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[bookmark: _heading=h.di0iymyjlajf]
Brief Explanation of the Specific Business Problem
Green Haven Florists is facing a mix of challenges that have led to a drop in revenue. Foot traffic has declined due to nearby shop closures and the rise of online shopping. Operational costs are climbing, especially for imported flowers and sustainable materials. Their website feels outdated, and marketing efforts are minimal, making it hard to compete with newer, trendier florists and big chains offering fast delivery and discounts. While loyal customers still appreciate the quality, the business is losing relevance. For this report, I’ll focus on the outdated digital presence, as it’s a key barrier to growth and customer engagement.


[bookmark: _heading=h.o2z2err3ow66]Suggested Two Alternative Solutions
Solution A Proposal
Solution A is to completely revamp Green Haven’s website and improve its online presence. This means creating a modern, user-friendly site with clear navigation, mobile compatibility, and features like online ordering, delivery tracking, and subscription options. It also includes boosting their digital marketing—regular social media posts, email newsletters, and SEO to attract more traffic. By doing this, the business can reach a wider audience, especially those who prefer shopping online. It directly tackles the outdated digital presence, making it easier for customers to engage with the brand and place orders, which can help increase sales and visibility.
Solution B Proposal
[bookmark: _heading=h.qmz2i0izt10n]Solution B is to introduce a flexible flower subscription service. Customers could sign up for weekly, bi-weekly, or monthly deliveries tailored to their preferences—like seasonal blooms or eco-friendly arrangements. This creates a steady stream of income and builds customer loyalty. It also appeals to people who want convenience but still value quality and sustainability. By offering this kind of service, Green Haven can stand out from big chains and reconnect with its community. It directly addresses the digital gap by encouraging online engagement and gives customers a reason to return regularly without needing to visit the shop.


Justification for Selected Solution
Based on the PMI analysis, Solution A—revamping the website and boosting digital marketing—came out stronger overall. The key criteria I used were cost-effectiveness, long-term impact, ease of implementation, and potential to attract new customers. I gave the most weight to long-term impact and customer reach, since these are vital for survival in a digital-first market. While Solution B offers steady income, it depends on existing customer loyalty. Solution A opens doors to a wider audience and modernises the brand, which is crucial right now. It’s the more strategic choice to help Green Haven stay competitive and grow sustainably.
[bookmark: _heading=h.if1bssb6pdcy]Risk Analysis of the Selected Solution
Revamping the website and boosting digital marketing comes with a few risks. The main ones are cost overruns, delays in development, and limited technical knowledge. I used criteria like financial impact, likelihood of occurrence, and ease of mitigation. Financial impact was weighted highest because budget constraints are a major concern for Green Haven. However, these risks are manageable—affordable web platforms exist, and freelancers or agencies can help fill skill gaps. With proper planning and phased implementation, the solution remains reliable. It offers long-term benefits and directly addresses the core issue of poor digital engagement, making it worth the investment.
Plan to Implement the Selected Solution
The implementation starts with hiring a web developer to design a modern, user-friendly site—this is the foundation, so it comes first. Next, we’ll update branding and content to reflect Green Haven’s values and offerings. Once the site is live, we’ll launch a digital marketing campaign, including social media and email newsletters. Scheduling follows a logical flow: build first, promote second. Liam will oversee creative direction, while Priya manages budgeting and vendor coordination. This division plays to their strengths and keeps things efficient. The timeline is spread over 8–10 weeks to allow for testing, feedback, and adjustments before full rollout.


Means of Measuring Effectiveness of Implementation of Selected Solution
[bookmark: _heading=h.ss0e1wfq3gc0]To measure effectiveness, the main KPI is the increase in online sales and website traffic over a three-month period. This directly reflects how well the new digital strategy is working. The SMART objective is: “Increase online sales by 25% within three months of launching the new website.” It’s specific, measurable, achievable, relevant, and time-bound. The 25% target is ambitious but realistic, based on current trends and competitor benchmarks. Tracking website analytics, customer feedback, and order volume will help monitor progress. This approach ensures that the solution delivers tangible results and keeps the business focused on growth.

Key Findings
[bookmark: _heading=h.kk7ba71ekeq8]. Green Haven Florists has seen a sharp decline in foot traffic and revenue due to changing consumer habits and increased competition.
[bookmark: _heading=h.mm9l4om7hozw].The shop’s outdated website and limited digital marketing are major barriers to attracting and retaining online customers.
[bookmark: _heading=h.4c0usabo67gb].Revamping the website and improving online presence is the most effective solution, offering long-term growth and wider customer reach.
[bookmark: _heading=h.n3jp3nx91vvk].Risks such as cost and technical challenges are manageable with proper planning and external support.
[bookmark: _heading=h.x5jynyncgmr7].A clear implementation plan and SMART objectives will help track progress, with increased online sales and engagement as key indicators of success.
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Appendices

Appendix 1PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Expands customer reach
	Requires upfront investment
	Can integrate subscription model later

	Improves brand visibility

	Needs technical expertise
	Opportunity to showcase sustainability online

	Aligns with modern shopping habits

	May take time to see results
	Opens door to e-commerce partnerships

	Enables better customer engagement

	Reliant on external support
	Potential for SEO-driven traffic


	





	




	
TOTAL: 5
	
TOTAL: 4
	
TOTAL: 4



[bookmark: _heading=h.hhhfzsrjs000]Therefore: Final Answer for Solution A = Strong long-term potential and wider reach make this the preferred solution.

	Solution B

	Plus
	Minus
	Interesting

	Generates steady recurring income
	Limited appeal to new customers
	Could be bundled with digital upgrades

	Builds customer loyalty

	Relies on existing customer base
	May attract niche markets

	Easy to implement

	Less impact on brand visibility
	Offers potential for creative packaging

	Appeals to eco-conscious regulars

	Lower scalability
	Could be seasonal or themed

	Encourages repeat business

	Less differentiation from competitors
	Opportunity for local partnerships


	TOTAL:  5
	TOTAL:4 
	TOTAL:4 





Therefore: Final Answer for Solution B = Valuable for retention, but less effective for growth and visibility.









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
	Overspending on web development

	3
	4
	12
	Set a clear budget and get multiple quotes
	Scale back features or phase rollout

	2
	Delays in website launch

	4
	3
	12
	Use a project timeline with milestones
	Communicate delays early and adjust marketing

	3
	Lack of technical expertise

	3
	4
	12
	Hire a freelancer or agency with proven experience
	Provide training or outsource maintenance



4	Low customer engagement online	2	5	10	Use targeted marketing and SEO	Adjust content strategy based on analytics






Appendix 3
Implementation Plan

Problem: Outdated digital presence limiting customer engagement and sales
Solution: Revamp website and launch digital marketing strategy
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Hire web developer


	Source and contract a qualified freelancer or agency


	Week 1


	Priya


	☐



	2
	Design new website

	Create layout, features, and mobile-friendly design


	Weeks 2-4


	Developer + Liam


	☐



	3
	Update content and branding


	Refresh images, text, and product listings


	Week 5


	Liam


	☐



	4
	Launch website


	Test and go live with new platform


	Week 6


	Developer


	☐



	5
	Start digital marketing


	Run social media, email, and SEO campaigns


	Weeks 7-10


	Liam + Priya


	☐








Appendix 4

The Key Performance Indicator is: Increase in online sales and website traffic within 3 months of launch

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales by 25%






	Track sales and web traffic via analytics





	Based on competitor benchmarks and current capacity





	Supports business growth and digital engagement





	Within 3 months of website launch
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