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1. OVERVIEW OF THE BUSINESS AND PROBLEM
Green Haven Florists is an enterprise that engages in flower arranging within the city of Norwich. However, there are complaints from Green Haven Florists clients since the company performance has not been at its best recently. It is true that very few people have been buying flowers from Green Haven Florists. This may be because there has been about a 30 percent decrease in the number of customers. Other enterprises have started selling their flowers online to the homes of their clients. Additionally, fewer individuals have been visiting Green Haven Florists in comparison to before. Green Haven Florists sells environmentally friendly flowers and other products. One major issue with Green Haven Florists is the lack of a website.
PROPOSED SOLUTIONS 
The first recommendation that comes to mind is to completely renovate the website and its ordering system. Currently, the website is outdated and difficult to navigate, which discourages users from placing orders. With proper design adjustments, making it trendy, user-friendly, and convenient, the client experience will increase drastically. A mobile version of the website is essential due to the prevalence of smartphones. Incorporating visual categories, high-quality pictures, and secure payments will allow for an easier checkout process. Offering flexible delivery options will encourage more purchases. In summary, this change is bound to result in improved sales.

The second solution involves investing in digital marketing through social media platforms such as Instagram and Facebook. Currently, the company relies primarily on recommendations by current and previous clients. Creating and maintaining a vibrant and informative account will contribute to an increased online footprint and improved brand recognition. Posting regular pictures of different bouquet arrangements, reviews, and videos will contribute to building a loyal community. The company can even create targeted advertising campaigns to promote its products and services to a wider audience. Collaboration with other brands, local influencers, and organizations will increase the client base further.




2. EVALUATION OF SOLUTIONS 
The two proposed solutions were evaluated using the PMI (plus, minus, interesting) method to compare their strengths, weaknesses, and potential outcomes (see Appendix 1). This method helps in decision making as it allows you to analyze different options in a clear and structured way. Website enhancement solutions offer several important benefits. This directly addresses the company's outdated online presence and improves the overall customer experience. A modern, user-friendly website improves customer satisfaction, encourages repeat purchases, and increases online sales. However, this option has some drawbacks, including development costs and the time required to implement changes. Nevertheless, it provides long-term benefits and supports the growth of your business.
Digital marketing solutions, on the other hand, aim to increase brand awareness and attract new customers through social media and online promotions. It is relatively inexpensive and can be introduced quickly. However, its effectiveness depends on consistency and continued effort. Additionally, without an effective website, increased online traffic may not translate into actual sales.
Overall, both solutions have their benefits, but this review highlights that website improvements can have a powerful and lasting impact on business performance.

3. RISK ANALYSIS
Risk analysis has been conducted to determine possible issues that might arise during implementation of the website upgrade. (Refer to appendix 2.) Conducting risk analysis is one of the essential parts of the decision making process since it prepares the company for unexpected incidents to minimize failures.
The main risk in this case is associated with the costs required for website development. Since Green Haven Florist is a small company, the creation of a new website can affect their budget allocated for website development. Also, a significant risk is related to possible delays in developing the website, which may occur because of technical issues or poor planning on the part of the company. Finally, there is a risk that some technical difficulties will emerge after launching the website.
However, a risk exists that sales will not grow significantly after launching the website despite its capability to produce additional sales. As noted by D'Arcangelo et al., the firm would require a good marketing plan, which should make customers aware of all improvements prior to online sales increase. Overall, conducting a risk analysis beforehand will allow the company to develop strategies to mitigate those risks.

4. IMPLEMENTATION PLAN 
To ensure proper execution and coordination throughout the process of redesigning the website, an implementation plan has been developed (refer to Appendix 3).
The first step involves planning and conducting a needs assessment, in which Liam and Priya would identify the requirements for the website. They will determine the necessary design features, functions, and customer needs and expectations. In this step, they have the opportunity to assess the present website, make a comparison between its characteristics and the requirements identified at this stage, and determine what changes should be made.
In the second step, we will hire a suitable web developer/designer. It is necessary to find a person who would possess the required skills and knowledge to design a high-quality website that would meet all the requirements determined at the previous stages.
The third step would be to complete the design and development process according to the requirements stated in the first two steps. According to the scale of work that needs to be done, it is expected to take several weeks. The activities include designing a new website structure, creating product pages, and setting up a payment processing system.After the website has been developed, the next step of the plan will be to test the website.
The moment you have completed all tests successfully, the website is launched. The firm will advertise the new website via different social media channels, among other means, attracting potential clients in order to increase the traffic level. This methodology guarantees that the process will follow a systematic and smooth flow according to the firm's goals.

5. KEY PERFORMANCE INDICATORS AND SMART OBJECTIVES 
The use of KPIs and SMART objectives provides the basis upon which we are going to determine the effects of our business decisions, and all decisions should be measurable and defined in clear terms. One particular KPI has been defined to measure the effect of the new website improvement strategies (refer to Appendix 4 also).
In regards to Green Haven Florists, the KPI to be used is the increase in online sales. This is an indicator of success regarding our improved website; and it is supported by a SMART objective. The SMART objective measures the conditions of the increased sales, which include Specificity, Measurability, Attainability, Relevance, and Timeframe. The business
aims at increasing sales by 20% during the next six months from the moment when the new website launches. It is very specific since it targets only online sales, measurable because there is sales data, achievable since the website has been improved, relevant since it increases overall sales, and has a timeframe of six months.
Apart from sales, other supporting metrics are going to be measured in order to provide more information on customers' interactions with the improved website and its success in attracting new users.
KEY FINDINGS 
The online competition has started to eat into the business of Green Haven Florists with their decreasing sales volumes. 
The company is still struggling with its outdated website and inadequate presence on the Internet. After careful consideration of all possible courses of action, it seems that there were two possible solutions – to either improve the website itself or increase the efforts in digital marketing. Ultimately, it has been decided that improving the website will prove to be a more beneficial course of action. 
The risk levels are relatively low but can be controlled through proper planning.
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Appendix 1: PMI ANALYSIS 
Solution 1: Website improvements
	Plus 
	Minus
	Interesting

	Customer experience
	Initial high Cost
	Introduce subscription services

	Increases online sales
	Time consuming
	Younger customer

	Enhances competitiveness
	Require technical skills 
	Long-Term growth



Solution 2: Digital Marketing Strategy 
	Plus
	Minus
	Interesting

	Increases brand awareness 
	Continuous effort 
	Go viral on social media

	Attract new customers 
	Advertising Budget
	Strong Online presence

	Low Cost to Start
	Results may take time
	Target specific audiences




Appendix 2: Risk Analysis 
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	High development cost
	Medium
	High
	Set a clear budget and compare developers

	Delay in website launch
	Medium
	Medium
	Create a timeline and monitor progress

	Technical issues after launch
	Medium
	High
	Test website before launch

	Low increase in sales
	Low
	High
	Combine with marketing strategy

	Lack of staff knowledge
	Medium
	Medium
	Provide basic training






Appendix 3: Implementation Plan
	Step
	Activity
	Timeframe
	Responsibility

	1
	Plan website improvements
	Week 1
	Liam & Priya

	2
	Hire web developer
	Week 2
	Liam

	3
	Design and build website
	Weeks 3–5
	Developer

	4
	Test website
	Week 6
	Developer & Owners

	5
	Launch website
	Week 7
	Liam & Priya

	6
	Promote website online
	Week 8
	Priya




Appendix 4: KPI and SMART objectives 
	KPI
	SMART Objective

	Increase online sales
	Specific: Increase online orders through new website

	Achievable: Through improved website functionality and design
	

	Relevant: Supports business growth and profitability
	

	Time-bound: Within 6 months of website launch
	



