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[bookmark: _Hlk205982484][bookmark: _Toc225182381]Task 1) Overview of Case-study
[bookmark: _Hlk205979492]Green Haven Florists (GHF) is a flower shop in Norwich. In the past 12 months, it has had a 30% drop in in-store sales. The root of the problem is mainly a shift from customers shopping less in-store to more online shopping as online orders have not compensated for reduced foot traffic. Combined with increased competition, costs, an outdated and difficult to navigate website and limited delivery options/ subscription services. The business needs to modernise and differentiate itself, considering how convenience is important in customers’ shopping decisions (Beachamp & Ponder, 2010).
[bookmark: _Hlk205982497][bookmark: _Toc225182382]Task 2) Two Proposed Solutions
Solution A Proposal: Website Redesign
GHF should redesign its website to make it modern, simple, and easy to use with full online shopping features. A good website should work well on mobile devices, have clear products, and allow quick and secure payments. It should also include features such as flexible delivery options and customer accounts. Customers are more likely to trust companies and shops with a website that’s easy to use (Ling et al., 2011).
This solution addresses the root problem by improving their digital presence. It will increase online sales, attract new customers, and they can compete with larger online retailers while reaching a wider audience outside their local area.
Solution B Proposal: Subscription-Based Flower Service
GHF could introduce a subscription service where customers can receive flowers regularly like weekly, monthly, annually. Santos (2022) says loyalty card schemes are a customer advantage. Customers can choose their preferences and offer discounts for long-term subscriptions.
This solution addresses root problem by creating steady income and building customer loyalty. Repeat customers are important because they spend more over time. Kotler et al. (2025) says retaining consumers can help get new or prospective customers. It is a unique service that competitors may not offer.
[bookmark: _Toc225182383]Task 3b) Evaluation Results and Justifications
Based on the grid analysis (Appendix 1), Solution A website redesign is the most appropriate solution. This solution scored highest as it creates more online sales, better customer experience, and greater market reach. Subscription services can be added later. Solution B improves customer loyalty, but it depends on having a strong online system first.
[bookmark: _Hlk205982530]The main criteria used were impact on sales, cost, and long-term growth. These criteria were used because it directly addresses the problems. Highest weighting was given to impact on sales because this is the main problem. Solution A solves more problems at once and supports future growth.
[bookmark: _Toc225182384]Task 4b) Risk Analysis Results and Justifications
The risk analysis (Appendix 2) shows there are a few risks, but the solution is feasible. The criteria used were likelihood and impact. Higher impact risks were given more importance. 
The solution is reliable because there are ways to reduce risks. The biggest risk is low customer use, but this can be reduced with good marketing. The second risk is high website development cost. Many affordable website platforms such as Shopify are available, reducing cost and technical difficulty. The third risk are technical issues but reduced by ensuring testing the website and training staff.  
[bookmark: _Toc225182385]Task 5b) Justifications for the Implementation Plan
The implementation plan (Appendix 3) is designed in logical steps because each step builds on the previous one. First task is planning in order to set goals and website features like products, delivery options, payment methods. Second task is design and development, such as choosing a platform (e.g., Shopify) or hire a web developer to build the website, ensuring it is user friendly. Third task is testing and staff training, reducing errors and ensure features works. Last task is launch and marketing to promote the website through social media and email marketing. 
The timeline is three months, giving enough time. Responsibilities are shared between the owners, staff and platform/web developer so the right people do the appropriate jobs.
[bookmark: _Toc225182386]Task 6b) Justifications for the KPI and SMART Objectives
Per Appendix 4, the KPI chosen is online sales because this directly measures success of the solution. The KPI is then broken down into SMART objectives. SMART creates effective, measurable goals and objectives (Bjerke and Renger, 2017).
First objective is increasing online sales by 10%. This shows good level of growth and is attainable. It is relevant because it addresses the root problem. A 6-month time frame is long enough to meet this, as fewer months is not enough time. 
Second objective is to improve customer experience by averaging 4/5 star customer experience rating. This is attainable as feedback forms can be sent to customers to rate their experience and improvements made to website will help. It is relevant because it improves customer loyalty, so more online sales. The time frame is 6 months which is enough time. If sales are low, the business can improve marketing or adjust the website design.
[bookmark: _Toc225182387]Task 7) Key Findings
· [bookmark: _Hlk208302504]Green Haven Florists has seen a 30% decline in in-store sales. The main issue is a weak digital presence.
· Website redesign and improvement is the best solution for long-term growth. 
· Risks such as cost and technical issues can be managed.
· A clear implementation plan ensures successful delivery.
· Clear KPIs and SMART objectives allow performance to be measured and improved.
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[bookmark: _Hlk205987492][bookmark: _Toc225182390]Appendix 1 – Task 3a) Grid Analysis Table

Grid Analysis Table
	Factors to consider
	Impact on Sales
	Long-term Growth
	Cost-effective to implement
	Total

	Weighting      
	5
	4
	3
	

	Website Redesign
	5 (25)
	5 (20)
	3 (9)
	54

	Subscription
	3 (15)
	3 (12)
	4 (12)
	39



Adapted from: Proctor (2019)















[bookmark: _Toc225182391]Appendix 2 – Task 4a) Risk Analysis Table

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
	Low number of online customers

	4
	5
	20
	Use social media and online marketing
	Offer discounts or promotions to attract users

	2
	High cost of website development
	3
	4
	12
	Set a clear budget and use affordable platforms
	Reduce features or spread costs over time

	3
	Technical problems with website

	3
	3
	9
	Test the website before launch
	Fix issues quickly with developer support



Adapted from: Sproull (2018)
Popov et al. (2016)

[bookmark: _Toc225182392]Appendix 3 – Task 5a) Implementation Plan

Implementation Plan
Name the problem you are solving: Low online sales
Name the solution you are implementing: Website redesign
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Planning
	Set clear goals.
Decide website features (products, delivery, payments).
	Week 1–2


	Owners

	Not started

	2
	Design & Development

	Choose a platform (e.g., Shopify) or hire a web developer. 
Build and design the website and user friendly.
	Week 3–6

	Owners + platform or web developer

	Not started

	3
	Testing & Training

	Check website works (orders, payments, delivery).
Staff training to ensure employees can manage orders and update the website. 
	Week 7–8

	Owners + staff

	Not started

	4
	Launch & Marketing


	Launch website and promote online with a marketing campaign using social media and email marketing.
	Week 9–12


	Owners

	Not started



Adapted from: Institute of Leadership & Management (2013)

















[bookmark: _Toc225182393]Appendix 4 – Task 6a) KPI and SMART Table

The Key Performance Indicator is: Increase online sales
SMART objectives:
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Increase online sales




	+10% sales increase


	Yes


	Matches business goal

	6 months

	Improve customer experience
	Average 4/5 star customer experience rating
	Yes
	Improves loyalty and retention
	6 months



Adapted from: Sproull (2018)
Secretariat of the Pacific Regional Environment Programme (2022) 
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