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EXPLANATION OF BUSINESS PROBLEM
Green Haven Florists is a small independent business, catering to everyone with eco friendly bequests of flowers etc. The independent business is currently facing a 30% decline in footfall and rising operational costs. Social changes have caused differences in consumer behaviour, including preference for online shopping, have further weakened demand (Kotler & Armstrong, 2022). Competition from digital-first florists and national chains have noticeable increased  with pressure on pricing and service expectations. The retail environment witin Norwichis very intense with rivals in boutique florists use modern digital branding and national retailers offering fast convenient online services. Despite strong and eco friendly  product quality, customer feedback highlights frustration with the current website as it is an outdated website that is hard to navigate, with very limited delivery options as wel as weak online marketing. The root problem addressed in this report is therefore the Green Havens ineffective digital presence, high restricts the ability to compete with rivals and attract customers in a changing retail environment (Chaffee & Ellis-Chadwick,2019).
SUGGESTED SOLUTIONS
SOLUTION A : In-store experince and Communty engagement 
This solution proposes enhancing in-store offerings through floral workshops,seasonal events, loyalty schemes and partnerships with cafes, hotels and wedding venues. These initiatives build on Green Havens strengths-creativity, craftsmanship and sustainability-whilst promoting community engagement. This solution aims to boost footfall and differentiate the shop from online competitors through experimental services. Although it does not address the digital gap, it provides additional streams and also reinforces customer loyalty. This solution Therefore helps support local visibility and strengthens the brand within the Norwich community.
SOLUTION B: Website Redevelopment and Integrated digital Marketing
Solution B proposes creating a modern, user-friendly e-commerce website supported by a structured digital marketing strategy. This method includes mobile optimisation, real-time ordering, subscription services, flexible delivery options, SEO, social media promotion and targeted advertising. The solutions focuses on the main customer complaints about the outdated website and lack of convenience, while increasing reach beyond declining high-street traffic.Digital usability strongly influences customer engagement and purchase behaviour (Laudon & Traver, 2021). By improving both the websites functionality and online visibility, this solution addresses the core business problem and strengthens Green Havens competitiveness against national online retailers.
GREEN HAVEN FLORISTS
SOLUTION JUSTIFICATION
The solution justification is based on the Plus, Minus,and  Interesting tables in Appendix 1. Solution B Is the preferred solution because its PMI score shows significantly more advantages than disadvantages compared to A. The evaluation criteria - such as customer satisfaction, long-term competitiveness, revenue potential and alignment with customer expectations – were chosen because they are critical to building sustainable advantage in digital retailing (Chaffee & Ellis-Chadwick, 2019). These criterias were prioritised because the root problem is digital weakness, not in-store experience. Solution B provides long-term growth opportunities, increases convenience and directly addresses the shop’s strategic challenges, making it the most appropriate option as wel as it being the most future-focussed approach enabling Green Haven to also modernise and expand its market reach.
SOLUTION RISK ANALYSIS 
The solution risk analysis is Based on the Risk Analysis table  in Appendix 2.Appendix 2 identifies several potential risks, including implementation delays, technical challenges and potential overspending. Key risks include exceeding development costs, technical delays and staff lacking digital skills. These risks were assessed using likelihood and impact because the method provides clear prioritisation ( Slack et al.,2019). Likelihood and impact were assessed on a 1-5. Scale, with higher weightings given to financial impact and operational distraction due to their importance for a small business. Financial risk is the highest concern due to the Florists limited budget. Redeveloping the business includes obtaining fixed-price quotes and scheduling regular progress checks. Although some risks are notable, they are manageable, and the long-term benefits outweigh the challenges that may rise in the short ter. This makes Solution B reliable and viable for improving competitiveness against rivals with huge presence in the digital market.
SOLUTION IMPLEMENTATION PLAN
Based on appendix 3
The implementation plan follows a fairly logical sequence, starting with selecting a developer, followed by design, build, testing and promotional launch. Tasks are scheduled to avoid disruption to daily operations and ensure quality control. Responsibilities are clearly assigned, with technical tasks outsourced to ensure specialist input. This structured approach reflects effective project management principles that emphasise clear planning, realistic timelines and defined roles (Slack et al., 2019). The pan ensures the solution is implemented efficiently and sustainably.
MEASURING IMPLEMENTATION EFFECTIVENESS
Based on appendix 4
The primary KPI is the increase in online sales by 20% within the first six months- is appropriate as it directly reflects whether the new website improves performance (Kotler & Armstrong, 2022). SMART objectives provide clarity by ensuring the target is measurable, time-bound and relevant to the digital improvement strategy (Stone & Wodcock, 2014). Additional indicators such as web traffic, conversion rates and customer satisfaction will show whether the new website is engaging and easy to use.Customer satisfaction surveys and delivery feedback and reviews wil further measure the service improvements.monitoring these metrics month helps identify any issues early, refine digital marketing efforts and continuously optimise the customer experience. These measures will effectively evaluate whether Solution B resolves the problem.
KEY FINDINGS
· Weak presence in the digital marketing world is the core strategic problem limiting competitiveness and also influencing the rapid decline in consumer activity.
· Plus, Minuses, and interests analysis results show Solution B has more advantages and aligns more closely with customer expectations addressing online visibility, convenience and customer expectations.
· Whilst Solution A provides valuable community engagement benefits but cannot solve the main strategic weakness.
· Managed risks are the factors that make solution Viable and sustainable in the long-term
· SMART KPIs will effectively measure the success of the implementation plan.
· A structured implementation plan and strong KPIs ensure measurable improvement in online sales and customer experience
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APPENDICES
APPENDIX 1
SOLUTION A
	PLUS
	MINUS
	INTERESTING

	Boosts footfall 
	Does not fix digital weaknesses
	Could create a unique brand identity

	Strenghthens community ties
	Limited long-term scalability
	Events may generate media attention 

	Uses existing creative skills
	Revenue depends on local demand
	Possible collaborations with local businesses 

	TOTAL P ; 3 TOTAL M: 3 TOTAL I : 3 FINAL PMI SCORE : neutral strengths balanced by limits


SOLUTION B
	PLUS
	MINUS
	INTERESTING

	Improves customer convenience 
	Higher upfront cost
	Opportunity to expand subscription services

	Increases online reach, SEO
	Requires technical knowledge
	Potential for national delivery

	Enhances competitiveness 
	Risk of delays
	May attract younger digital customers

	Supports long-term growth 
	
	

	TOTAL P :4 TOTAL M : 3. TOTAL I:3 Final score is – positive overall, 4 Advantages 




APPENDIX 2 – RISKANALYSIS TABLE
	RISK
	LIKELIHOOD (1-5)
	IMPACT (1-5)
	RISK FACTOR
	MITIGATION

	Development cost overruns 
	3
	5
	15
	Fixed-price quotes; budget monitoring

	Technical delays
	2
	4
	8
	Clear timelines; weekly updates

	Staff lack digital skills
	4
	3
	12
	Training and tutorials

	Low customer adoption
	2
	4
	8
	Soft launch; customer feedback


 APPENDIX 3 – IMPLEMENTATION PLAN
Problem: weak digital presence and outdated website 
Solution: redesigned website + digital marketing integration
	What
	When
	Who

	Select website developer
	Weeks 1-2
	Owners

	Approve design and layout
	Weeks 3-4
	Owners + developer

	Build website and integrate ordering
	Weeks 5-8
	Developer

	Test functionality and gather feedback
	Week 9
	Staff  + customers

	Launch and promote
	Week 10
	Owners




APPENDIX 4 : KPI AND SMART TABLE
KPI: INCREASE ONLINE SALES BY 20% WITHIN SIX MONTHS.
	SMART CATEGORY
	EXPLANATION

	SPECIFIC
	Improve online sales from website orders

	MEASURABLE
	20% increase tracked through analytics

	ATTAINABLE
	Achievable with enhanced digital platform

	RELEVENT
	Directly linked to addressing core digital issue

	TIME-BOND
	Six-month target period
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