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[bookmark: _Hlk205982484]
Brief Explanation of the Specific Business Problem
[bookmark: _Hlk205979492]Green Haven Is a florist shop on a high end road, the business is an independent shop in Norwich. The sales has dropped down by 30% and that was due to the rection of high street activity, also the operational cost has increased besides the increase of the competition from online shops and retailers. Although the shop maintains a loyal customer base and a strong eco-friendly reputation, challenges such as an outdated website, limited digital marketing, and lack of flexible delivery options have hindered its competitiveness. The root issue lies in the business’s inability to adapt to changing consumer preferences and digital trends. This report will specifically address the problem of Green Haven’s weak online presence and ineffective digital marketing strategy.

[bookmark: _Hlk205982497]Suggested Two Alternative Solutions
The Green Haven Florist needs to really invest in user friendly website, easier to navigate, designed by a professional with secured online payments and it would be a good extra if they do a mobile app. 
All of this should be supported by a good team of digital marketing that can do a good strategy to target new customers to bring the sales up. 
social media advertising, and regular content updates featuring floral designs and eco-friendly initiatives. By improving its online presence, the business can attract new customers, increase online sales, and strengthen brand visibility. This solution directly addresses the weak digital presence, allowing Green Haven to compete more effectively with online florists while appealing to tech-savvy, environmentally conscious consumers.


Solution B Proposal

Green Haven Florists could introduce a flower subscription and loyalty programme offering customers regular deliveries of seasonal or bespoke arrangements at discounted rates. Subscriptions could be customised by frequency and style, appealing to both individual and corporate clients. A digital loyalty system could reward repeat purchases and referrals, encouraging long-term engagement. This solution strengthens customer retention and ensures consistent revenue, addressing the decline in repeat business caused by online competitors. By emphasising convenience, sustainability, and personalisation, Green Haven can differentiate itself from larger retailers and reinforce its reputation for quality and community-focused service.


Justification for Selected Solution
Website Redesign and Digital Marketing Enhancement is the most appropriate option. The criteria used included cost-effectiveness, long-term sustainability, potential revenue growth, and competitive advantage. Greater weighting was given to sustainability and revenue potential, as these directly influence Green Haven’s survival and growth. While Solution B supports customer retention, Solution A offers broader market reach and immediate visibility in the digital marketplace. Enhancing the online platform and marketing will attract new customers, increase sales, and position Green Haven competitively against online retailers, making it the most strategic and impactful choice.

[bookmark: _Hlk205982530]Risk Analysis of the Selected Solution
The main risks associated with Solution A include high initial investment costs, potential technical issues during website development, and the need for ongoing digital marketing expertise. The risk analysis evaluated these factors using criteria such as financial impact, likelihood, and long-term benefit, with the highest weighting given to financial impact due to Green Haven’s limited resources. While short-term costs may be significant, the long-term benefits—greater online visibility, increased sales, and improved customer engagement—outweigh these risks. With careful budgeting, professional web development, and consistent performance monitoring, this solution remains reliable and sustainable for revitalising Green Haven’s market position.

Plan to Implement the Selected Solution
Implementation of Solution A will follow a structured, phased approach. First, a website audit and redesign will be conducted by a professional developer within the first month to ensure functionality and usability. Next, SEO optimisation and digital marketing campaigns will be launched over the following two months, managed by a marketing consultant to build online visibility. Finally, staff training will occur in month four to maintain content and customer engagement. This order ensures technical stability before promotion, while clear role allocation between developers, marketers, and owners guarantees accountability. The phased timeline minimises disruption and ensures sustainable integration of digital improvements.

Means of Measuring Effectiveness of Implementation of Selected Solution
[bookmark: _Hlk205981688]The effectiveness of Solution A will be measured using key performance indicators (KPIs) such as website traffic growth, online sales volume, conversion rates, and social media engagement. These KPIs directly reflect improvements in Green Haven’s digital presence and revenue generation. The proposed SMART objectives include increasing online sales by 20% and website traffic by 30% within six months. These objectives are Specific, Measurable, Achievable, Relevant, and Time-bound, aligning with Green Haven’s goal of digital transformation. Monitoring these indicators through analytics tools ensures progress is tracked accurately, allowing timely adjustments to marketing strategies and confirming the solution’s overall success and sustainability.

[bookmark: _Hlk208302504]
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[bookmark: _Hlk205987492]Appendix 1

Grid Analysis Table
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Appendix 1

PMI Analysis Table

	Solution A

	Plus
	Minus
	Interesting

	Improves online visibility and competitiveness.
	High initial development and marketing cost.

	Opportunity to introduce online-exclusive services or bundles

	Supports long-term business growth and sustainability

	Requires ongoing digital marketing management
	Potential for data analytics to understand customer behaviour

	Enhances brand awareness through SEO and social media presence.

	Possible delays or issues during website development.
	Ability to scale into mobile apps or subscription models later

	Enables online payments, easier ordering, and improved customer experience.

	Staff may need training to maintain and update digital content
	Increased partnerships with local eco-friendly brand

	Attracts new customer segments, especially younger and tech-savvy buyers.
	
	

	
TOTAL: 5
	
TOTAL: 4
	
TOTAL: 4



[bookmark: _Hlk210816971]Therefore: Final Answer for Solution A = Positive overall – strong long-term strategic impact


	Solution B

	Plus
	Minus
	Interesting

	Increases customer retention and consistent recurring revenue
	Requires investment in delivery logistics and inventory planning
	Potential partnerships with offices and hotels for regular arrangements

	
Appeals to both individual and business clients.
	Risk of low subscription uptake initially
	Possibility of personalised subscription tiers

	Strengthens customer loyalty and brand engagement

	Requires digital infrastructure for loyalty management
	Creates a strong community-focused brand identity

	Supports sustainability messaging with seasonal flowers

	Could place pressure on seasonal stock availability
	Opportunity for exclusive member-only offers

	
TOTAL: 4
	
TOTAL: 4
	
TOTAL: 4



Therefore: Final Answer for Solution B = Balanced, but less impactful compared to Solution A



Appendix 2

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?
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Appendix 3
Implementation Plan

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

	WHEN

	WHO

	Done

	
	1

	Conduct full website audit and identify weaknesses (navigation, speed, content, visuals)
	1st week


	
Owner or a web developer

	



	
	2


	Redesign and rebuild the website with improved layout, secure payments, and mobile optimisation
	Between (2-4)


	Web developer


	



	
	3


	Implement SEO optimisation including keywords, metadata, image tags, and backlinks
Or Google ads
	Week 4 to 5


	Digital marketing team


	



	
	4


	Launch digital marketing campaign using social media ads, Google Ads, and email marketing
	
Week 5 to 8

	Digital marketing team



	



	
	5


	Train staff on updating website content and managing online customer enquiries


	Week 8


	Owner or  Digital marketing team



	






Appendix 4

The Key Performance Indicator is: 

	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	Improve Green Haven’s online sales by enhancing the website and launching targeted digital marketing campaigns.






	Track online sales, website traffic, conversion rate, and social media engagement using analytics tools.





	Achievable with website redesign, SEO optimisation, and consistent marketing activities.





	Supports the business objective of increasing revenue and strengthening online presence





		business objective of increasing revenue and strengthening online presence.



	Achieve a 20% increase in online sales and a 30% increase in website traffic within 6 months
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