Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Kaleem Ghouse

Student Number: 2437709

Lecturer’s Name: Chijioke Uba






Table of Contents

Suggested Two Alternative Solutions	3
Justification for Selected Solution	4
Risk Analysis of the Selected Solution	6
Plan to Implement the Selected Solution	6
Means of Measuring Effectiveness of Implementation	8
Key Findings	8
Reference List (Harvard Style)	9
[bookmark: _Hlk205982702]

Brief Explanation of the Specific Business Problem
Green Haven Florists, established in Norwich in 2016, earned a strong reputation for bespoke floral arrangements and eco-friendly packaging. Despite its early success, over the past year the shop has experienced a 30% reduction in in-store sales (ONS, 2023). Rising operational costs, high-street decline, and the convenience of online competitors have all contributed to this downturn.
Customer feedback indicates that the website is outdated and difficult to navigate, limiting the business’s online reach and deterring potential customers (Smith, 2022). Among the broader challenges—competition, rising flower prices, and digital marketing gaps—the specific problem addressed here is Green Haven’s underperforming website, which hinders online sales growth and reduces competitive advantage.
By modernising the website, Green Haven can directly tackle revenue loss while providing a platform for future digital growth (Kotler & Keller, 2019).






[bookmark: _Toc952310330]Suggested Two Alternative Solutions
Solution A: Comprehensive Website Redesign with E-Commerce Integration
This approach involves a full redesign of Green Haven’s website, incorporating mobile optimisation, integrated online ordering, subscription services, flexible delivery options, and secure payment gateways. SEO optimisation and social media integration would enhance visibility.
By improving the customer experience, this solution encourages repeat purchases, attracts new customers, and strengthens the shop’s competitive edge against both national chains and boutique florists (Chaffey, 2022).
Solution B: Partner with a Third-Party Online Marketplace
Alternatively, Green Haven could sell via an established platform such as Bloom & Wild. This offers immediate access to a wider audience and delivery infrastructure with minimal upfront costs.
However, this approach limits control over branding, pricing, and customer data, potentially undermining Green Haven’s unique, eco-friendly image (Porter, 2008).
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Based on a PMI analysis (Appendix 1), Solution A is the preferred option for Green Haven. Key criteria include brand control, customer data ownership, revenue potential, cost, and implementation time, with brand control and revenue growth weighted most heavily due to their strategic importance. Solution A directly addresses the main issue of a weak digital presence, allowing the business to retain control over its branding, pricing, and customer engagement. In contrast, Solution B offers short-term convenience but limits long-term growth and data insights. Investing in a modernised website therefore provides both immediate and sustainable benefits, supporting future expansion (Kotler & Keller, 2019).
Furthermore, Solution A strengthens Green Haven’s ability to differentiate itself in a crowded market. A bespoke website gives the business the flexibility to highlight its unique selling points, showcase its values, and adapt quickly to changing customer expectations without relying on third-party constraints. It also creates a more consistent customer journey, improving trust and loyalty over time. Importantly, the improved digital infrastructure lays the groundwork for future initiatives such as personalised promotions, loyalty schemes, and integrated booking or payment systems. These additions would be far harder to implement under Solution B, reinforcing why Solution A represents the more strategic and future-proof investment for the organisation.
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· Financial risk: Redesigning the website requires a significant upfront investment, which could temporarily strain the shop’s cash flow and limit funds for other operations. Mitigation: costs can be managed through phased payments with the web agency and careful budgeting for both development and marketing.
· Technical risk: The new website may encounter bugs, glitches, or periods of downtime, potentially affecting customer orders and satisfaction. Mitigation: employing experienced developers, conducting thorough testing at every stage, and maintaining regular backups will reduce these risks.
· Customer adoption risk: Existing customers might initially find the updated site unfamiliar or challenging to navigate, leading to frustration or lower engagement. Mitigation: provide step-by-step guides, tutorials, and responsive support to help customers adjust smoothly.
· Competitive risk: Rival florists could quickly imitate features or launch their own digital marketing campaigns, reducing Green Haven’s advantage. Mitigation: maintain continuous website improvements, monitor competitors, and run ongoing digital marketing campaigns to preserve a competitive edge.
· Conclusion: With these proactive measures in place, the website redesign is a reliable, strategic solution that enhances digital presence, strengthens customer relationships, and supports sustainable long-term growth (Chaffey, 2022).
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· Planning (Weeks 1–2):
· Define the full project scope, key objectives, and technical requirements for the website redesign.
· Identify target customer needs, desired features, and integration with existing systems.
· Assign responsibilities to Liam, Priya, and the appointed web consultant to ensure clear accountability.
· Develop a realistic budget and timeline to manage costs and avoid delays.
· Design & Development (Weeks 3–8):
· Create wireframes and visual designs that reflect Green Haven’s branding and eco-friendly ethos.
· Develop the website’s code, integrate e-commerce functionality, subscription services, and flexible delivery options.
· Conduct preliminary testing of features to ensure smooth functionality and user experience.
· Maintain ongoing communication with the web agency to track progress and address any issues promptly.
· Testing & Training (Weeks 9–10):
· Conduct thorough usability testing to identify and fix any bugs or technical problems.
· Train staff on website operations, order management, and customer support features.
· Provide guidance materials to help staff assist customers with new online features.
· Launch & Marketing (Weeks 11–12):
· Officially launch the redesigned website.
· Implement coordinated marketing campaigns across social media, email newsletters, and local promotions to attract visitors.
· Monitor initial user engagement and resolve minor issues quickly to maintain customer satisfaction.
· Ongoing Evaluation:
· Collect feedback from customers and staff to identify areas for improvement.
· Track website analytics, order volumes, and subscription uptake to measure performance.
· Continuously update content, features, and digital marketing strategies to ensure the website remains competitive and user-friendly.
· Overall Outcome:
· This phased and structured approach ensures costs are controlled, responsibilities are clear, and Green Haven transitions smoothly to a modern, competitive online presence (Kotler & Keller, 2019)

[bookmark: _Toc799714255]Means of Measuring Effectiveness of Implementation
The success of the website redesign will be measured through Key Performance Indicators (KPIs) and SMART objectives (Appendix 4). KPIs include a 20% increase in online sales within six months, a 30% growth in monthly website visitors, and a 15% rise in repeat purchases within a year. Customer satisfaction will be assessed through usability feedback, aiming for at least 90% positive responses. This combination of quantitative metrics and qualitative insights allows Green Haven to monitor performance, identify areas for improvement, and continually refine the digital strategy to ensure it meets business goals and enhances the customer experience (Chaffey, 2022).
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The report identifies that Green Haven’s outdated website is a key contributor to declining sales. A comprehensive website redesign is the preferred solution, offering control over branding, customer data, and long-term revenue growth. Implementation involves risks, including financial, technical, and customer adoption challenges, which can be mitigated through phased planning, staff training, and testing. Monitoring progress via KPIs and SMART objectives ensures measurable outcomes and ongoing optimisation. Overall, modernising the digital presence is essential to remain competitive, attract new customers, encourage repeat purchases, and maintain the business’s eco-friendly reputation within a rapidly evolving retail environment.
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Appendix 1: PMI / Grid Analysis Table
	Criteria
	Solution A
	Solution B
	Weight
	Score A
	Score B
	Weighted A
	Weighted B

	Brand control
	High
	Low
	5
	5
	2
	25
	10

	Revenue potential
	High
	Medium
	5
	5
	3
	25
	15

	Cost
	High
	Low
	3
	3
	5
	9
	15

	Time to implement
	Medium
	Short
	3
	3
	5
	9
	15

	Customer experience
	High
	Medium
	4
	4
	3
	16
	12

	Total
	
	
	
	
	
	84
	67




Appendix 2: Risk Analysis Table
	Risk
	Impact
	Likelihood
	Mitigation

	Financial
	High
	Medium
	Phased payments

	Technical
	Medium
	Medium
	Experienced developers, testing

	Customer adoption
	Medium
	Medium
	Guides, tutorials, support

	Competition
	Medium
	Low
	Continuous improvement







Appendix 3: Implementation Plan
	Phase
	Tasks
	Duration
	Responsibility

	Planning
	Define scope and requirements
	2 weeks
	Liam, Priya, consultant

	Design & Development
	Wireframes, code, mobile optimisation
	6 weeks
	Web agency

	Testing & Training
	Usability tests, staff training
	2 weeks
	Liam, Priya

	Launch & Marketing
	Launch website, marketing
	2 weeks
	Liam, Priya

	Evaluation
	Feedback and optimisation
	Ongoing
	Liam, Priya




Appendix 4: KPI and SMART Table
	Objective
	SMART Criteria
	KPI
	Target

	Online sales
	Specific, Measurable, Achievable, Relevant, Time-bound
	Online revenue
	+20% in 6 months

	Website traffic
	Specific, Measurable, Achievable, Relevant, Time-bound
	Monthly visitors
	+30% in 6 months

	Customer satisfaction
	Specific, Measurable, Achievable, Relevant, Time-bound
	Positive feedback
	90% satisfaction

	Repeat purchases
	Specific, Measurable, Achievable, Relevant, Time-bound
	Retention rate
	+15% in 12 months
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