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[bookmark: _Hlk205982484]
Task 1: Overview of Case-study
[bookmark: _Hlk205979492][bookmark: _Hlk205982497]Green Haven Florists an independent shop in Norwich has experienced a 30% drop in in store sales despite a strong reputation for quality and sustainability. The root problem is the business’s limited digital presence and failure to adapt to changing customer buying behaviour, with consumers shifting toward convenient online options. Contributing issues include an outdated and hard-to-use website, weak digital marketing, limited delivery flexibility and rising costs from sustainable sourcing. Increased competition from online retailers  a social media savvy boutique florist, and a low-price national chain has further reduced footfall and market competitiveness.


Task 2: Two Proposed Solutions

Solution A Proposal
Green Haven should develop a modern, mobile friendly e-commerce website with a  streamlined ordering system and improved delivery options. The new platform would feature clear product categories high quality images, secure online payments, and options such as same day local delivery and click and collect. This solution addresses the root problem of declining sales caused by changing customer preferences toward convenient online shopping. By improving accessibility and user experience. Green Haven can attract new customers retain existing ones and compete more effectively with online competitors. Increased online visibility and convenience will help recover lost revenue and reduce reliance on declining high street footfall.



Solution B Proposal
Green Haven should implement a structured social media marketing strategy focused on platforms such as Instagram and Facebook. This would include regular posting of floral designs  behind the scenes content, customer testimonials, seasonal promotions, and targeted local advertising. The business could also collaborate with local influencers and promote its eco friendly values. This solution addresses the root problem of low visibility and weak digital engagement compared to competitors. By strengthening its online presence, Green Haven can attract new local customers, drive traffic to its website and store, build brand loyalty, and differentiate itself through its sustainability and bespoke service.



Task 3b) Evaluation Results and Justifications
The PMI analysis indicates that Solution A (e-commerce website and digital marketing) is the most suitable choice, achieving a superior overall score of 16 compared to Solution B's score of 13. The criteria—Plus, Minus, and Interesting—were chosen so that the pros, cons, and future opportunities were all fairly evaluated. We gave more weight to things like market reach, revenue growth, and long-term sustainability because they directly address the drop in sales and the move toward online shopping. Solution A has higher costs and risks, but its ability to boost online sales, bring in new customers, and make the company more competitive makes it the best and most forward-thinking choice.


[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications
The risk analysis finds that Solution A has some major risks, such as low customer adoption of the website, going over budget, and poor digital marketing. The criteria used—likelihood and impact—were chosen because they are widely used in risk management and make it easy to rank threats to the business. High-impact risks, like going over budget, were given more weight because they could have a big effect on profits. Some risks got moderately high scores, but the right ways to reduce them (like staff training, budget control, and targeted marketing) make them less severe. So, even though there are some risks with Solution A, it is still reliable and doable because its risk profile is manageable and it has a lot of potential benefits.

Task 5b) Justifications for the Implementation Plan
The implementation plan follows a logical order, starting with market research and website planning. This makes sure that customer needs are clear before development starts. This lowers the chance of having to make expensive changes later. Next on the list is building and testing the website, since a working platform is necessary before starting marketing. Digital marketing starts after the website is up and running to get the most visitors and sales. Responsibilities are given out based on skill level. External developers take care of technical tasks, while Liam and Priya are in charge of strategy and branding. This structured order makes sure that everything runs smoothly, lowers risk, and lets each step build on the one before it.




Task 6b) Justifications for the KPI and SMART Objectives
The chosen KPI, online sales revenue, is a good choice because it directly measures how well the e-commerce solution is working and shows that the business goal is to make more sales. It is a clear, measurable sign that lets Liam and Priya keep an eye on how well their finances are doing over time. The SMART goals are reasonable because they give you clear and measurable goals that make it easy to keep track of your progress. For instance, setting a specific percentage increase in online sales within a certain amount of time makes sure that everyone is responsible and focused. These goals are realistic because of the suggested digital improvements and are very similar to the main goal of making the business more competitive and profitable.





Task 7) Key Findings

[bookmark: _Hlk208302504]Because fewer people are coming into the store and more people are shopping online, Green Haven Florists has seen a big drop in in-store sales.
The best way to boost online sales and find new customers is to create an e-commerce website and use digital marketing.
The PMI and risk analyses show that, even though Solution A has higher costs and moderate risks, the benefits are greater than the drawbacks.
A structured implementation plan with clear roles and a phased schedule lowers risk and makes sure that the rollout goes smoothly.
Using SMART goals and KPIs to keep track of online sales revenue lets you measure how well the solution works and how much the business is growing.
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              Appendix 1 – Task 3a

PMI Analysis Table

	Solution A: E-commerce Website & Digital Marketing

	&Plus
	Minus
	Interesting

	Increases online sale (5)
	High development and maintenance costs (5)
	Opportunity for subscription services (4)

	
Meets demand for convenience and delivery (4)
	Risk of low customer adoption (4)
	Growth beyond local area (5)

	
Improves competitiveness (4)
	Requires digital skills (3)
	Social media brand development (3)

	Enables customer data tracking (3)

	Strong online competition (4)
	Long term scalability (4)

	
TOTAL: 16
	
TOTAL: 16
	
TOTAL: 16



[bookmark: _Hlk210816971]Therefore: Overall Total for Solution A = 16


	Solution B:Improve instore experience & local engagement 

	Plus
	Minus
	Interesting

	Builds on community relationship (5)
	Limited to local customer (5)
	Workshops/events potential (4)

	
Encourages customer loyalty (4)
	Does not address online shift 
(5)
	Local partnership (3)

	
Lower cost than digital solution (3)
	Slow impact on sales (3)
	Strengthens eco brand image (4)

	Personalised service advantage (4)
	Dependent on foot traffic (4)
	Attracts premium customers (3)

	
TOTAL: 16
	
TOTAL: 17
	
TOTAL: 14



Therefore: Overall Total for Solution B = 13


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
		



	Customers may
Not use the new
website




	3
	 4
	12
		

	



	Conduct user
 testing and 
promote launch
via email/social
 media





	Offer discounts and tutorials to encourage use

	2
	Cost of website development may exceed the budget
	2
	4
	8
	Set a clear budget and use phased development. 
	Delay non essential features to control costs

	3
	Social media and digital marketing may not attract enough customers.

	3
	3
	9
	Use targeted local ads and track performance. 
	Adjust strategy quickly based on data insights. 



Reference:
Hopkin, P., 2018. Fundamentals of Risk Management: Understanding, Evaluating and Implementing Effective Risk Management. 5th ed. London: Kogan Page.

Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving.
Declining in-store sales and low online presence.
Name the solution you are implementing.
Development of an e-commerce website supported by digital marketing.
	Task
	WHAT

	WHEN

	WHO

	    Done

	    
1

	Conduct market research and define website requirements


	
Week 1-2
	
Liam & Priya

	· 



	
2

	Develop and design the E-commerce website


	
Week 3-8

	
External web developer

	· 



	
3

	Test website functionality and train staff


	
Week 9-10

	
Developer and staff

	· 



	
4

	Launch website and implement digital marketing campaign


	
Week 11-12

	
Liam,Priya & marketing support


	· 






Short Explanation
The first step in the implementation plan is market research to find out what customers want and make sure the website is designed well, which lowers the chance of failure (Kotler et al., 2021). Website development comes next because it's the most important part that needs to be done before any digital activity can happen. A six-week phased timeline is set aside for design, testing, and making changes. Next, there will be testing and training for employees to make sure the website works properly and that orders can be handled quickly. Lastly, a digital marketing campaign, which includes promoting the website on social media and through email, will help get people to the site and boost online sales. Liam and Priya are in charge of strategy, and outside developers take care of technical tasks. This methodical and step-by-step approach makes sure that things go smoothly, lowers risks, and helps with successful implementation (Chaffey and Ellis-Chadwick, 2022).


Reference: 
Kotler, P., Keller, K.L. and Chernev, A., 2021. Marketing Management. 16th ed. Harlow: Pearson.

Appendix 4 – Task 6a

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	

Increase online sales through the new website.




	

Achieve a 20% increase in online sales revenue.



	

Supported by digital marketing and improved website features.



	

Addresses declining in-store sales and improves competitiveness.



	

Within 6 months of website launch.







Reference;
Parmenter, D., 2020. Key Performance Indicators: Developing, Implementing, and Using Winning KPIs. 4th ed. London: Kogan Page.
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