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[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem:
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]Green Haven Florists is a small independent flower shop in Norwich that has been struggling over the past year due to declining foot traffic and rising costs. In-store sales have dropped by 30%, while online sales have only slightly increased. Contributing factors include increased competition from online retailers, higher prices for imported flowers, and an outdated website. Customers have requested more flexible delivery options and subscription services. The specific problem this report addresses is the shop’s declining profitability due to reduced customer engagement and weak online presence, which threatens the long-term sustainability of the business.


[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A Proposal:
Green Haven Florists could revamp its online presence by redesigning its website, adding an e-commerce platform, and offering flexible delivery options, including subscriptions. This would make it easier for customers to place orders online, compete with larger online retailers, and retain environmentally conscious clients. By improving digital marketing through social media campaigns and SEO strategies, the shop could reach a wider audience. This solution addresses the root problem of declining profitability by increasing online sales and customer engagement while maintaining the shop’s unique eco-friendly brand identity.

Solution B Proposal:
Green Haven could focus on in-store experiences and community engagement to differentiate itself from online competitors. This could include hosting flower arrangement workshops, offer loyalty programs, and partner with local businesses for events. By creating a unique and memorable customer experience, the shop could increase foot traffic, encourage repeat visits, and strengthen brand loyalty. This approach tackles the specific problem by making the physical store a destination rather than just a purchase point, potentially offsetting the decline in online competition and reinforcing the shop’s reputation for personal and sustainable service.


Justification for Selected Solution.
After completing the Grid Analysis (Appendix 1), Solution A – revamping the online presence – is the most appropriate solution. The criteria used were cost, potential impact on sales, ease of implementation, and alignment with the shop’s eco-friendly brand. Each criterion was weighted based on its importance to Green Haven’s survival and growth, with potential impact on sales given the highest weight. Solution A scored highest overall because it directly addresses the decline in customer engagement and online competitiveness while being achievable within a reasonable budget. This solution also opens opportunities for long-term growth.


[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution:
Implementing Solution A carries some risks. The website redesign may be costly, and there is a chance that customers may not immediately respond to online campaigns. Technical issues or delays could affect order processing. To reduce these risks, the shop can hire an experienced web designer, run test campaigns first, and offer incentives for early online orders. If issues occur, contingency plans like temporary discounts or manual order handling can help maintain customer satisfaction. Overall, with careful planning, Solution A is reliable and provides a manageable risk level while addressing the core business problem.

Plan to Implement the Selected Solution.
The implementation plan will be in five stages:
1. Website redesign – hire a developer and update layout and navigation (1 month).
2. Add e-commerce functionality – enable online orders, delivery scheduling, and subscription options (2 weeks).
3. Digital marketing launch – run social media campaigns and SEO improvements (ongoing).
4. Staff training – teach employees to manage online orders and customer queries (2 weeks).
5. Customer feedback and adjustment – monitor orders and improve processes based on feedback (ongoing).


Means of Measuring Effectiveness of Implementation of Selected Solution:
The Key Performance Indicators (KPIs) will focus on online sales growth, website traffic, customer engagement, and subscription sign-ups. SMART objectives include increasing online sales by 25% in six months, achieving 1,000 website visits per month, and signing up 50 customers for subscriptions in three months. These KPIs are specific, measurable, attainable, relevant, and time-bound, allowing Green Haven to track the success of the online revamp. Monitoring these metrics will provide clear evidence of whether the solution improves profitability and customer engagement, enabling the shop to make data-driven adjustments if needed.

Key Findings:
·  Green Haven’s declining in-store sales are primarily due to competition from online retailers and reduced foot traffic.
· Customers value convenience, flexible delivery, and subscription services.
· Revamping the online presence (Solution A) directly addresses these customer needs and improves competitiveness.
· Solution A carries manageable risks if implemented carefully, with staff training and contingency plans in place.
· KPIs and SMART objectives provide a clear way to measure success and guide further improvements.

[bookmark: _Hlk208302504]
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[bookmark: _Hlk205987492]Appendix 1

Grid Analysis Table

	Criteria
	Weighting (1-5)
	Solution A: Online Revamp
	Solution B: In-store Experience

	Cost
	3
	3
	4

	Potential impact on sales
	5
	5
	3

	Ease of implementation
	4
	4
	3

	Alignment with brand
	4
	5
	4


Weighted Score
· Solution A: (3×3) + (5×5) + (4×4) + (4×5) = 9 + 25 + 16 + 20 = 70
· Solution B: (3×4) + (5×3) + (4×3) + (4×4) = 12 + 15 + 12 + 16 = 55
Conclusion: Solution A is the preferred option based on the highest weighted score.







Appendix 2

Risk Analysis Table

	
	What could cause a risk?
	What is the likelihood of the risk occurring? 
(1 – 5)
	What is the impact of this risk? 
(1 – 5)
	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
	Website redesign delays

	3
	4
	12
	Hire an experienced web developer and set clear deadlines
	Use temporary manual order system and communicate delays to customers

	2
	
Low customer adoption of online platform
	4
	5
	20
	Launch social media campaigns and incentives for first orders
	Offer discounts or loyalty points to encourage adoption

	3
	Low customer adoption of online platform

	2
	5
	10
	Test website thoroughly before launch
	Provide phone/email support and backup order processing





Appendix 3
Implementation Plan

Problem: Declining profitability due to reduced customer engagement and weak online presence
The solution: Revamp online presence
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Web development


	Hire web developer and redesign website


	Month 1


	owners


	Contract signed with developer, homepage mock-up approved



	2
	 e-commerce features
	Add e-commerce features (online orders, subscriptions, delivery options)
	
Month 2

	
Developer 

	
Online store setup completed, payment system tested


	3
	campaigns


	Launch social media and digital marketing campaigns


	Month3
	
Marketing assistants 

	Facebook and Instagram campaigns live, first posts scheduled

	4
	Training of staff

	Staff training on online order processing and customer service

	
Month 3 onward

	Oweners or staff


		



Staff trained, order process manual prepared



	
	
	
	
	
	

	
	
	
	
	
	

	5
	
feedback

	
Collect feedback from customers and make improvements

	
Month 3 onward

	
Staff or owner

	
Feedback form created, first 20 customer responses collected






Appendix 4

The Key Performance Indicators are online sales, website traffic, subscription sign-ups and Customer engagement.
To measure the effectiveness of the online revamp, Green Haven will track Key Performance Indicators (KPIs) and set SMART objectives. The KPIs focus on online sales growth, website traffic, subscription sign-ups, and customer engagement on social media.


			Objective
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	 1
	Increase online sales
	By 25%
	Realistic with marketing campaigns
	Improves revenue
	Within 6 months

	2
	Boost website traffic
	1,000 visitors/month
	Achievable for a small business
	Measures engagement
	Within 3 months

	 3
	Gain subscription customers
	50 new subscribers
	Realistic with incentives
	Builds recurring revenue
	Within 3 months

	4
	Improve social media engagement
	Increase interactions by 30%
	Achievable with active posting
	Enhances brand visibility
	Within 3 months
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