while digital marketing can be integrated later to maximise its impact.
Task 4b. Feasibility of the Solution
Despite these risks, the solution is feasible with careful planning. Affordable website building platforms and freelance developers can reduce costs. Training staff or outsourcing technical support can address skill gaps. Customer adoption can be encouraged through promotions, discounts and clear communication. The growing trend toward online shopping suggests strong potential demand. Additionally, the subscription model provides predictable revenue, helping offset initial investment costs. Overall, the benefits outweigh the risks, making this a practical and achievable solution for Green Haven.













Task 5b. Justification of Plan
The phased approach ensures a structured and manageable implementation process. Starting with planning reduces the risk of costly mistakes. Development and testing phases ensure the website is functional and user-friendly before launch. The launch phase includes promotions to drive initial traffic and encourage customer adoption. Ongoing monitoring allows continuous improvement based on real data and feedback. Assigning responsibilities to Liam (operations) and Priya (marketing and customer engagement) ensures accountability. This timeline is realistic for a small business and minimises disruption to daily operations.
Task 6b. Monitoring and Evaluation
The KPI will be tracked monthly using website analytics and sales data. Comparing pre- and post-launch performance will indicate the effectiveness of the solution. Subscription numbers will also be monitored to assess customer retention. Customer feedback and website engagement metrics (e.g., traffic, conversion rates) will provide further insights. If targets are not met, adjustments such as pricing changes, improved marketing, or enhanced website features can be implemented. Regular evaluation ensures the business remains responsive and continues to improve its strategy.














Task 7. Key Findings

· Green Haven faces declining sales due to reduced foot traffic and increased online competition
· Current digital presence is weak, limiting growth opportunities
· E-commerce development is the most effective solution to increase accessibility and revenue
· Subscription services provide stable, recurring income
· Risks include cost, technical challenges, and customer adoption
· A phased implementation plan reduces risk and ensures smooth execution
· Digital marketing can support long-term success after website launch
· KPIs and SMART objectives enable performance tracking
· The solution is feasible and aligns with changing consumer behaviour
· Adapting to digital trends is essential for long-term sustainability
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                                                                            Appendix 1 – Task 3a
                                           PMI Analysis Table
	                              Solution A: E-commerce Platform    



	                    Plus
	              Minus
	            Interesting

	Expands market reach, increases convenience, generates recurring income
	High initial setup costs, requires technical skills
	Subscription model may stabilise long-term revenue

	
	
	

	
	
	

	
	
	

	
	
	



	                                                   Solution B: Digital Marketing



	                   Plus
	                   Minus
	                Interesting

	Low cost, increases brand awareness, attracts younger audience
	Requires consistent effort and expertise
	Potential for viral growth and strong community engagement













                                                                 Appendix 2 – Task 4a
                                         Risk Analysis

	
	What could cause a risk?
	Likelihood (1-5)
	Impact (1-5)
	Risk Factor (L x I)
	What can you do to reduce this risk from happening?
	If it happens-what can you do to minimise the impact?

	1
	Website development delays
	3
	4
	12
	Set clear deadlines, hire experienced developer, plan timeline
	Extend launch date slightly, communicate with customers

	2
	High setup costs
	4
	4
	16
	Set a budget, compare platforms (e.g. Shopify/Wix), control spending
	Reduce costs elsewhere, use cheaper alternatives

	3
	Low customer adoption of website
	3
	5
	15
	Promote website via social media, offer discounts, educate customers
	Increase marketing efforts, improve user experience

	4
	Technical issues (website crashes, bugs)
	2
	5
	10
	Test website before launch, maintain updates, use reliable hosting
	Fix issues quickly, provide customer support/refunds

	5
	Delivery/logistics problems
	3
	4
	12
	Plan delivery routes, partner with reliable couriers
	Offer refunds/replacements, improve delivery process

	6
	Increased competition online
	4
	3
	12
	Differentiate brand (eco-friendly, unique designs)
	Adjust pricing, improve marketing and product quality







                                                                    Appendix 3 – Task 5a
                                      Implementation Plan

	Task
	What
	When
	Who
	Done

	1
	Plan website requirements, budget, and features (products, delivery, subscriptions)
	Week 1-2
	Owner (Liam)
	Ok

	2
	Develop website using platform (Shopify/Wix), products
	Week 3-6
	Web developer + Liam
	Ok

	3
	Test website (payments, navigation, mobile use) and fix issues
	Week 7-8

	Liam + staff
	Ok

	4
	Launch website with promotions and social media marketing
	Week 9

	Priya (Marketing)
	Ok



Implementation Plan Explanation
The implementation of the e-commerce website will follow a structured four-stage approach to ensure efficiency and minimise disruption. The first stage involves planning, where the business defines website requirements, sets a realistic budget, and identifies key features such as product listings and subscription options. This stage is crucial for avoiding costly mistakes later.
The second stage focuses on development. A suitable platform such as Shopify or Wix will be used to build a user-friendly and visually appealing website. Products, pricing, and delivery options will be added during this phase. In the third stage, the website will be thoroughly tested to ensure all functions, including payments and navigation, operate correctly. Any technical issues will be resolved before launch.
Reference:
Chaffey, D. (2022) Digital Business and E-Commerce Management.















Appendix 4 – Task 6a
The Key Performance Indicator (KPI) is: Monthly online sales revenue

	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Increase online sales through the new website
	Achieve 25% increase in total sales within 6 months
	Based on improved accessibility and subscription offerings
	Directly addresses declining revenue
	Within 6 months of website launch




Additional objective:
· Gain 100 subscription customers within 3 months
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