	
	
	



COMPONENT 2 GREEN HEVEN FLOREST REPORT

[image: ]

 CertHE in Business Skills 


Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Serkalem Aylewe

Student Number: 2517705

Lecturer’s Name: Dr. Faizu Edu

Session: February 2025 Term
Submitted on: April 2026


	
Table of Content

Table of Contents
1.	Introduction	3
2.	Brief Explanation of the Specific Business Problem	3
3.	Suggested Two Alternative Solutions	4
3.1.	Solution A: Holistic Website Redesign & E-Commerce Integration	4
3.2.	Solution B: A strategic social media marketing	4
4.	Justification for Selected Solution	5
5.	Risk Analysis of the Selected Solution	6
6.	Plan to Implement the Selected Solution	6
7.	Means of Measuring Effectiveness of Implementation of Selected Solution	7
8.	Conclusion	8
9.	Key Findings	8
10.	Reference List	9
Appendices	10










1. [bookmark: _Hlk208302504][bookmark: _Toc228108347]Introduction
The report is a consultancy analysis of strategic significance for Green Haven Florists, an independent eco-friendly flower store in Norwich. After a major decline in revenue rate, this paper identifies and discusses possible ways by which the company can upgrade its business model. Problem solving in the retail industry can be defined as the method of analysing and identifying the constraints to profitability and how to structure the remediation of such barriers to profitability through the use of structured interventions. Adair (2019). In this article we are using the content of website development and social media marketing as the basis of our studies to focus purely on digital transformation. 

Definitions of the decision-making tools in question, including PMI Analysis and Risk Assessment, are included in the applicable procedural chapters to clarify the decision-making framework.

2. [bookmark: _Toc228108348]Brief Explanation of the Specific Business Problem
Green Haven Florists is experiencing its own complex, multifaceted crisis, which includes a 30% drop in in-store customers and ballooning overhead costs. Their conventional business model, based on an efficient shopping neighbourhood, is coming under attack as nearby businesses shutter, and consumers increasingly lean into online sales. 

The main challenge is a big "Digital Gap". Now owners Liam and Priya Patel have successfully built a brand focused on sustainability: an attribute much-in-appreciated by modern shoppers; but the technical framework doesn’t meet up with that impulse. Current customers say the existing website is “outdated and hard to navigate” and the shop is now overly reliant on old-fashioned word-of-mouth. 

To make matters worse, the company also suffers “a competitive pincer movement”: a cool, local boutique is on top of social media sites like Instagram and a national chain is undercutting prices. As Slack et al. (2022) argue, an entity could be said to face obsolescence when the way a business operates’s delivery fails to change based on the needs of the market. For Green Haven, the absence of a cutting-edge digital strategy can stand in the way of us being able to compete – environmentally sound – with more agile or cheaper alternatives, capitalizing on their distinctive selling point, eco-friendly business models. To survive, the florists need to reconcile their sustainable values with today's digital market.

3. [bookmark: _Toc228108349]Suggested Two Alternative Solutions 
3.1. [bookmark: _Toc228108350] Solution A: Holistic Website Redesign & E-Commerce Integration
As outlined here, a holistic revitalisation of the current digital shopfront is needed to correct service deficiencies. Because professional website design is critical to establishing trustworthy relationships with customers, the new platform will feature a modern, user-friendly interface that mitigates existing navigation issues (Stanford University, 2024). To increase customer transparency, security features are included such as safe, efficient payment processing, and real-time delivery tracking. Parcel tracking and digital payment security remain the top two indicators of last-mile delivery consumer satisfaction (Tran, 2025). 

3.2. [bookmark: _Toc228108351]Solution B: A strategic social media marketing campaign
Such strategy aims at enhancing brand awareness and customer engagement. For instance, by posting on visually-centric platforms such as Instagram and TikTok, Green Haven can showcase their unique floral design and commitment to sustainable, eco-friendly packaging. According to research, the quality of visual material available on digital channels is critical for the legitimacy and recall of small businesses (Stanford University, 2024). With more and more consumers pushing for greater transparency in the digital buying trip, it will be increasingly likely that the business will be able to build a better relationship to the audience through the introduction of "behind the scenes" narratives and targeted influencer collaborations (Tran, 2025). 

This emphasis on a robust digital marketing strategy is meant to restore lost market share and compete with hip little beauty shops in competition with them. Through modern social media, Green Haven will be able to redefine itself as an outstanding modern florist by demonstrating its creative processes and responsibility to the world (CSR). And for retailers with an established legacy moving to modern consumer landscapes, these digital reforms will be crucial (Cai, 2024). To meet the convenience requirements of the digital native market the brand's identity moves from a conventional store image to a modern value leader image (Market Reports World, 2026; Sirait et al., 2026). (See Appendix 1 and 2 for detailed PMI assessment of such strategies).

4. [bookmark: _Toc228108352]Justification for Selected Solution 
Based on the Results of the PMI (Plus, Minus, Interesting) analysis in the appendices Solution A: Website Redesign is the approach taken. Although social media (Solution B) is effective through increased "top-of-funnel" awareness, it is a bad investment if the website is a broken landing destination. Research indicates that 88% of consumers who visit an internet site are less likely to visit it after a poor user experience. Cousins (2020). 

Green Haven builds a strong "Digital Anchor" because it repairs the website first. Adding subscription services gives a stable recurring stream of revenue and can counteract the ups and downs in foot traffic throughout high-street areas. This has been defended as the most “stable” long-term investment, as this solution owns customer data and the transaction environment while social media platforms evolve algorithmically based on their market data. Chaffey and Ellis-Chadwick (2022)
5. [bookmark: _Toc228108353]Risk Analysis of the Selected Solution 
The key risk identified from the Risk Analysis (see Appendix 3) is "Technical Failure or Cyber Security Breach" throughout the migration. A second risk is "Project Creep," where the development costs surpass the small business budget. 

The analysis results show that while the risk of a security breach is high, the probability can be lessened by choosing reputable hosting providers and getting SSL certification. In support of their criteria utilized, “Financial Exposure” and “Customer Trust” were weighted most heavily because Green Haven’s brand relies on personal community ties, both of which would be destroyed by a data breach. Explain the risks your solution might face. 

6. [bookmark: _Toc1973748927][bookmark: _Toc2143719935][bookmark: _Toc1944911541][bookmark: _Toc683612611][bookmark: _Toc1569468220][bookmark: _Toc228108354]Plan to Implement the Selected Solution
The proposed method for Green Haven Florists, as outlined (Appendix 4), is based on the structured 12-week time span needed to overcome the “Digital Gap”. This is the only month, Weeks 1–4 (Discovery and Content), the one where they’ll get all of their visual “soul” to work on. Liam and Priya Patel will be focusing on selecting high quality imagery with their sustainable packaging which they will display over this time. 

This becomes the basic materials they need for showcasing their eco-friendly identity prior to any technical work. In Weeks 5–8 (Technical Build), build out infrastructure. By focusing on a mobile-friendly interface in this middle stage, the developer can integrate the content that was already curated into a single, usable design that is effective, rather than using generic placeholders. Lastly, Weeks 9–12 (Beta Testing) stands in for a “safety net”. By enlisting customers who love to test the site, businesses can ensure that navigation issues are addressed before a public launch. 

The reason for this ordering is based on the “Agile” framework whereby early and continuous testing saves expensive final version changes (Stellman and Greene, 2017). In order to increase productivity and head off founder burnout, there’s an oversight hierarchy behind leadership: the Brand Alignment, which is overseen by Priya Patel, who’ll keep the sustainability message consistent; and Liam Patel, the Technical Liaison, who must translate the business requirements of the freelance developer. This delicate combination ensures a beautiful as well as effective digital storefront at the end. 
7. [bookmark: _Toc968957621][bookmark: _Toc1314566054][bookmark: _Toc1027137798][bookmark: _Toc1769757770][bookmark: _Toc646785622][bookmark: _Toc228108355]Means of Measuring Effectiveness of Implementation of Selected Solution
To objectively monitor the effectiveness of this strategic intervention, Green Haven Florists will measure with a key performance indicator (KPI) that aims to achieve a 25% increase in online sales conversions within six months of implementation. This particular metric is intended to shift the business from reactive problem-solving to data-driven, proactive growth. Stellman and Greene (2017). 

As described in the SMART Objectives Table (Appendix 5), this goal is “Specific” to the redesigned digital storefront and “Measurable” through the integration of Google Analytics. By utilizing these digital tools, Liam and Priya Patel can get a rich understanding of how their customers use their products – pinpointing exactly where they have potential customers “drop off” along the journey. Transparency is crucial to bridge the "Digital Gap," with 88% of consumers unwilling to come back to a platform after having an unsatisfactory first-time use, according to research data. Cousins (2020). 

In order to make it as responsive and agile as possible, the implementation plan includes an integrated "Review Phase" plan scheduled for Month 3. If the data demonstrates that the 25% conversion goal is not being met, owners will use the live heat-map data to check user interaction on an ad-hoc basis. This allows for intuitive actions to take place based on evidence and allows us to rectify any friction that is still present in the navigational or checkout experience. Underpinned by such ongoing scrutiny and enhancement, Green Haven will ensure that its digital network can be a real-time driver and recovery from competitors that have become faster movers.

8. [bookmark: _Toc228108356] Conclusion
In order to survive, Green Haven needs to work on redesigning its website not only for social media, but also a 'Digital Anchor' for their subscription. This infrastructure-first model based on Agile methodologies and SMART KPIs solves user experience failures. Modernising its sustainable brand, Green Haven can also regain market share and sustainable commercial success in the long run through modernization. 

9. [bookmark: _Toc228108357]Key Findings
 We extract the following from the consultancy process for Green Haven Florists: 
· Infrastructure First – the Ecommerce is as important as the digital marketing.
· Consumers’ preference: The Norwich area has an unrealised market for floral subscriptions and natural delivery options.
· Competitive Advantage: Green Haven’s sustainability ethos is its key differentiator; the website must place this ``eco-story'' at the core of the user experience.
· Risk Management: Risk can be reduced through a phased release and not in the form of a big bang.
· Data-Driven Growth: Implementing the SMART objectives will move the business owners from "reactive" management to "proactive" strategic growth.

10. [bookmark: _Toc1767625170][bookmark: _Toc17696741][bookmark: _Toc1936170618][bookmark: _Toc1586888316][bookmark: _Toc228108358]Reference List
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[bookmark: _Toc3743231][bookmark: _Toc536630693][bookmark: _Toc1767157207][bookmark: _Toc619881607][bookmark: _Toc565210200][bookmark: _Toc228108359]Appendices 
Appendix 1: PMI Analysis (Solution A – Website)
	Plus (+)
	Minus (-)
	Interesting (?)

	Solves the “navigation” complaint: Direct response to negative customer feedback.
	High upfront cost (£2,000+): Significant initial capital outlay for a small business.
	Blog section for eco-tips: Content marketing to drive SEO and establish brand authority.

	Enables 24/7 global ordering: Allows for revenue generation outside of physical shop hours.
	Requires staff training: Liam and Priya must learn to manage the backend dashboard.
	Can integrate “Click & Collect”: Bridges the gap between online and in-store foot traffic.

	Data Ownership (CRM): The business owns the customer email list for direct marketing.
	Ongoing Maintenance: Monthly costs for hosting, security patches, and software updates.
	Eco-Impact Calculator: A tool to show customers the carbon saved by buying local/sustainable.

	Automated Subscriptions: Seamlessly manages the "Flower Club" recurring billing and delivery.
	Content Pressure: Constant need for professional, high-quality photography of new stock.
	Virtual Consultations: Using the site to book 15-minute video calls for wedding planning.

	Inventory Synchronization: Real-time stock updates prevent overselling between online and in-store.
	Cybersecurity Responsibility: Increased risk of data breaches and the need for GDPR compliance.
	Local Marketplace: Potential to host other Norwich-based eco-products (e.g., handmade vases).












Appendix 2: PMI Analysis (Solution B - Social Media)
	Plus (+)
	Minus (-)
	Interesting (?)

	Low cost to start: Platforms like Instagram and TikTok are free to join and use.
	Very time-consuming: Content creation (reels, posts, replies) requires hours of daily attention.
	Influencer "Green" partnerships: Collaborating with local Norwich eco-bloggers to reach new audiences.

	Builds community engagement: Facilitates direct two-way conversations with local customers.
	Doesn't fix the checkout issue: Traffic is wasted if the destination website remains broken.
	Viral potential for floral art: A single "satisfying" bouquet-making video could reach thousands globally.

	Humanizes the Brand: Behind-the-scenes "stories" build trust in Liam and Priya’s expertise.
	Algorithm Volatility: Changes to platform rules can suddenly drop the shop's visibility by 50%+.
	UGC (User Generated Content): Running a contest where customers post photos for a chance to win.

	Real-time Market Research: Instant feedback on new floral designs via "polls" or "likes."
	Public Vulnerability: Negative reviews or complaints are visible to everyone and require 24/7 monitoring.
	Shoppable Posts: Integrating direct purchase links within Instagram (though still requiring a backend).

	Visual Storytelling: Perfect for showcasing the "eco-friendly" and sustainable packaging details.
	Short Content Lifespan: A post only stays "relevant" for 24–48 hours before disappearing from feeds.
	Educational Series: Posting "How to Compost Your Bouquet" videos to reinforce the eco-brand.












Appendix 3: Risk Analysis Matrix with Color Coding

	Risk Identified
	Likelihood (1–5)
	Impact (1–5)
	Risk Score (L×I)
	Risk Level*
	Mitigation Strategy

	Technical Bugs
	4
	3
	12
	🔴 High
	Conduct phased "Beta Testing" in Weeks 9–10 with loyal customers.

	Data Breach / Cyber Attack
	1
	5
	5
	🟡 Medium
	Implement SSL certification and use reputable encrypted gateways (e.g., Stripe/Shopify).

	Budget Overrun (Project Creep)
	3
	4
	12
	🔴 High
	Sign a "Fixed-Price Contract" with the developer and define clear deliverables.

	Low Subscription Adoption
	3
	4
	12
	🔴 High
	Offer a "First Month 50% Off" promotion and highlight the eco-friendly "seasonal surprise."

	Inventory Desynchronization
	4
	3
	12
	🔴 High
	Integrate a real-time API between the in-store POS system and the new website.

	Founder Burnout
	3
	3
	9
	🟠 Medium-High
	Delegate technical tasks to the developer and split brand/content roles between Liam and Priya.

	Sustainability "Greenwashing" Accusations
	1
	5
	5
	🟡 Medium
	Maintain total transparency by publishing a "Traceability Report" page for all flower sources.

	Mobile Incompatibility
	2
	4
	8
	🟠 Medium-High
	Adopt a "Mobile-First" design approach, as 60%+ of floral purchases are made via smartphone.



*Color code guide:
🔴 High (10–25)
🟠 Medium-High (7–9)
🟡 Medium (4–6)


Appendix 4: Implementation Plan (Summary)

	Task
	Timeline
	Responsibility
	Justification

	Supplier Selection
	Week 1–2
	Liam
	Ensures technical competence and budget alignment from the start.

	Content Audit & Asset Creation
	Week 2–4
	Priya
	Curates' high-quality imagery of sustainable packaging to reflect the brand "soul."

	UI/UX Design & Wireframing
	Week 3–6
	Developer / Priya
	Directly addresses and fixes the "navigation pain point" identified by customers.

	Backend & Payment Integration
	Week 5–8
	Developer / Liam
	Securely integrates Stripe/Shopify to ensure a "seamless checkout" experience.

	Subscription Model Setup
	Week 7–8
	Liam / Developer
	Configures the "Flower Club" recurring billing to stabilize long-term revenue.

	Beta Testing (Soft Launch)
	Week 9–10
	Loyal Customers
	Small-scale trial to ensure the "Personal Touch" is kept and bugs are removed.

	Staff Training & Admin Setup
	Week 11
	Liam / Priya
	Prepares the owners to manage the dashboard and fulfil online orders efficiently.

	Public Launch & Marketing Kick-off
	Week 12
	All Team
	Official transition to the new digital model, reclaiming lost market share.




Appendix 5: SMART Objectives & KPI Table

KPI: 25% Increase on Online Conversion Rate.

	Objective
	Detail / Actionable Metric

	Specific
	Conversion & Subscriptions: Increase the percentage of visitors completing a purchase and secure 50 active "Flower Club" members.

	Measurable
	Data Integration: Tracked via Google Analytics (Bounce Rate, Session Duration) and Shopify Dashboard (Average Order Value - AOV).

	Attainable
	UX Fixes: Highly realistic once "difficult navigation" is replaced with a 3-click checkout process and mobile optimization.

	Relevant
	Revenue Recovery: Directly compensates for the 30% drop in foot traffic by capturing the "online-first" demographic in Norwich.

	Time-bound
	Phased Review: To be achieved within 6 months of launch, with a formal "Review Phase" at the 3-month mark.

	Engagement
	Bounce Rate Reduction: Aim to reduce the website bounce rate from an estimated 75% to under 40% within the first 90 days.

	Customer Retention
	Repeat Purchase Rate: Increase repeat customer rate by 15% through the automated "Eco-tips" blog and email newsletter.
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