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1. Introduction and Problem Overview
 Green Haven Florists is a small independent flower shop based in Norwich. The business started in 2016 and became popular because of its unique flower arrangements and focus on eco-friendly materials. It has built a good reputation in the local area and has a mix of customers, including people buying flowers in-store and others ordering for events or businesses. Recently, the business has started to struggle. Over the last year, in-store sales have gone down by around 30%, which is a big drop. Even though online orders have increased slightly, it is not enough to make up for the loss of customers coming into the shop. This is starting to affect the overall performance of the business and makes it harder to stay profitable. One main issue is that customer behaviour has changed. More people now prefer to shop online because it is quicker and more convenient (Chaffey, 2019). Green Haven’s website is quite outdated and not very easy to use, which can put customers off ordering online. On top of that, there is more competition. A new local florist has a strong presence on social media, and a large national company is offering cheaper prices and faster delivery. Because of this, Green Haven is finding it difficult to keep up and attract customers in the same way as before. 










2. Proposed Solutions 
There are two main solutions that could help improve the situation. The first solution is to update and redesign the business’s website. At the moment, the website is not very user-friendly, which makes it harder for customers to place orders. A new website could make it easier to browse products, choose options, and complete purchases. It should also be mobile-friendly, as many people now use their phones to shop online. Having a stronger online presence would help the business compete better with other companies and could increase online sales (Laudon and Traver, 2021). The second solution is to introduce a flower subscription service. This would allow customers to sign up and receive flowers regularly, such as weekly or monthly. This could be attractive for people who like having fresh flowers at home or for businesses that need regular displays. It would also give Green Haven a steadier income instead of relying only on one-time purchases. This type of model is becoming more popular because it builds customer loyalty and encourages repeat business (Kotler et al., 2022). Both solutions could help the business, but they focus on slightly different areas. The website improvement focuses more on attracting new customers, while the subscription service focuses on keeping existing customers and creating regular income.


 3. Evaluation of Solutions
 When comparing the two solutions, it is clear that both have advantages and some disadvantages. The website redesign would make a big difference straight away. It would improve the customer experience and make it easier for people to buy flowers online. This could help increase sales quite quickly. However, it may cost money to develop and will take time to set up properly. Staff may also need some training to manage the new system. The subscription service could be very useful for long-term growth. It would provide regular income and help build stronger relationships with customers. However, it depends on having a good online system in place first. It may also be difficult to manage at the start, especially when it comes to planning stock and deliveries. Overall, while both options are useful, the website redesign has a more immediate impact. It also supports the second solution, which means it should be done first. 

3B. Preferred Solution
 The website redesign is the best option to choose. This is because it solves the main problem, which is the business’s weak online presence. If customers cannot easily use the website, they are less likely to buy anything. Improving the website would make it easier for customers to place orders and could increase sales quite quickly. It also helps the business compete with other online florists. In addition, once the website is improved, it would be easier to introduce other ideas in the future, such as the subscription service. For these reasons, the website redesign is the most effective and practical solution at this stage.
 

4. Risk Analysis
 There are some risks involved in creating a new website. One risk is the cost, as developing a new website can be expensive for a small business. Another risk is that there could be technical problems during or after the launch. Staff might also find it difficult to adjust to the new system at first. However, these risks can be managed. The business can use simple website platforms like Shopify, which are easier to set up and use. Testing the website before launching it can help reduce technical issues. Training staff will also make sure they are confident using the system. Although there are risks, they are not too serious and can be controlled. 4B. Risk Evaluation Overall, the risks of the website redesign are acceptable. While there are some challenges, the benefits are much greater. The business needs to improve its online presence to stay competitive, so taking some risk is necessary. If the website is planned and tested properly, most problems can be avoided. In the long term, the new website is likely to bring more customers and increase sales, which makes it worth the effort.



5. Implementation Plan 
The website should be developed in stages to make the process easier and more organised. First, the business should decide what they want the website to look like and choose a platform to build it on. Then, they can start creating the website and adding products, images, and descriptions. Next, the website should be tested to make sure everything works properly, including payments and delivery options. Staff should also be trained during this stage so they know how to use the system. Finally, the website can be launched, and the business can promote it using social media and local advertising. 


5B. Justification 
This step-by-step approach helps reduce problems and makes the process more manageable. It also allows time for testing, which is important to avoid mistakes. Giving staff time to learn the system means they will be more confident using it. Overall, this plan makes the implementation smoother and more likely to succeed.


6. KPI and SMART
 Objectives The main way to measure success will be online sales revenue. The business should aim to increase online sales by 25% within six months. Other goals could include reducing the number of people who leave the website quickly and increasing the number of repeat customers. These goals are specific, measurable, and realistic, which makes them useful for tracking progress.

 6B. Monitoring and Evaluation
 The business can track its progress using website data and sales reports. This will show whether the new website is helping to increase sales and attract customers. If the results are not as expected, changes can be made to improve the website or marketing. This ongoing monitoring is important to make sure the solution continues to work.




7. Key Findings 
• Sales have decreased due to changes in customer behaviour 
• The website is outdated and affects online sales
 • Two solutions were suggested: website redesign and subscription service
 • The website redesign is the best option • Risks are manageable with planning 
• A clear implementation plan improves success
 • KPIs help measure performance
 • Improving digital presence is important for future growth
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Appendix 
PMI Analysis
	Solution
	Plus
	Minus
	Interesting

	Website Redesign
	Easier use for the Customers
Increased online Sales
	Time consuming
Can cost momey
	More Customers
Modernising

	Subscription Service
	Loyal Customers
Repeated Orders
	Hard to Manage Deliveries
	Atractive offers
Outstanding Business




Risk Analysis 
	Risk
	Impact
	Chances
	What to do about it

	Website being expensive
	Medum
	Medium
	Using cheaper but known Platforms

	Website having Problems
	Medium
	Low
	Testing Website before uploading

	Staff not Understanding
	Low
	Medium
	Training Staff properly

	Customers not Using
	Medium
	Low
	Promoting Website on Social media



Implementation Plan 
	Status
	What to do 
	Time
	Who is Responsible

	Planning
	Choosing Platform and website style
	Week 1-2
	Owner

	Building
	Creating Website and Adding Products
	Week 3-5
	Owner

	Testing
	Checking everything is working Properly
	Week 6-7
	Staff

	Launch
	Upload Website and Advertise it
	Week 8
	Owner



KPI & SMART Objectives
	KPI
	Goal
	How to measure
	Time

	Online sales
	Increase sales by 25%
	Check sales reports
	6 Months

	Website use
	Fewer people leave quickly
	Website data
	3 Months

	Customers
	Get 50 new Customers
	Customer records
	3 Months




