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Task 1: Overview of Case-study

[bookmark: _Hlk205979492]Due to both internal and external issues, Green Haven Florists is an independent flower store whose performance is deteriorating. The main problem is a 30% decline in in-store sales, which is caused by fewer customers on the high street and more competition from internet merchants who provide convenience and cheaper pricing. Profitability has also decreased due to growing supplier costs and the high cost of renewable resources. The company's internal issues with an antiquated website and inadequate digital marketing restrict its ability to expand online. Together, these elements draw attention to a fundamental issue: a failure to adjust to digital retail developments, which lowers customer accessibility and competitiveness.


[bookmark: _Hlk205982497]Task 2: Two Proposed Solutions

Solution A: Digital Marketing Plan & E-Commerce Website Improvement
Redesigning the website to enhance online ordering, mobile compatibility, and usability is part of this approach. Features including same-day delivery choices, SEO optimisations, and subscription services would be added. In addition, an organised digital marketing plan that makes use of social media and targeted advertisements would boost exposure.
By enhancing the client experience, drawing in internet traffic, and taking on digital-first florists, this solves the issue. According to research, having a good online presence boosts revenues and consumer engagement (Chaffey, 2022)




Solution B: Community Engagement & In-store Experience

Through workshops, loyalty programs, and community activities (like flower arranging classes), this approach aims to improve the in-store experience. Eco-friendly initiatives and partnerships with nearby companies would strengthen brand identity.
By highlighting Green Haven's distinctive strengths—personalization and sustainability—this strategy seeks to boost foot traffic and client loyalty. It has been demonstrated that experiential retail improves customer retention (Pine & Gilmore, 2019).


Task 3b) Evaluation Results and Justifications

Criteria including cost, effect on sales, viability, and long-term growth were applied using a weighted Grid Analysis (Appendix 1). Solution A received a higher score because of its increased revenue potential and scalability, especially given the ongoing movement in customer behavior toward online shopping. Revenue effect had a higher weighting (40%) due to the urgency of dropping sales. Solution B increases brand loyalty, but its effects are more gradual and regional. Because it directly addresses the underlying problem of a poor online presence and is in line with market trends, Solution A is therefore favored.








[bookmark: _Hlk205982530]Task 4b) Risk Analysis Results and Justifications

High initial investment, a lack of digital experience, and possible low online engagement are the primary hazards noted. These were evaluated according to impact and likelihood (Appendix 2). The practical significance of digital skill gaps led to a higher weighting. However, by outsourcing web development and training, risks can be reduced. Risks are more quantifiable and controllable than with Solution B. Solution A is therefore seen as dependable despite modest risk levels since its advantages outweigh any potential disadvantages and are consistent with long-term sustainability.

Task 5b) Justifications for the Implementation Plan

Research, website construction, testing, and marketing launch are the logical steps in the implementation strategy (Appendix 3). This order guarantees that a working platform is prepared prior to the start of promotion. To maximise efficiency, responsibilities are split between internal management and outside developers. A staged schedule of three to six months minimises disturbance and permits gradual adjustment. Redesigning your website should be your first priority because marketing wouldn't work without a solid basis. This methodical strategy guarantees seamless execution while reducing risk.







Task 6b) Justifications for the KPI and SMART Objectives

Since it demonstrates the effectiveness of the digital strategy, monthly online sales income was selected as the KPI. One of the SMART targets is to increase online sales by 25% in six months. This is specific, attainable, quantitative, pertinent, and time-bound. In the event that objectives are not attained, these measures allow for continuous performance monitoring and timely adjustments. In addition to revenue, tracking website traffic and conversion rates yields more information. All things considered, these actions ensure that the solution remains goal-oriented and performance-driven.

Task 7) Key Findings

• The primary causes of Green Haven's demise are shifting customer behaviour and a poor online presence.• The best way to boost sales is to upgrade the e-commerce platform.• Increasing visibility and competitiveness requires digital marketing.• With careful preparation, risks related to digital transformation can be controlled.• SMART goals and well-defined KPIs guarantee quantifiable success and ongoing development.
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Appendices
[bookmark: _Hlk205987492]Appendix 1 – Task 3a

Grid Analysis Table

	Factors to consider
	Weighting 
%
	Solution A Score (1–5)

	Weighted Score A

	Solution B Score (1–5)

	Weighted Score B


	Cost      
	20%
	3
	0.6
	4
	0.8

	
Impact on Sales

	40%
	5
	2.0
	3
	1.2

	Feasibility
	20%
	4
	0.8
	4
	0.8

	Long-term Growth

	20%
	5
	1.0
	3
	0.6

	Total

	100%
	
	4.4
	
	3.4










Both alternatives were assessed using a Grid Analysis in terms of cost, sales impact, viability, and long-term growth. Because of the urgency of diminishing revenue, impact on sales received the highest weighting (40%). Because of its great potential to boost online sales and promote long-term business growth, Solution A received a better overall score (4.4) than Solution B (3.4). Solution B has a slower impact and is only available to local clients, although being more economical. As a result, Solution A is the preferable choice since it provides more scalability and is more in line with market trends (Chaffey, 2022).






















Appendix 1 – Task 3a

PMI Analysis Table

	Plus
	Minus
	Interesting

	Increases online sales reach
	Initial cost of website redesign
	Can attract younger, tech-savvy customers

	Improves customer experience
	Requires digital skills/training
	Opportunity to use SEO & social media ads

	Enables delivery & subscriptions
	Time to implement
	Data collection for customer insights

	Competes with online rivals
	Ongoing maintenance costs
	Can build brand awareness beyond Norwich

	TOTAL: +4
	TOTAL: -3
	TOTAL: +3



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

	Plus
	Minus
	Interesting

	Generates regular income
	Limited to local customers
	Builds strong customer loyalty

	Increases repeat purchases
	Requires planning/events setup
	Differentiates from competitors

	Enhances customer engagement
	Staff time needed
	Can promote eco-friendly branding

	Boosts in-store footfall
	May not scale easily
	Social media content opportunities

	TOTAL: +4
	TOTAL: -3
	TOTAL: +3









Three major dangers related to Solution A are identified by the risk analysis. Lack of digital abilities (scoring 16) is the biggest concern since it could cause implementation to be delayed. However, this can be decreased by hiring experts or providing staff training. Moderate risks are also associated with high initial expenses and limited online engagement, but both can be controlled with smart budgeting and successful marketing techniques. In general, there are hazards, but they are manageable and do not outweigh the long-term advantages. This validates the choice to put Solution A into practice as a long-term and tactical solution (Laudon & Traver, 2020).



















Therefore: Overall Total for Solution B = 

Appendix 2 – Task 4a

Risk Analysis Table

	What could cause a risk?
	Likelihood (1–5)
	Impact (1–5)
	Risk Factor (L x I)
	Reduce risk
	Minimise impact

	Website redesign fails or delays
	3
	4
	12
	Hire experienced developer, set deadlines
	Use temporary site / phased launch

	Low customer adoption online
	3
	5
	15
	Invest in marketing & promotions
	Offer discounts to encourage use

	Budget overruns
	2
	4
	8
	Set clear budget & monitor costs
	Cut non-essential features

	Lack of digital skills internally
	4
	3
	12
	Staff training or outsource marketing
	Hire freelancer if needed













Appendix 3 – Task 5a
Implementation Plan

Name the problem you are solving:
Name the solution you are implementing:

	Task
	WHAT
	WHEN
	WHO
	Done

	1
	Research and plan website requirements (features, design, delivery options)
	Week 1–2
	Liam & Priya + Web developer
	

	2
	Design and develop new website with online ordering system
	Week 3–6
	Web developer
	

	3
	Launch digital marketing (social media, SEO, ads, promotions)
	Week 6–8
	Marketing freelancer / Priya
	

	4
	Monitor performance and update website based on feedback
	Week 9 onwards
	Liam & Priya
	

	
	
	
	
	











Appendix 4 – Task 6a

The Key Performance Indicator is: 


	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales through new website and marketing
	Achieve a 25% increase in online sales
	Based on current growth and improved website
	Helps recover lost revenue and compete online
	Within 6 months of website launch
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