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Brief Explanation of the Specific Business Problem
The florist business Green Haven has experienced drop of 30% in their sales in-store for the last year. New local competition has arrived in Norwich high street, but in contrast a lot of local businesses have closed which has led to overall customer’s visits to the store declining. Another root cause is their outdated website, and digital presence didn’t cover the store’s losses, and the customers have reported that there isn’t flexible delivery options or subscription services.  It is imperative that the store looks at the possible solutions that will improve their image and sales. This report will discuss the big digital gap that the owners are missing out on. 
[bookmark: _Toc214221898][bookmark: _Hlk205982497]Suggested Two Alternative Solutions
[bookmark: _Toc214221899]Solution proposal - Enhanced digital presence
The solution focuses on improving the business’s digital appearance by redesigning the outdated website. Easier navigation, clearer layout and modern design will give any customer a better experience, no matter new or returning, many of whom may not even be local. Also improved online marketing via social medias and search engines would make finding the website quicker and easier when searching for florist. According to Chaffey and Ellis-Chadwick (2019), small businesses that have invested in digital presence optimisation have often seen improved customer reach and sales, perfect for long-term improvement, which are the results Green Haven desperately need to see.

[bookmark: _Toc214221900]Solution proposal - Local awareness campaign
This solution is focused on reconnecting the brand to the local society via face-to-face marketing by handing out flyers, placing posters, leaving discount cards in local businesses, such as beauty salons, tattoo shops, recruitment agencies, restaurants etc., even promoting on the local newspaper for free. With less people walking on the high street, it is a good idea to promote around neighboring areas to attract more people to the high street back again. As discussed by Kotler et. Al. (2019), when small businesses actively remind locals of their services with campaigns, they normally see increase in customers visiting in person.

[bookmark: _Toc214221901]Justification for Selected Solution
The two solutions are valid and reasonable, but looking at Appendix 1, it is noticeable that Enhanced digital presence solution is more likely to solve the declining sales problem. Based on the urgency of the business – to restore and improve sales, to reach more customers and stability it would be beneficial as it would be possible to predict and control consumer behaviour. This solution scored higher across key criteria such as cost effectiveness and sales impact, which are the two with highest weighting. Park and Oh’s (2019) analysis revealed that floral product interest in clients has increasingly moved by online trends. This means that companies with strong digital presence have better chances of attracting and retaining consumers.

[bookmark: _Toc214221902][bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
As shown in Appendix 2 the improvement of the business isn’t risk free and there could be challenges, but none are unmanageable. Potentially the biggest risk is a delay in the website development and that could therefore lead to a delay in launch of the page. Other concerns are the cost and lower than expected customer engagement, however those could be reduced with good budgeting and choosing a reliable developer. Adair (2022) says that decision making that becomes effective when the business plan for uncertainties and barriers, which is supporting the risk analysis for the chosen solution.
[bookmark: _Toc214221903]Plan to Implement the Selected Solution
As shown in Appendix 3, to get this solution up and running, the first thing Green Haven needs to do is to find reputable web designer that they trust. After the design is in process, the owners should start looking at sorting the search engine optimisation and if needed, to hire a specialist so that the customers can find the new website. The business owners then can start making and posting social media content daily to increase interest before the website goes live and prepare marketing materials for week 8. The final step is in launch week when the website goes live, then the owners should post the marketing materials they have prepared in advance. Everybody has a clear role so the whole process goes smoothy. 


[bookmark: _Toc214221904]Means of Measuring Effectiveness of Implementation of Selected Solution
Using KPI is the best way to see what the actual results are from the implementation of the solution and to see if they make a difference. It is relevant to Green Haven’s target to increase their sales online so it can return the balance of the reduced in-store sales. The SMART objectives are realistically achievable for the time frame given from both in-store and online. With the help of the social media marketing campaign the business should be back to thriving in no time if the owners stick to the plan and monitor every step of the process, as Proctor (2019) says SMART goals set realistic targets and they make the performance easy to be monitored.
[bookmark: _Toc214221905][bookmark: _Hlk208302504]Key Findings
· The business decline of sales is mainly caused by decreased foot traffic on the high street and the new competitors that shifted the behaviour of the customers.
· The outdated page and almost no social media activity was a big reason why the business was missing out on online customers that are expecting convenience.
· The update on the website solution has scored better than the local awareness campaign especially for long-term sustainability and customer reach.
· Improving the searchability of the website, the website itself and online engagement is the best realistic plan to recover revenue.
· 
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[bookmark: _Toc214221908]Grid Analysis Table

	Factors to consider
	Sales impact
	Long-term sustainability
	Cost Effectiveness
	Customer reach
	Ease of implementation
	Total

	Weighting      
	5
	5
	4
	4
	3
	 

	Enhanced digital presence
	4 = 20
	4 = 20
	2 = 8
	5 = 20
	3 = 9
	77

	Local awareness campaign
	3 = 15
	3 = 15
	3 = 12
	3 = 12
	4 = 12
	66
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[bookmark: _Toc214221909]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 – 5)
	(1 – 5)
	
	
	

	1
	Increased costs
	2
	4
	8
	Agree on a budget, hire professional team, that sticks to the quote given.
	Reduce unnecessary spending.

	2
	Development delays
	3
	4
	12
	 Set clear deadline with the reliable web designer that you will hire, based on reviews and recommendations.
	Keep the old version of the website, inform the customers about the delays.

	3
	Low customer engagement
	3
	3
	9
	Run online marketing campaigns, post regularly, offer small promotions.
	Paid social media marketing campaigns, collaborations, discount codes.






Appendix 3
[bookmark: _Toc214221910]Implementation Plan

Problem: Declining in-store sales of 30%	
Proposed solution: Enhanced digital presence
	 
	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Hire a web designer
	Research, then hire a reputable web designer.
	Week 1
	Owners
	 

	2
	Redesign the layout, optimise
	Communicate any changes needed to the layout to be redesigned. Mobile optimisation and app creation.
	Week 2-5
	Web designers and owners
	 

	3
	Search engine optimisation
	Improve how easy to find the web page is on search engines such as Google, if necessary, hire a specialist.
	Week 3-6
	Web designers and/or SEO specialist
	 

	4
	Create digital content
	Post daily on social media photos, posters or newsletters for engagement.
	Weeks 6-8
	Owners
	 

	5
	Go live and promote
	Publish the website, run digital marketing campaign to get people to visit it. Offer discount codes.
	Weeks 8-10
	Owners
	 



Appendix 4

[bookmark: _Toc214221911]The Key Performance Indicator is: Increasing website traffic and orders

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	


Increase of online engagement and sales from the redesigned website and digital activity



	


To gain 25% increase in website traffic and 5% increased sales in-store and 10% online.
	


Achievable targets since the findability should be improved by the search engine, marketing campaign and discounts and offers.


	


It helps retaining clients by using promotions, which would combat the loss of revenue from the previous year.

	


To be achieved 3 months after launch.










Page 2 of 2

