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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists is a small independent flower shop in Norwich that focuses on personalized flower arrangements and eco-friendly packaging. Over time the business has started to struggle with a massive drop in both sales and customer visits. 
The main issue is that it hasn’t adapted well to the rise of online shopping.  There are few reasons for this, the first one being they don’t use social media enough to promote their business, and their website is very old and outdated. The rising costs of Flowers and materials is also putting a massive strain on the business and with fewer people visiting the Highstreet due to the convenience of online shopping, less people are visiting the shop which is making it even harder for the business to attract customers and keep making a financial profit.
[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal
One solution would be to improve Green Havens online presence. This would mean updating their website, so it looks more modern and up to date, making it an easier and more enjoyable experience for customers to browse and place a order. Also adding things like subscriptions, delivery options and special deals for returning customers. Using social media more regularly, like Instagram and TikTok would help promote their products and reach more people. This solution links directly to the main problem, as more customers now prefer online shopping. By improving their online presence, the business could increase sales and compete better with larger companies.
Solution B Proposal
Another option could be to focus more on the high street store by getting more involved with the local community and maybe focusing more on the town’s older generation of the local people who still like to wander around the shops and aren’t too familiar or interested in social media. They could do this by doing seasonal events, running workshops and offer loyalty schemes to returning customers, they could also work with other local businesses to help promote each other. This solution builds on what Green Haven already does well, like personal services and building strong community links. I believe by making the shop more engaging, it could attract more customers, which will help in store sales.

Task 3b) Evaluation Results and Justifications
[bookmark: _Hlk205982530]I believe both solutions could help improve the business, but they both have different strengths. Improving online presence which goes back to solution A, directly tackles the main issue of online competition and customer habits. It also allows the business to reach a wider audience, which makes browsing the site easier for customers. However, it may cost more to set up and may take some time to see results.
Solution B focuses more on customer relationships and the local community. Whilst this may increase foot traffic, it may not be as effective in the long term because more people are choosing to shop online.
Overall, from my results from the grid analysis table solution A is the better option because it fits more with current trends and gives the business a better chance to grow. Even though it may require a lot of work at the beginning it’s likely to pay off in the long run.
Task 4b) Risk Analysis Results and Justifications
There are a few risks involved with improving the online side of the business. One of the main risks is the cost as updating a website and investing in digital marketing could be expensive for a small business and a chance that the changes might not bring in immediate results, this also links to economic factors in PESTLE as the business is already dealing with financial pressure and rising costs.
Another risk is Liam and Priya might not have much experience with managing websites or social media, which could make it harder for them to keep things running smoothly which could be a nextra cost if they need training. Also, there is a strong online competition so improvements to the website could still mean it’s hard to stand out from the rest. To reduce these risks, they could maybe set a budget and make gradual changes, not all at once. They could also monitor how well things are doing and adjust when or if needed.

Task 5b) Justifications for the Implementation Plan
Green Haven should focus on improving their website by making it more modern and easier to use. They could do this by hiring someone or using an online website builder, and it should look appealing to the eye by having clear product options and an easy ordering system. Also, they should be more present on social media like TikTok and Instagram, this should be completed within the first few months, by promoting and posting regularly monitoring their engagement. Liam and Priya may need some basic training in managing and monetizing their social media and online orders.
Finally, they should keep track of how things are going by monitoring website sales and visits, this could help them see what needs improving and what is selling well, I advise the changes to be introduced gradually to keep costs manageable and within budget.


Task 6b) Justifications for the KPI and SMART Objectives
· [bookmark: _Hlk205981688]Interpret your results
· Justification

Task 7) Key Findings
· [bookmark: _Hlk208302504]Digital interface barriers
Customer feedback highlights that the current website is outdated and difficult to navigate, creating a significant barrier to capturing the growing online flower market
· Declining physical presence 
In store sales have dropped by 30% due to reduced high street activity and the closure of surrounding businesses, making the physical shop less viable as a sole revenue source
· Competitive pressure
New boutique competitors with strong social media presences and national chains with aggressive pricing are eroding Green Havens market share
· Sustainability cost inflation
·       The commitment to eco-friendly materials and local blooms is facing pressure from rising supply chain costs, requiring more efficient sales channels to maintain margins
· Strategic opportunity
there is a clear demand for modern conveniences, such as improved digital navigation and flexible delivery, which the current business model fails to provide
· 
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[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Online visibility
	User experience 
	Implementation cost
	Brand modernisation
	Total

	Weighting      
	0.3
	0.3
	0.2
	0.2
	1.0

	
Updating website
	9(2.7)
	9(2.7)
	5(1.0)
	9(1.8)
	8.2

	In store promotion 

	4(1.2)
	6(1.8)
	8(1.6)
	5(1.0)
	5.6



The grid analysis evaluates “updating and modernising the website” for green haven florists.
Modernising the website is the superior solution with a score of 8.2, compared to 5.6 for in store efforts. This strategy directly addresses specific customer feedback regarding poor online navigation and the shift towards online shopping. While in store promotions are offer ease of implementation, they do not resolve the fundamental issue of declining high street foot traffic. By investing in a modern digital platform, Liam and Priya can effectively compete with online rivals, improve user experience and secure a sustainable future for their bespoke, eco friendly brand.

Appendix 2 – Task 4a

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
	
Website or online ordering system fails
	3
	4
	12
	Use reliable website hosting and test the system before launch
	Provide phone ordering and quick IT support

	2
	Staff not trained to use the new system 

	2
	4
	8
	Provide staff training and clear instructions
	Assign a trained staff member to assist others

	3
	Website may not receive many orders immediately and profit may take time 

	3
	3
	9
	Promote the website through social media local advertising
	Offer discounts or promotions to attract customers



Risk analysis summary:
When introducing an online ordering system for Green Haven Florists, there are few possible risks. One risk being technical issues such as website crashes could prevent customers from placing orders, which may affect sales and customer satisfaction. Staff may also experience difficulties using the new online ordering system if they are not properly trained. Another risk that may occur is that the website may not receive many orders immediately, meaning that it could take some time for the business to see any profit. These risks could be reduced by through system testing, staff training and promoting the new online service to customers.

Project Management Institute (2017). A
Guide to the Project Management Body of 
Knowledge (PMBOK Guide)

Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Green Haven Florists has limited online ordering options, making it harder for customers to place orders quickly and conveniently.
Name the solution you are implementing: Create and launch a new online ordering system for customers.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	1.


	Research and choose a suitable website or online ordering platform


	Week 1.


	Store Manager


	



	2
	2.


	Set up the website, upload product photos and enable online payments


	Week 2.


	IT Support / Web Developer 


	



	3
	3.


	Train staff how to use and manage the online ordering system 


	Week 3.


	Manager / Supervisor 


	



	4
	4.


	Promote the new website through social media and in store advertising.


	Week 4.


	Marketing Staff / Manager


	






Green Haven Florists is addressing the critical business challenge of limited online ordering options, which currently hinders customer convenience and sales growth. To resolve this, the business will implement a structured 4 week digital transformation plan aimed at launching a reliable online ordering system. The implementation plan begins in week one with the store manager conducting market research to select an appropriate e-commerce platform that aligns with the florist's specific needs. In Week 2 the technical phase involves IT support or a web developer setting up the site, uploading high quality product imagery and integrating secure payment gateways to ensure an enjoyable user experience. Week 3 is dedicated to staff training, where the manager or supervisor will instruct the team on managing digital orders and navigating their online website. Finally, week 4 focuses on market domination with the marketing team launching social media campaigns and install advertisements to drive traffic to the new platform, this approach ensures that the transition from a traditional model to a digital first strategy is manageable, technically sound and well supported by qualified staff, enhancing customer satisfaction and operational efficiency. 

Chaffey, D. and Ellis-Chadwick, F. (2019).
Digital Marketing: Strategy,
Implementation and Practice. 7th edn.
Harlow: Pearson
Appendix 4 – Task 6a

The Key Performance Indicator is: Digital Sales

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	
Increase the total volume of floral orders placed through the new online ordering system






	
Achieving a 20% increase in digital sales compared to the previous months baseline




	
Based on the new marketing campaign and the shift in consumer behaviour towards online shopping.





	
Directly supports the goal of solving limited ordering options and improving customer convenience.



	
To be achieved within the first three months following the website launch






The implementation of the new online ordering system at Green Haven Florists is measured by a SMART objective to ensure clear accountability. By targeting 20% increase in online sales within the first three months, the business can evaluate the success of the new platform. This KPI is attainable through the planned social media promotion and is highly relevant to the core problem of restricted customer access. Using the SMART framework allows management to identify whether the investment in digital infrastructure is effectively driving revenue and expanding the customer base intended.

Doran, G. T. (1981).  ‘there’s a S.M.A.R.T. way to write management’s goals and objectives’ , Managements review, 70(11), pp. 35-36
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