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Task 1: Overview of Case-study
Green Haven Florists is a small independent florist in Norwich facing a 30% decline in in‑store sales due to reduced foot traffic, rising costs, and increased competition from online retailers. Although the business is known for sustainable practices and bespoke arrangements, its outdated website, limited digital marketing, and lack of flexible delivery options have weakened its competitiveness. New local competitors and national chains have intensified pressure on the business to modernise. To support Liam and Priya in adapting their business model, this report proposes two feasible solutions aimed at improving sales performance and strengthening Green Haven’s market position.
[bookmark: _Hlk210817679][bookmark: _Hlk205979492]

[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions
Solution A Proposal
Solution 1: Website Redevelopment with Online Ordering and Subscription Services
This solution involves redesigning Green Haven’s website to include a modern interface, mobile optimisation, an integrated e‑commerce system, and new features such as floral subscriptions, custom bouquet builders, and flexible delivery options. A stronger digital presence would address customer complaints about the outdated website and meet rising demand for convenient online shopping. Subscription services would create recurring revenue, while improved UX and SEO would increase visibility and attract new customers. This solution directly targets the decline in sales caused by online competitors and changing consumer behaviour.

Solution B Proposal
Solution 2: In‑Store Experiential Strategy (Workshops, Events, and Loyalty Programme)
This solution focuses on revitalising in‑store footfall by offering floral workshops, seasonal events, and a loyalty programme rewarding repeat purchases. Workshops (e.g., bouquet‑making, wedding floristry) would attract new audiences and strengthen community engagement. Events would differentiate Green Haven from national chains, while a loyalty scheme would encourage repeat visits and increase average spend. This solution leverages the shop’s strengths—creativity, personal service, and sustainability—to rebuild customer relationships and enhance the in‑store experience.
Task 3b) Evaluation Results and Justifications
The Grid Analysis results show that Solution 1—website redevelopment with online ordering and subscription services—is the most effective option. It directly addresses the shift toward online shopping and provides scalable revenue opportunities beyond the local high street. While the experiential strategy offers valuable community engagement, it does not fully counteract the structural decline in foot traffic. Solution 1 is therefore selected as the preferred option because it enhances competitiveness, improves customer convenience, and supports long‑term business resilience in a digital‑first retail environment. 
TASK4a) Risk Analysis 
Key risks associated with Solution 1 include financial risk from upfront development costs, technical issues during website launch, and potential low adoption of new online features. There is also a risk of increased operational pressure if online orders grow faster than capacity. Cybersecurity threats and data protection compliance must also be considered. Each risk was assessed for likelihood and impact, with mitigation strategies such as phased rollout, staff training, secure hosting, and clear operational planning.
[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The risk analysis indicates that although Solution 1 carries moderate financial and technical risks, these can be effectively mitigated through careful planning and professional support. The long‑term benefits—greater online visibility, improved customer experience, and recurring revenue—outweigh the risks. The solution is highly feasible because it aligns with market trends and customer expectations. With appropriate risk controls, the website redevelopment is likely to deliver sustainable improvements in both online and overall sales performance.

[bookmark: _Hlk205981406]Task 5b) Justifications for the Implementation Plan
The sequence ensures a logical flow from planning to launch. Early requirements gathering prevents costly redesigns later. Overlapping development and content creation shortens the timeline while maintaining quality. Testing is essential to avoid technical issues that could damage customer trust. Staff training ensures smooth operations and consistent service. The promotional phase is timed to maximise awareness and drive early traffic to the new platform. Responsibilities are divided between the web developer (technical tasks) and Liam and Priya (content, branding, and customer communication). 
TASK 6a) KPI and SMART Objectives.
KPI: Monthly online sales revenue.
SMART Objectives:
• Increase online sales revenue by 25% within six months of launching the new website.
• Achieve 100 subscription sign‑ups within four months.
• Improve website conversion rate to 3% within six months.
• Reduce customer complaints about website usability to zero within three months.


[bookmark: _Hlk205981688]Task 6b) Justifications for the KPI and SMART Objectives
The KPI and SMART objectives will be monitored using website analytics, sales reports, and customer feedback. Monthly revenue data will show whether online sales are increasing as expected. Subscription sign‑ups will indicate customer engagement with new services. Conversion rate tracking will highlight the effectiveness of the website design and user journey. Customer feedback will be reviewed through surveys and online reviews to ensure usability improvements are successful. Regular evaluation will allow Liam and Priya to adjust marketing strategies, refine subscription offerings, or optimise website features to maximise performance.

[bookmark: _Hlk208302504]Task 7) Key Findings
• Green Haven Florists faces declining footfall, rising costs, and strong online competition.
• Two solutions were proposed: website redevelopment and an in‑store experiential strategy.
• Grid Analysis showed that website redevelopment offers greater long‑term impact and scalability.
• Risk analysis confirmed the solution is feasible with appropriate mitigation.
• A structured implementation plan supports a smooth rollout.
• KPI and SMART objectives provide clear measures of success.
•The preferred solution strengthens competitiveness, improves customer convenience, and supports sustainable sales growth.
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Grid Analysis Table

	  Factors to consither 
	cost
	Changing consumer behaviour
	competition
	Total
	

	weight
	4
	5
	4
	
	

	solution 1
	5
      20
	5
       
      25
	4
     16
	61
	

	Solution 2
	2
     8
	3
     15
	3
    12
	35
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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
	Not be able to afford the website

	3
	5
	15
	Financial assistance, or loan
	Find an alternative option 

	2
	Sustaining the website

	2
	5
	10
	Good management
	Use back up method or invite insuranc

	3
	Low customer adoption of new website features

	2
	4
	8
	Promote website offer launch discounts ensure user‑friendly design.
	Gather feedback improve navigation increase marketing efforts.

	
	
	
	
	
	
	








 


Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving: Declining sales due to an outdated website, limited online functionality, and weak digital presence.
Name the solution you are implementing Website redevelopment with online ordering, subscriptions, and improved user experience.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Planning and Requirements


	Define website goals, features, branding, subscription options.


	Weeks 1–2


	Liam, Priya and the Web Developer


	Requirements document approved.



	2
	Website Design and Development


	Build site structure, e‑commerce system, mobile optimisation, payment integration.


	Weeks 3–7


	Web Developer


	Functional website prototype completed.



	3
	Content Creation


	Product photos, descriptions, SEO text, subscription package details.


	Weeks 5–8


	Priya (creative), Liam (copywriting)


	All content uploaded to staging site.



	4
	Testing & Staff Training


	Test ordering system, fix bugs, train staffs


	Weeks 9–10


	Web Developer, Liam and


	Website passes testing checklist.



	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	



THE IMPLIMENTATION PLAN SOURCE 
Each activity supports a smooth and effective website launch. Planning first ensures clarity of goals and prevents costly redesigns. Development and content creation run in parallel to reduce delays while maintaining quality.
The sequence follows a standard project management flow: plan → build → create content → test → launch. This reduces risk and ensures all components are ready before going live.
A 12‑week schedule is realistic for a small business working with an external developer. Testing and training occur before launch to minimise errors and ensure staff confidence.
Technical tasks are assigned to the web developer, while Liam and Priya manage branding, content, and customer communication, aligning with their expertise and business knowledge.
Project Management Institute (2021) A Guide to the Project Management Body of Knowledge (PMBOK Guide). 7th edn. Newtown Square, PA: PMI.
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Appendix 4 – Task 6a

The Key Performance Indicator is: monthly online sale revenue

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales revenue and grow customer engagement through subscription sign‑ups and improved website performance.






	25% increase in monthly online sales revenue.
• 100 subscription sign‑ups.
• Website conversion rate reaching 3%.
• Zero website‑related customer complaints.








	Targets are realistic based on improved website functionality, stronger digital marketing, and increased customer convenience.





	Objectives directly support Green Haven’s strategic goal of boosting online sales and competing effectively with digital‑first florists.





	Revenue increase within 6 months.
• Subscription sign‑ups within 4 months.
• Conversion rate improvement within 6 months.
• Complaint reduction within 3 months.
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