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[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Florists is a small flower shop experiencing falling sales and fewer customers visiting the store. The shop has strong values, but it is now struggling because of online competitors, rising flower prices, and reduced activity on the high street. Customer feedback shows that the shop’s website is old, difficult to use, and missing useful services like flexible delivery. This report will focus on one main problem: the shop’s weak online presence, especially its outdated website. Improving this area is important because many customers now shop online instead of visiting physical stores.

[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
Solution A Proposal
This solution involves updating the website to make it modern, easy to use, and suitable for online ordering. The shop could add new features such as a subscription service, clearer delivery options, online payments, and better product photos. A new website would improve customer experience and attract people who prefer to order flowers online. This solution would also help Green Haven compete with larger online companies by offering a professional, user-friendly service that reflects the shop’s eco-friendly brand.

Solution B Proposal
This solution focuses on increasing Green Haven’s online visibility. The shop could post regularly on Instagram and Facebook, run small paid adverts, share photos of bouquets, promote discounts, and work with local influencers. This solution aims to bring more people to the website and increase brand awareness. A stronger digital marketing strategy could help the shop reach new customers and remind past customers of the shop’s services.


Justification for Selected Solution
(Based on Appendix 1: PMI Analysis)
After comparing both solutions using a PMI table, Solution A (Website Redesign) is the most appropriate. In the analysis, Solution A had more “Plus” points and fewer risks compared to Solution B. The main criteria used were impact on sales, long-term value, cost, and ability to solve customer complaints. A strong website directly solves the core problem identified by customers, while marketing alone cannot fix a poor online experience. The weightings were based on what matters most for the shop’s future: improving the buying process. Therefore, Solution A is the best choice.


[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
(Based on Appendix 2: Risk Table)
There are several risks connected to redesigning the website. The main risks include higher costs than expected, technical delays, and limited digital skills within the business. The criteria selected—likelihood and impact—help to judge which risks are most serious. Cost and technical issues have higher weightings because these could stop the project from being completed. However, these risks can be reduced by choosing an experienced web designer, setting clear deadlines, and testing the website carefully before launching it. With the right controls, the website redesign remains a reliable and manageable solution.

Plan to Implement the Selected Solution
(Based on Appendix 3: Implementation Plan)
The implementation plan follows a clear order, beginning with selecting a web designer. Next comes planning the new website features, building the website, reviewing and testing the design, and finally launching the website with some online promotion. The schedule is realistic and ensures that important tasks are done first. Responsibilities are divided between Liam, Priya, and the chosen web developer. This plan is designed to reduce confusion, keep the project organised, and make sure the website is ready for customers as soon as possible.
[bookmark: _Hlk205981406]



Means of Measuring Effectiveness of Implementation of Selected Solution
(Based on Appendix 4: KPI and SMART Table)
The key performance indicator chosen is increasing online sales. This KPI is easy to measure because the shop can track the number of orders before and after the new website is launched. The SMART objective supports this KPI by setting a clear target: “Increase online sales by 20% within six months after launching the new website.” This objective is realistic because a better website should attract more customers. It is also time-bound and measurable, which helps the business check if the solution is working well.


Key Findings
· The main problem at Green Haven Florists is its weak online presence, especially the outdated website.
· Two solutions were explored: redesigning the website and improving digital marketing.
· The PMI analysis showed that redesigning the website is the stronger and more effective solution.
· Risks exist but can be controlled with planning and support from a skilled web developer.
· A structured implementation plan and SMART KPI will help Green Haven measure success.

[bookmark: _Hlk208302504]
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Appendix 1

PMI Analysis Table
Solution A: Website Design

	Plus
	Score
	Minus
	Score
	Interesting
	Score


	Modern and easy-to-use website attracts more customers
	+4
		


	Higher cost compared to other options
	



	-4
	May allow new services in future (subscriptions, gift boxes)
	+3

	Improves online ordering and customer experience

	+4
	Staff need training to use new system
	-2
		


Could improve brand image and professionalism

	+2

	
Fixes current customer complaints about the website
	+3
	May take several weeks to complete
	-2
	Helps Green Haven compete better with national chains
	+3

	
TOTAL: 
	+11
	
TOTAL: 
	-8
	
TOTAL: 
	+8



[bookmark: _Hlk210816971]Therefore: Final Answer for Solution A = (11 – 8) + 8 = +11

Solution B: Digital Marketing Strategy


	Plus
	Score

	Minus
	Score

	Interesting
	Score

	Low cost to start (compared to a new website)
	+3
	Website is still outdated, so customers may still leave
	
-4
	Could build loyal following on social media
	+2

	
Can reach more customers online
	+3
	Requires daily or weekly posting
	-2
	Trends change quickly in social media
	
+1

	
Can increase brand visibility
	+2
	Hard to measure real sales impact
	-3
	Possibility of viral content
	+2

	
TOTAL: 
	+8
	
TOTAL: 
	-9
	
TOTAL: 
	+5



Therefore: Final Answer for Solution B = (8 – 9) + 5 = +4

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
	
Cost overruns
	3
	4
	12
	Get quotes from different designers
	Adjust budget and delay non-urgent features

	2
	
Technical problems
	2
	4
	8
	Choose experienced developer
	Ask developer to fix and test quickly

	3
	
Delay in website launch
	3
	3
	9
	Set clear deadlines
	Inform customers and extend schedule

	4
	Staff lack digital skills
	3
	2
	6
	Provide basic training
	Use simple website tools









Appendix 3
Implementation Plan

	
	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Choose Designer


	Research, compare prices, select a web designer.

	1–5 Feb 2025

	Liam

	
	


	Designer selected and contract agreed.





	2
	
Plan Features

	Decide website features: online ordering, delivery, photos, subscriptions.
	
6–10 Feb 2025

	Liam & Priya

	
Clear feature list completed.


	3
	
Build Website

	
Designer creates layout, pages, functions.

	
10–28 Feb 2025

	
Web Designer
	First full website version ready.



	4
	
Test Website

	
Check for errors, test payments, review customer journey.

	1–5 Mar 2025
	
Staff Team

	
Bugs fixed and final version approved.

	5
	
Launch Website
	
Publish website and announce on social media.

	
6–8 Mar 2025
	
Priya
	
New websites live and promote.





Appendix 4

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Improve online sales by redesigning the website and making ordering easier.



	Track monthly online sales and compare performance before and after the website upgrade.



	A 20% increase is achievable with better design, clearer product pages, and improved customer experience.

	

Directly supports the business aim of increasing revenue and solving the weak online presence issue.


	Goal to be achieved within 6 months of website launch.
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