


Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: SADIA NADEEM

Student Number: 2434168

Lecturer’s Name: Koushik Das Sarma






Table of Contents

Contents                              			     Page Number

Brief Explanation of the Specific Business Problem………………………....….3
Suggested Two Alternative Solutions……………………………………………...3
Justification for Selected Solution…………………………………………….…...3
Risk Analysis of the Selected Solution……………………………………..….….4
Plan to Implement the Selected Solution………………………………….….…..5
[bookmark: _Hlk205982702]Means of Measuring Effectiveness of Implementation of Selected Solution.…6
Reference List………………………………………………………………………..7
Appendix 1: Grid Analysis Table……………………………………….….8/9
Appendix 2: Risk Analysis Table…………………………………………………..10
Appendix 3: Implementation Plan………………………………………………..11,12
Appendix 4: KPI and SMART Table………………………………………………13/14



[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem:
Green Haven Florists, a small independent flower shop in Norwich, has experienced a 30% decline in in-store sales due to reduced foot traffic and increased online competition. (Statista, 2024).  While its reputation for quality and sustainability remains strong, its outdated website and limited online marketing have restricted its ability to attract and retain modern, convenience-driven customers. (Chaffey and Ellis-Chadwick, 2022). Competitors with strong digital platforms and social media presence are gaining market share. The specific problem addressed in this report is the outdated digital presence and weak online marketing, which have prevented Green Haven from effectively competing in today’s online-driven retail environment.  (Laudon and Traver, 2024). 
[bookmark: _Hlk205982497]Suggested Two Alternative Solutions:
Solution A: Website Redesign  
This solution proposes a complete overhaul of Green Haven’s website to include a modern e-commerce platform with secure payment options, real-time inventory updates, and integrated local delivery features. The site would also be optimised for mobile devices and search engines (SEO). By improving user experience and offering online ordering, Green Haven could reach a broader customer base and capture online sales that are currently lost to competitors. (Rogers, 2016). This strategy aligns with consumer trends favouring convenience and digital accessibility. Moreover, it supports the business’s eco-friendly brand image by including features such as “sustainable bouquet” filters and digital gift cards.  (Chaffey and Ellis-Chadwick, 2022; Laudon and Traver, 2024). 


Solution B: Digital Marketing Strategy:
This solution focuses on increasing brand visibility through a structured digital marketing plan, including targeted social media advertising, influencer partnerships, and regular content creation on Instagram, Facebook, and Google Ads. The strategy would position Green Haven as a modern, community-oriented florist while leveraging its sustainability story to attract eco-conscious consumers. (Smith and Zook, 2021). Paid advertising and search engine marketing (SEM) could drive both online and offline traffic, while analytics tools would track engagement and conversions. This approach would enhance brand awareness and customer relationships without large upfront technology investments. (Kotler and Keller, 2023; Baines, Fill and Page, 2019).

Justification for Selected Solution
Following a  Grid Analysis (Appendix 1), “Solution A—Website Redesign and E-commerce Integration—” was identified as the most appropriate choice. The criteria evaluated included cost, feasibility, impact on sales, long-term sustainability, and alignment with brand values. (McDonald and Wilson, 2016). While Solution B offers faster visibility, Solution A scored higher in long-term revenue potential and strategic alignment. Its capacity to provide a continuous online sales channel ensures resilience against future retail disruptions. Although the initial investment is greater, the Grid Analysis indicated stronger overall benefits and sustainability for Green Haven’s digital transformation. 
[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution:
The risk analysis identified three main challenges: high initial costs, technical implementation issues, and limited digital skills among the owners. Each risk was assessed for likelihood and impact on a scale of 1–5, and overall, the risks were considered moderate but manageable. The most significant risk is the project cost, which can be reduced by phasing the implementation and using affordable web development tools. Technical risks can be minimized through professional consultation and training sessions. Although these challenges exist, the benefits of improving digital presence and eCommerce outweigh the risks, making the proposed solution practical and reliable for long-term growth.
Plan to Implement the Selected Solution
Based on the Implementation Plan (Appendix 3), the project will be executed in five main stages: research and vendor selection, design and development, testing, staff training, and launch. Tasks will be scheduled sequentially across a six-month timeline to ensure manageable progress. Liam and Priya will lead coordination, while a local digital agency will handle design and technical aspects. Responsibilities are clearly assigned to maintain accountability. Phased execution reduces risk exposure and allows early feedback integration. The plan’s structure ensures both operational continuity and strategic alignment with Green Haven’s sustainability and customer service goals.  (Kotler and Keller, 2023). 
Means of Measuring Effectiveness of Implementation of Selected Solution:
[bookmark: _Hlk205981688]According to the KPI and SMART Objective Table effectiveness will be measured through quantitative and qualitative indicators. Key Performance Indicators include online sales volume, website traffic, conversion rate, and customer satisfaction scores. SMART objectives ensure targets are Specific, Measurable, Achievable, Relevant, and Time-bound—for example, achieving a 25% increase in online sales within six months. Analytics tools such as Google Analytics and customer surveys will provide data for monitoring progress. Regular evaluation meetings will be held monthly to review outcomes and adjust strategies. Success will be determined by measurable growth in revenue and digital engagement. (Baines, Fill and Page, 2019; Chaffey and Ellis-Chadwick, 2022). 

Key Findings:
· Green Haven’s main weakness is its outdated digital infrastructure and limited online presence. 
· Modernising the website with e-commerce features offers long-term sustainability and competitiveness. 
· The Grid Analysis confirmed Solution A as the superior choice due to its alignment with digital retail trends. 
· Risks such as high costs and technical challenges can be effectively mitigated with phased implementation and training. 
· Success measurement should rely on SMART KPIs such as online sales, traffic growth, and customer satisfaction.  (Baines, Fill and Page, 2019).
· [bookmark: _Hlk208302504]Overall, strategic digital transformation is critical to Green Haven’s recovery and growth in a competitive market.
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Grid Analysis Table

	Factors to consider
	Website re-design
	Social media campaign
	 Email marketing
	Google ads
	Total

	Weighting      
	5
	5
	3
	2
	

	
Website & E-commerce
	4          20

	2           10
	3        9
	1         2
	41

	Digital marketing

	3           15
	5            25
	4        12
	5         10
	62

	

	
	
	
	
	

	

	
	
	
	
	







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 making website
 
	3
	2
	6
	 Create a detailed budget; include contingency funds; regularly review costs
	 Reallocate funds; negotiate with suppliers; adjust project scope

	2
	 
 Website design issues
	4 
	3 
	12 
	 Hire an experienced web designer, Set clear design requirements, define scope, branding needs
	 Prioritise critical fixes; extend timeline; communicate with stakeholders

	3
	 Cyber security breaches
 
	4
	5
	20 
	 Use strong passwords; enable 2FA; update software; provide cybersecurity training
	Implement robust, restore from backups, review policies, budget for potential recovery costs.


 
 
 
 






Appendix 2
Implementation Plan

The problem: outdated website, limited online marketing 
The solution: website upgrade, social media campaign
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Website redesign

	Redesign a website that is mobile friendly


	within
1 month

	Web Developer


	New website live with updated design and mobile responsiveness.


	2
	Social media campaigns

	Launch social media campaigns (Instagram, Facebook)

	In 2
months

	Marketing Assistant

	Campaign performance report (reach, impressions).


	3
	Google profile and ads

	Set up Google Business Profile & Ads
	Within 3 months


	Web Developer



	Updated Google Business Profile visible online.


	4
	Email marketing

	Start email marketing & loyalty program

	within
4 months

	Marketing Assistant

	Subscriber list growth report.

	5
	
Online subscription services

	
Introduce online subscription service


	
Within 5 months

	
Web Developer
& market assistant
	
Confirmation of first subscription orders.






Appendix 3

The Key Performance Indicators are online order growth rate and average customer satisfaction score from post purchase surveys.

SMART OBJECTIVE TABLE:

	Objective
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	1. Launch new website and increase online orders
	Develop and launch a new website with an integrated online shop and improved user experience.
	25% increase in online orders.
	Supported by existing brand base and improved UX.
	Aligns with goal to increase digital revenue.
	Within 6 months.

	2. Improve customer satisfaction
	Enhance service quality across all customer touchpoints.
	Achieve an average satisfaction score of 4.5/5.
	Achievable through training and improved support processes.
	Supports customer loyalty and retention.
	Within 6 months.

	3. Increase website traffic
	Implement SEO, targeted advertising, and social marketing campaigns.
	40% increase in monthly website traffic.
	Realistic with focused digital marketing efforts.
	Drives visibility and supports sales growth.
	Within 6 months of website launch.

	4. Improve online conversion rate
	Optimize product pages, checkout process, and site performance.
	Increase conversion rate from 2% to 3.5%.
	Supported by UX improvements and data analysis.
	Directly impacts online sales revenue.
	Within 4 months of website launch.

	5. Grow email subscriber list
	Launch lead-generation campaigns and optimize sign-up placements.
	Gain 2,000 new email subscribers.
	Achievable with incentives and increased online presence.
	Supports retention and future marketing campaigns.
	Within 6 months.

	6. Strengthen social media engagement
	Implement a content strategy with interactive, visual, and value-driven posts.
	Increase engagement by 30% across major platforms.
	Achievable with consistent posting and creative content.
	Enhances brand awareness and drives traffic.
	Within 4 months.
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