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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists, a small independent flower shop located in Norwich, UK, known for its bespoke floral arrangements and environmentally friendly packaging. However, the business recently experienced a significant decline in sales, with in-store revenue dropping by approximately 30% over the past year. The problem affecting the company is its inability to adapt to the changing retail environment, particularly the shift towards online purchasing. This includes an outdated website, limited digital marketing and increased competition from online flower retailers. In addition, rising flower supply costs and reduced foot traffic on the high street have further weakened the company’s financial performance.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal:
According to Marlinda and Khotimah (2025), development of a web-based information system can significantly improve business operations, support the digitalisation of florist SMEs. One proposed solution is upgrade Green Haven Florists website and introduce a more effective online ordering system. Currently, the business has an outdated website that customers find difficult to navigate, which discourages online purchases. By redesigning the website with a modern layout, clear product displays, secure online payment options, the company could improve the overall customer experience. Such as same-day delivery, mobile compatibility, subscription services also be added, helping increase online sales, reduce reliance on in-store traffic.
Solution B Proposal:
A second solution is to develop a stronger social media and digital marketing strategy. Currently, Green Haven Florists relies mainly on word-of-mouth promotion and occasional social media posts, limiting its ability to reach new customers. Creating a consistent presence on platforms such as Instagram and Facebook, the business could showcase its floral designs and promote customer testimonials. According to Gomes, Pereira and Pinto (2025), using search engine marketing, video content, consistent posting can improve online visibility and audience engagement. Paid advertisements could also target local customers, increasing brand awareness, attracting new customers and encouraging both online purchases and in-store visits.

The Grid Analysis demonstrates all options score highly across the selected criteria. The solution focused on building a strong foundation achieves the highest total score of 85, indicating it is effective overall. This performs consistently well across all factors, particularly in long-term benefits, customer reach, which were heavily weighted. Other options, like attracting new customers, working within budget, score well (81), they offer slightly less value. The proposed model is effective, fair, and precise. The consistent high scores suggest that prioritising a strong foundational strategy will deliver sustainable growth, improved customer engagement, increased sales over time (Chen and Tsai, 1996). 

Task 3b) Evaluation Results and Justifications
Based on Grid Analysis in Appendix 1, Solution A (improving online presence) is the most appropriate option, it achieved the highest weighted score. Criteria included cost, impact on sales, ease of implementation, long-term sustainability, reflecting key challenges faced by the business. Greater weighting was assigned to impact on sales and sustainability, as these directly address revenue decline and future growth, while cost was given less emphasis due to its short-term nature. Therefore, Solution A is justified as it provides the greatest benefit. This is supported by Palfreyman (2004), who highlights modern digital solutions can be implemented, and manageable technical risk. 
The risk analysis highlights challenges in implementing a digital foundation for Green Haven Florists. The significant risk is the lack of digital skills, which has the highest risk factor due to both its likelihood and impact, but it can mitigate through staff training. Financial risks are moderate and manageable with careful budgeting. Customer engagement presents another high risk, yet effective marketing strategies can reduce this. While these risks exist, they are controllable and do not outweigh the long-term benefits. The aim is to assess strategic risks practically, meaningfully, while considering the broader scope of potential challenges (Emblemsvåg and Kjølstad, 2002). 
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The chosen solution may encounter several risks, including limited digital skills, financial constraints, and low customer engagement. The criteria selected likelihood and impact reflect the probability of these risks occurring and their potential effect on business performance. Weightings were assigned to emphasise high-impact risks, such as digital skills and customer engagement. These directly influence the success of the online foundation. Financial risk received moderate weighting, as it can be managed through careful budgeting. Overall, the solution is reliable, as these risks are identifiable and controllable through training, outsourcing, and targeted marketing, ensuring the long-term effectiveness of the digital strategy (Hillson, 2009). 
Task 5b) Justifications for the Implementation Plan
To address the decline in sales at Green Haven Florists, the preferred solution is to develop an improved website to strengthen the shop’s digital presence. The plan is to structure four key stages. First, the business will research and analysis the current website, competitor platforms, and customer preferences to identify gaps and opportunities for improvement. This will provide a strong foundation for informed design-making decisions. Second, the website’s layout, structure, and content will be designed to enhance user experience, visual appeal, and navigation, ensuring that customers can easily browse and purchase products online. Third, the development phase will involve coding, adding content, mobile optimisation, and testing functionality to guarantee the website is fully operational, responsive, and user-friendly across all devices. Finally, the website will be launched, and performance will be monitored using analytics tools, allowing the business to make continuous improvements based on customer feedback and behavioural data (Ramírez, 2022). Responsibilities are clearly assigned across the marketing, web development, and content teams, and the tasks are scheduled in a logical sequence to ensure efficiency and timely completion. By following this plan, Green Haven Florists can increase online sales, improve customer satisfaction, and remain competitive in a challenging digital marketplace. 


The tasks in the Implementation Plan are ordered logically to ensure an efficient and successful website development process. Research and analysis are conducted first to identify gaps and inform design decisions, ensuring that the website meets customer needs (Noble, Clarke and Crane, 1989). Design follows, as a clear layout and content plan must be established before development begins. Development and testing are scheduled next to create a fully functional, mobile-friendly site. Launch and monitoring are last, allowing the team to assess performance and implement improvements. Responsibilities are allocated based on expertise to maximise effectiveness and accountability.

Task 6b) Justifications for the KPI and SMART Objectives
[bookmark: _Hlk205981688]The proposed Key Performance Indicator (KPI) focuses on increasing online sales, directly addressing Green Haven Florists’ challenge of declining in-store sales and a weak digital presence. The SMART objectives ensure this KPI is actionable and achievable: it is Specific, targeting online orders, Measurable through weekly sales and website analytics, Attainable with a realistic 20% increase, Relevant to business growth, and Time-bound within 12 weeks of launch. These objectives provide clear guidance for monitoring progress, making data-driven improvements, and ensuring the website effectively supports business strategy (Parmenter, 2015; Kaplan and Norton, 1996). 
Task 7) Key Findings
· [bookmark: _Hlk208302504]Green Haven Florists is experiencing a decline in in-store sales due to weak digital presence and increased online competition. 
· Developing an improved website is the most feasible solution to strengthen online visibility and attract customers. 
· The Implementation Plan ensures tasks are structured logically, with clear responsibilities, timelines, and stages for research, design, development, and launch. 
· SMART objectives and the KPI for online sales provide measurable, achievable, and time-bound goals to track progress and evaluate success. 
· Monitoring website performance using analytics allows the business to make data-driven improvements, enhance customer experience, and remain competitive in the digital marketplace.
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[bookmark: _Hlk210815657]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Impact on sales
	Customer reach
	Long-term benefits
	Cost
	Total

	Weighting      
	4                
	5
	4
	4
	

	Solution A
Website upgrade
	5                 20           
	5                 25
	4                 16
	4                16
	77

	Solution B
Social Media marketing

	4                 16                                 
	3                 15
	4                 16
	5                 20
	67









Appendix 2 – Task 4a

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
	Cost of developing a website and digital system

	3
	4
	12
	Set a precise budget and use cost-effective developers
	Adjust spending, prioritise essential features only

	2
	Lack of digital skills within the business

	4
	4
	16
	Provide staff training or outsource to experts
	Hire external support temporarily

	3
	Low customer engagement with online customers

	3
	5
	15
	Invest in marketing and social media promotions
	Offer discounts and promotions to attract users






Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Decline in sales due to weak digital presence and increased online competition
Name the solution you are implementing: Development of an improved website 
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Review the current website
	Analyse in detail the website's performance and review competitors to identify weaknesses and opportunities for improvement. 
	23/03/2026
To 
30/03/2026
	Liam and Priya and web designer


	Review completed, with strengths and weaknesses completed

	2
	Design a website



	Hire a web specialist designer who can add features like flower photos, offers and online payment services
	23/03/2026
To
06/04/2026


	Liam and Priya and web designer


	Review the final draft for the website design


	3
	Create and test an initial website prototype
	Develop the website, including a content plan, mobile optimisation and testing functionality

	23/03/2026
To
13/04/2026




	Web designer


	A sample needs to be presented, and the website needs to be tested before finalising.


	4
	Prepare to launch the new website


	Launch the website and monitor the performance, using analytics, algorithms, and make improvements based on customer’s Haven 1500-word1500-word1500-wordfeedback


	23/03/2026
to
11/05/2026


	Web designers, Liam and Priya


	The owners need to monitor the performance of the website, including getting feedback from their loyal customers





· 

Appendix 4 – Task 6a

The Key Performance Indicator is: Increase online sales by improving the website.

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase the number of online orders through the new website.





	
Track weekly online sales and website traffic using analytics tools.




	
Target 20% increase in online sales within three months of launch.




	
This addresses the problem of declining in-store sales and a weak digital presence.




	
Target within 12 weeks after the website launch.


· Monitoring this KPI allows Green Haven Florists to evaluate the effectiveness of the new website and make data-driven improvements to maintain growth.
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