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[bookmark: _Toc214066374]Brief Explanation of the Specific Business Problem
Green Haven Florists is a small independent flower shop that has recently experienced a sharp decline in sales and customer engagement. The business has been affected by several challenges, including rising costs of imported flowers, reduced foot traffic on the high street, and strong competition from online retailers offering cheaper prices and faster delivery (Kotler et al., 2022). Customer feedback also shows that, although the quality of flowers remains high, the shop’s digital presence is weak. Many customers report that the company’s website is outdated, difficult to navigate, and not suitable for mobile use, which affects their willingness to place online orders (Laudon & Traver, 2021).
Research suggests that a modern, user-friendly website is essential for small businesses to compete in today’s digital marketplace, especially as consumer behaviour continues to shift toward online shopping (Chaffey & Ellis-Chadwick, 2020). Therefore, although multiple problems contribute to Green Haven’s declining performance, this report will focus specifically on the outdated and poorly designed website, as it directly affects visibility, customer experience, and online sales.

[bookmark: _Toc214066375]Suggested Two Alternative Solutions
[bookmark: _Toc214066376]Solution A: Redesign and Modernise the Website
The first solution is to fully redesign and modernise Green Haven Florists’ website. This would involve improving the layout, updating the visual design, making it mobile-friendly, and ensuring customers can easily browse products, customise orders, and complete payments. Research shows that customers expect smooth digital experiences, especially when shopping online, and they are more likely to buy from websites that are easy to use and visually appealing (Laudon & Traver, 2021). Improving website navigation and simplifying the checkout process can also increase customer trust and reduce online abandonment rates (Chaffey & Ellis-Chadwick, 2020).
A modern website would allow Green Haven to compete more effectively with online flower retailers who already offer strong digital platforms. Because many customers now shop using smartphones, having a responsive and mobile-optimised website would directly support higher sales and better customer engagement (Kotler et al., 2022). This solution addresses the core business problem by improving the digital experience, attracting more online visitors, and helping the business reach customers who no longer visit the high street. A stronger online presence can also support digital marketing activities, such as social media promotions and search engine visibility.

[bookmark: _Toc214066377]Solution B: Add Online Delivery Scheduling and Subscription Services
The second solution is to improve the website by adding new online features, such as a subscription service for regular flower deliveries, custom ordering tools, click-and-collect options, and flexible delivery scheduling. These added features respond directly to customer feedback, which highlighted the need for more convenience and personalised options. Research suggests that offering flexible services encourages repeat purchases and strengthens customer loyalty, especially in competitive online markets (Kotler & Armstrong, 2022). Subscription models, for example, create a predictable revenue stream and improve customer retention (Wirtz & Zeithaml, 2018).
Enhancing online functionality goes beyond appearance; it increases the value customers receive from the website. Many customers prefer businesses that offer easy ordering, clear delivery choices, and customisation tools because they save time and provide greater control (Chaffey & Ellis-Chadwick, 2020). These improvements would help Green Haven match or exceed the service levels offered by national flower companies. By making the website more useful and convenient, this solution would support higher online sales and encourage new and existing customers to engage with the business more frequently. As consumer behaviour continues shifting towards digital convenience, these features would help the business remain competitive and relevant.
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Based on the results of the PMI/Grid Analysis in Appendix 1, Solution A (redesigning and modernising the website) is the most appropriate option. The evaluation used four criteria: cost, impact on customer experience, long-term value, and competitiveness. These criteria were chosen because they directly reflect the key challenges described in the case study and are consistent with good decision-making practice (Robbins & Coulter, 2021). Customer experience and competitiveness were given higher weightings in the Grid Analysis because research shows these factors strongly influence online purchasing decisions and long-term business survival (Laudon & Traver, 2021).
Solution A scored highest overall because it strengthens the foundations of the business by improving navigation, mobile usability, and visual design. These improvements directly address customer complaints about the current website and are essential for increasing online traffic and conversions (Chaffey & Ellis-Chadwick, 2020). Although Solution B also offers benefits, its success depends on the website already being functional and user-friendly. Therefore, redesigning the website is a necessary first step before adding additional online features. This makes Solution A the most effective, logical, and sustainable option for resolving the main business problem.
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The implementation plan in Appendix 3 is organised in a clear and logical order to ensure that the website redesign is completed efficiently. The first task is to select a professional web developer, as choosing the right specialist is essential for reducing technical risks and ensuring high-quality outcomes (Chaffey & Ellis-Chadwick, 2020). The next step is to hold a planning meeting, where Liam and Priya can agree on the layout, features, colours, and customer-journey flow. Planning early helps avoid delays later and supports effective project coordination (Kotler et al., 2022).
Once the design is confirmed, the developer can begin building and testing the website. Testing is placed before the launch because it allows the team to identify and fix problems such as broken links, slow loading times, or display issues on mobile devices. Research shows that usability testing improves customer satisfaction and reduces abandonment rates (Laudon & Traver, 2021).
The final stages involve launching the new website and promoting it through digital marketing, including social media posts and email updates. This order ensures that customers are informed and encouraged to use the new platform. Overall, the schedule follows a structured approach that supports quality, efficiency, and customer engagement.
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The KPI chosen for this project is the increase in online sales, as this directly reflects whether the new website has improved customer experience and business performance. Online sales are a reliable indicator because they are easy to track, measurable over time, and strongly linked to website usability (Chaffey & Ellis-Chadwick, 2020). A rise in completed online orders would show that customers find the new website easier to use, more attractive, and more convenient.
The SMART objectives in Appendix 4 support this KPI by setting clear targets. The goal is to increase online sales by 20% within three months of launching the new website. This objective is Specific (focused on online sales), Measurable (20% increase), Achievable (supported by research on digital improvements), Relevant (linked to the major business problem), and Time-Bound (three-month deadline). SMART targets are recommended in performance management because they make progress easier to monitor and evaluate (Doran, 1981).
Tracking website analytics—such as conversion rates, bounce rates and customer engagement—will also help measure success (Laudon & Traver, 2021). Together, the KPI and SMART objective provide a clear framework for evaluating whether the redesigned website is having a positive impact.
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This report identified that Green Haven Florists is facing a decline in business performance mainly because its website is outdated, difficult to use, and not suitable for mobile users. Although the business is also affected by rising costs, reduced foot traffic, and online competition, the website problem has the strongest impact on customer engagement and online sales. Two possible solutions were explored: redesigning the website and adding new online customer features such as subscriptions and flexible delivery options.
The evaluation showed that the most effective solution is to redesign and modernise the website. Using weighted criteria such as cost, customer experience, competitiveness, and long-term value, Solution A achieved a higher score in the PMI/Grid Analysis. This is because a modern, user-friendly website is essential before new features can be successfully introduced. The redesigned website will improve navigation, visual appearance, and mobile accessibility, which are all important factors in online shopping behaviour.
The risk analysis demonstrated that although Solution A involves risks such as development delays and technical issues, these can be effectively managed through planning, testing, and hiring professional support. The implementation plan provides a clear step-by-step process, and the KPI and SMART objectives offer a practical method for measuring success. Overall, the selected solution is reliable, achievable, and strongly aligned with the business needs of Green Haven Florists.
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[bookmark: _Toc214066384]Appendics 1 - Grid Analysis Table

	Factors to Consider
	Weighting
	Solution A Score
	Weighted Score A
	Solution B Score
	Weighted Score B

	Customer Experience
	5
	5
	25
	3
	15

	Competitiveness
	4
	4
	16
	3
	12

	Cost
	3
	3
	9
	4
	12

	Long-term Value
	4
	5
	20
	3
	12

	Total Score
	—
	—
	70
	—
	51



Summary 
The Grid Analysis shows that Solution A (Website Redesign) scores significantly higher overall (70) compared to Solution B (51). Customer experience and long-term value were given the highest weightings because research shows customers’ online experience directly affects buying behaviour and business survival. Solution A performs strongly in these areas, as a rebuilt website fixes usability issues and supports the business for the future. Although Solution B is cheaper, it cannot work effectively unless the website itself is modern and functional. Therefore, Solution A is clearly the preferred option.
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	Risk
	Likelihood (1–5)
	Impact (1–5)
	Risk Factor (L × I)
	Prevention / Mitigation

	Delay in website development
	3
	4
	12
	Set a clear timeline; maintain weekly communication with developer

	Technical issues after launch
	2
	5
	10
	Test the website before launch; fix bugs immediately

	Higher cost than expected
	3
	3
	9
	Agree a fixed-price contract; include contingency funds

	Poor customer reaction to new design
	1
	3
	3
	Use customer feedback during planning stage



Summary 
The risk analysis shows that the most significant risks involve delays and technical problems. These were given high impact scores because they could directly affect online sales. Likelihood scores were moderate, as hiring a professional developer and using structured planning reduces the chance of these problems occurring. Overall, the risk factor scores show that Solution A is manageable and safe, as all major risks have clear mitigation strategies. With proper planning and testing, the redesigned website remains a reliable and achievable solution.
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Problem: Outdated and difficult-to-use website
Selected Solution: Full Website Redesign (Solution A)
	Task (WHAT)
	WHEN
	WHO
	Done

	Hire a professional web developer
	Week 1
	Business owners
	☐

	Planning meeting to agree design, layout, colours and features
	Week 2
	Owners + Developer
	☐

	Build the website structure and pages
	Weeks 3–5
	Developer
	☐

	Test functionality on mobile and desktop
	Week 6
	Developer + Owners
	☐

	Launch website and promote on social media
	Week 7
	Owners
	☐




Summary 
The implementation plan follows a simple and realistic schedule to ensure the project is completed smoothly. Hiring a skilled web developer is the first step because professional expertise reduces the risk of errors and delays. Planning in Week 2 ensures the team agrees on the website features early, preventing confusion later in the project. Development is allocated three weeks to allow time for building pages, adding product images, and ensuring secure payment processes. Testing is placed before the launch because it is essential to fix any technical problems before customers access the site. The final step is to launch and promote the new website through social media and email updates to attract customers and increase online engagement.
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Key Performance Indicator:
Increase in online sales after launching the new website.
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	Improve online sales by redesigning the website
	20% increase in online sales
	Realistic with improved customer journey
	Links directly to solving the website problem
	Within 3 months of launch



Summary 
The KPI focuses on online sales because this directly shows whether the new website is successful. The SMART objective is specific and measurable, using a clear target of a 20% increase. It is achievable because research shows that website improvements have a strong impact on conversion rates. It is highly relevant because the main business problem is poor online performance. Setting a three-month limit makes it time-bound and allows the business to evaluate progress effectively.
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