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Task 1: Overview of Case-study
[bookmark: _Int_VtXJjbmA][bookmark: _Int_fLZrgOeh][bookmark: _Int_qq2bpBa3]Green Haven Florists is an independent flower shop in Norwich recognised for its bespoke arrangements and sustainable practices. Despite its powerful reputation, the business has experienced a 30% decline in in-store sales. The root problem is its failure to adapt to changing consumer behaviour, particularly the shift towards online purchasing. Contributing factors include reduced high street footfall, increased competition from online retailers, rising costs and an outdated website. Additionally, limited digital marketing has reduced customer engagement and visibility. These issues highlight a lack of digital transformation, which is significantly impacting business performance and long-term competitiveness (Chaffey, 2022). Furthermore, the emergence of digitally advanced competitors offering convenient delivery options and competitive pricing has intensified pressure on the business. Customer expectations have also evolved with many prioritising convenience, accessibility and speed of service, which Green Haven currently struggles to meet. As a result, the business is losing both new and existing customers, further weakening its market position and financial stability.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A: Website Redesign and E-commerce Optimisation
This solution involves redesigning Green Haven’s website to create a modern and user-friendly e-commerce platform. Features would include mobile optimisation, improved navigation, secure payment systems, same-day delivery options and subscription services. This directly addresses customer concerns about convenience and accessibility. A well-designed website improves user experience and significantly increases conversion rates (Chaffey, 2022). Additionally, subscription services provide consistent revenue. By enhancing its digital presence, Green Haven can compete effectively with online retailers while keeping its unique brand identity, improving both online and overall sales performance.
Solution B: Social Media Marketing Strategy
This solution focuses on strengthening Green Haven’s social media presence through platforms such as Instagram and TikTok. By sharing high-quality visuals, customer testimonials and engaging content, the business can increase brand awareness and customer interaction. Influencer partnerships and targeted advertising could further expand reach. According to Kotler et al. (2021), digital marketing enhances customer engagement and loyalty. However, while this approach improves visibility, its impact on direct sales is less immediate compared to e-commerce improvements, making it a supporting rather than primary solution.

Task 3b) Evaluation Results and Justifications
[bookmark: _Int_PaWMC58s][bookmark: _Int_M5nBOLCT]Based on the PMI analysis, solution A is the most appropriate option. The evaluation criteria included cost, revenue impact, implementation time, and long-term sustainability, with greater weighting assigned to revenue and sustainability due to the decline in sales. Solution A achieved a higher overall score as it directly influences customer purchasing behaviour and generates measurable financial outcomes. In contrast, Solution B primarily improves brand awareness with less immediate impact on revenue. The use of the PMI framework supports structured decision-making (De Bono, 1992), justifying the choice of Solution A (Chaffey, 2022). Furthermore, Solution A provides a more direct response to the core issue of declining sales by enhancing the purchasing process and improving customer accessibility. It also offers greater long-term value through scalability and the potential for continuous revenue growth, strengthening the overall strategic position of the business.
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
[bookmark: _Int_NxPDP1k7][bookmark: _Int_R4vvBCuE][bookmark: _Int_SlSqKYjp][bookmark: _Int_SUAlV4Ex][bookmark: _Int_Ongh4AMI][bookmark: _Int_wvxFvYzo]The risk analysis shows key risks including high implementation costs, technical challenges, and low initial website traffic. These risks were evaluated using likelihood and impact criteria, with financial risks given greater importance. Although the initial investment is significant, it can be managed through phased implementation. Technical risks can be reduced through professional development and thorough testing. Risk analysis frameworks support effective decision-making by finding and mitigating potential issues (Hopkin, 2018). Therefore, the selected solution is considered reliable, as the risks are manageable and outweighed by long-term benefits (Laudon and Laudon, 2020).
Task 5b) Justifications for the Implementation Plan
[bookmark: _Int_E1cuUhPO][bookmark: _Int_60knKLCy][bookmark: _Int_CZBzhUYs][bookmark: _Int_My4DvL3t][bookmark: _Int_yKFJhg8A]The implementation plan follows a structured sequence of planning, development, testing, and launch. This order ensures that objectives are clearly defined before execution, reducing inefficiencies. The 12-week schedule allows enough time for development and quality assurance. Responsibilities are divided between the business owners and external developers to ensure both strategic and technical expertise. Structured planning improves project success by enhancing control and reducing risk (Kerzner, 2019). Therefore, the proposed plan is logical, efficient and coordinated with best practice project management principles.

Task 6b) Justifications for the KPI and SMART Objectives
[bookmark: _Int_iL195zLK][bookmark: _Int_xXRVyqLH][bookmark: _Int_WYHyEw9Z][bookmark: _Int_QWDLLSQi][bookmark: _Int_8KuSBBhK]The selected KPI is monthly online sales revenue, as it directly measures the effectiveness of the e-commerce solution. This indicator is relevant, measurable, and aligned with the business objective of increasing sales. The SMART objectives provide clear targets, such as achieving a 25% increase in online sales within six months. These objectives are specific, measurable, attainable, relevant, and time-bound, ensuring effective performance tracking (Doran, 1981). Using structured performance metrics enables continuous monitoring and supports informed decision-making, ensuring the success of the implemented solution. Furthermore, the use of this KPI allows the business to track progress over time and find trends in customer purchasing behaviour. Regular evaluation of performance data will enable adjustments to be made where necessary, improving overall effectiveness. This approach ensures that the business stays responsive to market conditions while keeping focus on achieving its strategic aims.

Task 7) Key Findings
· [bookmark: _Hlk208302504]Green Haven Florists is experiencing declining sales due to limited digital adaptation.
· The main issue is failure to respond to the growth of online shopping.
· Website redesign is the most effective solution as it directly increases revenue.
· [bookmark: _Int_lzcuVSjF]Social media marketing supports awareness but has less immediate financial impact.
· [bookmark: _Int_AHICTkwF]Risks are present but can be mitigated through structured planning.
· A phased implementation plan ensures efficient execution.
· [bookmark: _Int_ugqMwgd3]KPIs and SMART objectives allow effective monitoring of performance.
· Digital transformation is essential for long-term competitiveness and sustainability.
· Customer expectations have shifted towards convenience, speed, and accessibility.
· An improved online presence can enhance customer experience and engagement.
· Investment in digital capabilities can create new revenue streams such as subscriptions.
· Strengthening competitive positioning is necessary to compete with online and local rivals.
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Appendix 1 – Task 3a

PMI Analysis Table
[bookmark: _Int_g9OrZw5N]The PMI framework evaluates decision-making by analysing positive, negative and interesting factors (De Bono, 1992).
	Solution A

	Plus
	Minus
	Interesting

	Increases online sales
	Inflated costs
	Scalable

	Improves UX

	Technical skills needed
	Subscription model

	Better delivery options

	Time to build
	Professional image

	Competitive advantage

	Maintenance needed
	Analytics integration

	
TOTAL: 16
	
TOTAL: 10
	
TOTAL: 12



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = 18


	Solution B

	Plus
	Minus
	Interesting

	Low cost
	Time-consuming
	Brand building

	More awareness

	[bookmark: _Int_IrHqEjqG]Slow sales impact
	Younger audience

	Engagement

	Needs consistency
	Loyalty

	New customers

	Delayed results
	Promotions

	
TOTAL: 14
	
TOTAL: 11
	
TOTAL: 11



Therefore: Overall Total for Solution B = 14

Appendix 2 – Task 4a

Risk Analysis Table
Risk analysis evaluates potential threats based on likelihood and impact (Hopkin, 2018).
	
	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
	[bookmark: _Int_b5iPZhAt]High cost

	3
	5
	15 (3x5)
	Budget planning 
	Adjust pricing

	2
	Technical issues

	2
	4
	8 (2x4)
	Professional support
	Fix quickly 

	3
	Low traffic

	3
	4
	12 (3x4)
	SEO marketing 
	Discounts 













Appendix 3 – Task 5a
Implementation Plan
Implementation planning ensures structured execution and task management (Kerzner, 2019).
Problem: Declining sales.
Solution: Website redesign.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	
1
	
Planning
	
Weeks 1-2


	
Owners

	
☐


	2
	

2
	
Development
	
Weeks 3-6

	
Developer


	
☐


	3
	
3
	
Testing

	
Weeks 7-9

	
All


	
☐


	4
	
4
	
Launch

	
Weeks 10-12

	
Owners


	
☐




Appendix 4 – Task 6a


[bookmark: _Int_D8gN1Zar]SMART objectives provide structured goal setting (Doran, 1981).
The Key Performance Indicator is: Monthly online sales revenue.
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

Increase online sales




	

Plus 25% revenue 



	

Based on improvements 



	

Addresses problem



	

Within 6 months
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