6

LCLM4004 Problem Solving and Decision Making 
Student’s name and ID: Marian Zaharciuc ID 2024349741

Tutor’s name: Richard Ashaye

Table of Contents
3About the Business Problem


3Two alternative solutions to the problem


4The best alternative from two given solutions


5Risk Analysis


6Action Plan


9Measuring the effectiveness of implementation


10References




About the Business Problem
The issue in question is a clear business problem of Green Haven Florists, presented by the loss of income and absence of foot traffic. In the last year, the in-store sales have declined by about 30 per cent, and this has been mainly due to the redefining of consumer behaviour and online competition. The customers now feel much more relaxed with the ease of having flowers delivered online at low prices that guarantee delivery quickly and constant offers. At the same time, the company is experiencing rising operational costs, particularly of fresh flowers and eco-friendly packaging. Such forces have reduced financial stability/profits (Etheredge and DelPrince, 2021). The retail shop is also less attractive as it is located on the high street, which is not active. Furthermore, the Green Haven location is very ancient and unfriendly, limiting the opportunities for online sales. The visibility has also been low compared to that of the competitors because of poor digital marketing. As a result, the company fails in the areas of attracting new clients as well as retaining the existing ones. Things will not survive in Green Haven unless strategic changes are made, and the company might go down further and become unsustainable.

Two alternative solutions to the problem
Green Haven Florists can resolve the weakness in sales and competitiveness using two feasible alternative solutions. The former can be solved by building a powerful online delivery and order system. The second one is to implement a bouquet subscription that targets frequent customers and local companies. The alternatives are discussed with the help of the PMI (Plus, Minus, Interesting) tool.

Solution 1: Web-based ordering and delivery service.

Plus: This solution enhances the convenience of customers who would want to shop online. It increases the market coverage to outside pedestrian traffic. It enables delivery on the same day or scheduled, the same as its competitors can do. Online presence has the potential to raise brand recognition and sales volume.

Mins: The start-up charges of redesigning the website, payment systems, and delivery logistics are expensive. Employees might be required to be trained in electronic systems. There would be a risk of error in delivery, which would impact customer satisfaction.

Interesting: It is possible to learn customer preferences with the help of online sales data. It provides chances to have specific online marketing and promotion. The cost can be minimized in the long run when partnering with local couriers (Gouveia and Mamede, 2022).

Solution 2: Bouquet Subscription Service.

Plus: This generates a predictable and constant stream of revenue. It enhances customer loyalty by interacting with them frequently. Subscribing assists in establishing demand and maintaining stocks. It is very much consistent with the eco-friendly and customized image of the brand.

Minus: Compared to consumers who are willing to make one-off purchases, the attraction towards potential customers is low. Cancellations and changes could add more administrative work. A slow adoption may slow down the collection of monetary rewards.

Interesting: Subscriptions may be customized at home, office, or at an event. Seasonal issues can make the customers interested. Long-term subscribers can be offered discounts to enhance retention (Nawir and Hendrawan, 2024).

Evaluation summary

The PMI analysis indicates that the two solutions are valuable. The online platform is geared towards competitiveness and the enlargement of the market. The subscription business is geared towards stability and retention. Although the online platform is riskier and expensive, it has broader long-term expansion. The subscription business is less risky but less comprehensive.

The best alternative from two given solutions
Selected Solution: Web-based Ordering and Delivery Service

The bouquet subscription service is not the apt solution that fits Green Haven Florists as compared to a web-based ordering and delivery service. The provided solution is a direct response to the primary sources of lower performance, in particular, the lowering of the footfall and the increased online competition, and the change in the customer buying behaviour. The customers are accustomed to the ability to shop, place an order, and arrange delivery online, but Green Haven lacks a digital platform that would meet its needs. A web-based system can help the company to become more competitive with the national chains and online florists. The existing and new customers can be interested in Green Haven because it offers convenient product exhibitions, clear pricing, secure payments, and convenient delivery (Shuaibu, Mahmoud and Sheltami, 2025). It is the opposite of a subscription platform, where the customer base is limited to a niche market, as online ordering can be offered to the broader audience and cover those who purchase an item once, those who shop for last-minute gifts, and business customers. The setup is more expensive in the short run, but the long-term value is enormous. The platform gets a chance to generate sales during the unusual working hours, which increases sales. It can also acquire data concerning customer preferences and purchasing patterns and, to a certain extent, can be used in conducting a specific digital marketing and streamlining inventory. It will increase the efficiency of its operations and reduce wastage that is not in accordance with its sustainable policies of Green Haven (Mitra et al., 2022).

As compared to the tap scheme, the bouquet membership scheme will offer a predictable revenue, but it will be reliant on the loyalty of the clients, and may be less readily adapted in times of economic risks. It is also not fully receptive to competition by digital-first retailers, either. Overall, a web-based ordering and delivery system would be more reachable, flexible, and scalable. It also solves the root problem more appropriately and puts Green Haven Florists in a greater position to expand sustainably in a more computerised retailing environment (Migkos, Giannakopoulos and Sakas, 2025).
Risk Analysis
The identified solution of introducing a web-based ordering and delivery is analysed as a basic risk analysis with the help of a risk matrix, according to the criterion of likelihood (low, medium, high) and impact (low, medium, high). This assists in determining the main risks and ranking the management activities.

High cost of implementation, such as developing websites, payment systems, and delivery set up is one of the major risks. This is medium probability and high impact, which means it is in the high-priority zone on the risk matrix. Such a risk may be minimized with the help of stage development and the low cost of e-commerce.

Technical failure or poor performance of the website, like slow loading or system downtime, is another risk. The probability is medium, and the effects are medium. This is an intermediate risk on the risk matrix. This risk can be mitigated through regular maintenance, solid hosting, and basic training of the staff (Zhou, Sun and Jia, 2025).

There is also the issue of low customer adoption, particularly in cases where the customers are not aware of the new service. The level is medium, and the effect is high, hence it is a high-priority risk. It can be overcome by digital marketing, promotion of social media, and in-store communication.

Another risk is delivery risk, which includes delays and damaged items. The risk is very low, medium, but the effect is high because there could be a reputation loss. This is a medium-to-high risk in the risk matrix. This can be managed with the help of a partnership with local couriers who are reliable, and delivery standards should be established (Du et al., 2024).
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Figure 1: Risk matrix
Source: (Du et al., 2024)
Action Plan 
	Stage
	Action
	Responsibility
	Timeframe
	Expected Outcome

	Planning
	Define website requirements, budget, and delivery scope
	Owners (Liam & Priya)
	Weeks 1–2
	Clear objectives, realistic budget, and agreed features

	Development
	Design and develop a user-friendly e-commerce website with payment integration (Muthu, 2021)
	External web developer
	Weeks 3–6
	Functional, secure, and mobile-friendly website

	Logistics setup
	Arrange local delivery partners and set delivery pricing and policies
	Owners
	Weeks 5–6
	Reliable and cost-effective delivery process

	Staff training
	Train staff on order management, website updates, and customer support
	Owners
	Week 7
	Staff confidence in using the new system

	Testing
	Test website functionality, payments, and delivery workflow
	Owners & staff
	Week 8
	Reduced risk of technical and operational errors

	Marketing launch
	Promote the platform via social media, in-store signage, and email marketing (Mudgal, Pagone and Salonitis, 2024)
	Owners
	Weeks 9–10
	Increased awareness and customer engagement

	Go-live
	Officially launch the web-based ordering and delivery service
	Owners
	Week 10
	Online sales channel fully operational

	Monitoring
	Track sales, website traffic, delivery performance, and feedback
	Owners
	Ongoing
	Early identification of issues and improvements

	Review
	Evaluate performance against KPIs and adjust strategy
	Owners
	After 3 months
	Improved sales, reach, and customer satisfaction


Measuring the effectiveness of implementation
The effectiveness of the web-based ordering and delivery service would be measured by the use of the key performance indicators (KPIs). The online sales revenue would be monitored in order to know whether the platform is increasing the total revenue. The quantity of traffic on the site, the conversion rate, and the average order value would demonstrate customer involvement and buying behaviour. The performance of the delivery would be measured using the on-time delivery rates and the delivery-related complaints (Kanojia and Rathore, 2025). Online reviews, feedback systems, and repeat purchases would be used to determine the level of customer satisfaction. The reach of social media and referral traffic would demonstrate the amount of digital marketing support of the platform. Measures of operational efficiency would be the order processing time and error rate. These KPIs would be measured after every month, and the performance would be compared against the performance before the launch. Regular inspections would allow the management to identify the weak points and work on them, and to make sure that the solution would lead the company to further growth and become more competitive in the long term.
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