





Contents
1. Introduction	1
2. Proposed Solutions	2
Solution 1: Website Redesign and E-commerce Optimisation	2
Solution 2: Social Media Marketing and Subscription Model	2
3. Evaluation of Solutions (PMI Analysis)	3
4. Selected Solution Justification	3
5. Risk Analysis	4
6. Feasibility Analysis	4
7. Implementation Plan	4
8. Justification of Implementation Plan	5
9. KPI and SMART Objectives	6
10. Monitoring and Evaluation	6
11. Key Findings	7
12. Reference List	7
13. Appendices	8
Solution A: Website Redesign and E-commerce Optimisation	8
Solution B: Social Media Marketing & Subscription Model	9
Conclusion	9
Appendix 2- Risk Analysis Table	10
Appendix 3 – Implementation Plan	10
Appendix 4 – KPI and SMART Objectives Table	11


[bookmark: _Toc225018523]1. Introduction
Green Haven Florists is an independent flower retailer that has seen its in-store sales drop by 30 percent over the last year. This concern is largely motivated by decreased foot traffic, growing competition from online flower delivery services and shifting consumer behaviours toward convenience and digital purchasing. Further, increased operational costs and an antiquated website have constrained the business’s ability to compete effectively in a 21st century retail environment. The problem's scope includes loss of revenue and sustainability, as the business could lose its competitive advantage in the local market. This is important to discover and execute a strategic solution that will improve sales performance both online and in general.

[bookmark: _Toc224641627][bookmark: _Toc225018524]2. Proposed Solutions
[bookmark: _Toc224641628][bookmark: _Toc225018525]Solution 1: Website Redesign and E-commerce Optimisation
One possible way to fix this problem will be to rebuild the company website into an e-commerce platform that is modern and user-friendly. These efforts include all aspects of website and mobile experience such as enhancing navigation, ensuring compatibility, integrating secure payment systems, offering same-day delivery options and subscription services. A clear website increases customer experience and decreases barriers to purchase, which improves conversion rates (Chaffey, 2022). In addition, search engine optimisation (SEO) techniques would enhance an online presence and allow Green Haven Florists to draw in customers outside its immediate locale. This solution addresses declining sales directly by shifting focus to digital channels, which are becoming increasingly prevalent in the retail space.

[bookmark: _Toc224641629][bookmark: _Toc225018526]Solution 2: Social Media Marketing and Subscription Model
The second solution is to create a grand social media marketing strategy in conjuction with the launching of flower subscription service. Use social media sites like Instagram and Facebook to feature floral arrangements, advertise seasonal promotions, and interact with clients via engaging content. According to Kotler et al. (2021) defines social media marketing as a means to maintain consistent communication with consumers enabling businesses to create relationships and cultivate brand loyalty. his subscription model could provide a month-over-month source of revenue and create better customer retention through regular deliveries. This was a solution that combined Green Haven’s strengths of creativity and customer service with responding to market trends.
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To compare the two solutions, a PMI (Plus, Minus, Interesting) analysis was performed and is shown in Appendix A.
The benefits of the new website redesign include accessibility, enhanced customer experience, and greater opportunities for online sales. But it needs a greater upfront cost and technical know-how. Conversely, the social media strategy is inexpensive and highly effective way to garner customer engagement but uses ongoing time resources behind the scenes for 0 immediate financial return.
While both solutions are effective, the website redesign proves to hold more long-term value as it contributes directly to top-line revenue and scalability of the business.
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As a result of the analysis, website redesign and e-commerce optimisation stands out as the selected solution. Then, this is a sound decision as it resolves the primary need of an organization, but its sales are sinking down due to not having presence in digital space. Social media marketing will create more awareness, but a relatively passive one that needs to convert somehow into sales through your online store.
Moreover, contemporary customers demand uninterrupted online shopping experiences that come with example quick browsing and secure transactions. Ryan (2020) pointed out the fact that those who invest in digital infrastructure are more sustainable. Therefore, this solution addresses not only present challenges but also prepares Green Haven Florists for future success within an increasingly digital marketplace.
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There are some potential risks involved when implementing a website redesign. A topic to consider is financial risk as the primary cost comes from developing and maintaining the system. There is a technical risk as well including potential system failure, cybersecurity threats, or delays in development. In addition there is a behavioural risk that existing customers will be reluctant to adopt the new online platform quickly.
Operational risks include the requirement for staff training and potential resistance to change. However, the risks associated with such projects can be avoided by allocating appropriate budgets and employing skilled developers. Learn more about Hillson (2009) proactive risk management for mitigating uncertainty.
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The solution is very feasible , however it poses certain risks. Advances in technology have made website creation cheaper, easier and more scalable than ever — think Shopify or Wix for (small) business. While it does require significant investment, the benefits of a digital presence in terms of increased sales, better access to customers and a competitive edge make it worth the effort.
Moreover, this gradual implementation strategy would provide the business with an opportunity to balance resources and reduce disruption. Staff training along with ongoing support will ensure effective and efficient system usage. This makes the solution pragmatic and sustainable with long-term benefits, despite some initial hiccups.
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The implementation of the website redesign will take place over a structured 12-week period:
· Weeks 1–2: Conduct market research to identify customer preferences and analyse competitor websites
· Weeks 3–4: Define technical requirements and hire a professional web developer
· Weeks 5–8: Design and develop the website, including product listings, payment systems, and delivery options
· Weeks 9–10: Test the website for usability, functionality, and security to ensure optimal performance
· Week 11: Train staff on website management, order processing, and customer service
· Week 12: Launch the website and implement a targeted digital marketing campaign
This plan ensures a systematic and organised approach to implementation, reducing the likelihood of errors and delays.
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The performance is dependent on the structured implementation plan. Researching in the early stages helps make sure that the website meets customer expectations and market trends. Technical challenges are minimized in development and testing phases to deliver a high-quality user interface experience.
Staff training helps in efficiently managing the new system to deliver satisfactory customer service. As per Kerzner (2017), taking proper steps for project planning enhances efficiencies and systematically steer towards success. The timeline provides space for flexibility, as this would enable changes to be made should problems arise during implementation.
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Key Performance Indicator (KPI):
Increase in online sales revenue.
SMART Objectives:
Increase online sales by 25% within 6 months
Achieve 1,500 monthly website visitors within 3 months
Reach a conversion rate of 12% within 6 months
Reduce website bounce rate by 20% within 4 months
These objectives provide clear and measurable targets that align with the overall goal of improving business performance.
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Digital tools like Google Analytics will be used to monitor the success of the solution. We will analyse key metrics such as website traffic, conversion rates and customer behaviour regularly to see how well we are performing.
There are always strengths and weaknesses in a data-driven approach that the business can praise or even address to improve. Periodic review keeps the business aligned with changes in the market and needs of clients. According to Chaffey (2022), constant surveys through monitoring are necessary for remaining competitive in digital spaces.
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     Green Haven Florists has been struggling with declining sales as competition on the digital front rises and foot traffic decreases
      A major weakness is the absence of a contemporary e-commerce platform
      Website redesign and social media marketing strategy were proposed as two solutions
       Website redesign was identified as the best long-term solution during PMI analysis
       Implementation-related risks are solvable with planning and training
        The answer is very practical and in line with advances for technologies today
        Тo implement it in an efficient way, you should design a structured implementation plan
        Performance measurement through KPIs and SMART objectives
        Long-term success and adaptability are supported by continuous monitoring
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[bookmark: _Toc225018538]Solution A: Website Redesign and E-commerce Optimisation
	Plus
	Minus
	Interesting

	Improves customer experience
	High initial development cost
	Long-term scalability

	Increases online sales opportunities
	Requires technical expertise
	Can expand beyond local market

	Enables secure online payments
	Staff training required 
	Supports subscription services

	Enhances brand credibility 
	Time-Consuming to develop
	Improves SEO visibility



TOTAL:
Plus = 4
Minus = 4
Interesting = 4
Overall Total for Solution A = 12



[bookmark: _Toc225018539]Solution B: Social Media Marketing & Subscription Model


	Plus
	Minus
	Interesting

	Low cost to implement
	Time-consuming to manage
	Builds strong customer relationships

	Increases brand awareness
	No immediate sales guarantee
	Encourages repeat purchases

	High customer engagement
	Requires consistent content
	Supports subscription revenue

	Easy to launch quickly
	Dependent on platform algorithms
	Expands audience reach




TOTAL 
Plus=4
Minus=4
Interesting=4 
Overall Total for Solution B=12

[bookmark: _Toc225018540]Conclusion

Although both solutions score equally, Solution A is preferred due to its direct impact on revenue and long-term growth (De Bono, E. (1992) Serious Creativity. London: HarperCollins.)

[bookmark: _Toc225018541]Appendix 2- Risk Analysis Table


	What could cause a risk?
	Likelihood
(1-5)
	Impact
(1-5)
	Risk Factor
	Risk Reduction
	Impact
Minimisation

	High development costs
	4
	4
	16
	Set clear budget and plan finances
	Use phased implementation

	Technical issues/system failiure
	3
	5
	15
	Hire skilled developers and test system
	Provide IT support and backups

	Customer resistance to new system
	3
	3
	9
	Provide guidance and promotions
	Offer customer support and incentives



Hillson, D. (2009) Managing Risk in Projects. Farnham: Gower.



[bookmark: _Toc225018542]Appendix 3 – Implementation Plan

Problem: Declining sales due to lack of digital presence
Solution: Website Redesign and E-commerce Optimisation

	Task (WHAT)
	WHEN
	WHO
	Done

	Conduct market research and analyse competitors
	Weeks 1–2
	Marketing Team
	☐

	Define requirements and hire web developer
	Weeks 3–4
	Management
	☐

	Design and develop website
	Weeks 5–8
	Web Developer
	☐

	Test system and train staff, then launch
	Weeks 9–12
	IT Team & Staff
	☐



Justification
The structured timeline ensures logical progression from research to launch, reducing risks and ensuring efficiency (Kerzner, H. (2017) Project Management. Hoboken: Wiley.).
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Key Performance Indicator (KPI):
Increase in online sales revenue

	SMART Criteria 
	Objective

	Specific
	Increase online sales through new website

	Measurable
	Achieve 25% increase in sales

	Attainable
	Based on improved UX and marketing

	Relevant
	Addresses declining revenue problem

	Time-Bound
	Within 6 months




Additional SMART Objectives:
  Increase website traffic to 1,500 visitors/month within 3 months 
  Achieve 12% conversion rate within 6 months 
  Reduce bounce rate by 20% within 4 months 

Doran, G.T. (1981) ‘There’s a S.M.A.R.T. way to write management’s goals and objectives’, Management Review.
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