Module Title: Problem Solving and Decision Making

Module Code: LCLM 4004 

Assessment: Component 2 Report

Student Name: Maria Hussain	

Student Number: 2436307

Lecturer’s Name: Chijioke Uba  






Table of Contents
Brief Explanation of the Specific Business Problem	2
Suggested Two Alternative Solutions	3
Solution A: Website Redevelopment and Digital Marketing Strategy	3
Solution B: Community Partnerships and Local Events	4
Justification for Selected Solution	4
Risk Analysis of the Selected Solution	4
Plan to Implement the Selected Solution	5
Means of Measuring Effectiveness of Implementation	5
Key Findings	6
Reference List	7
Appendix 1: Grid Analysis Table	8
Appendix 2: Risk Analysis Table	9
Appendix 3: Implementation Plan	10
Appendix 4: KPI and SMART Table	11













[bookmark: _Toc9970546]Brief Explanation of the Specific Business Problem

Green Haven Florists, a small independent shop in Norwich, has faced declining customer engagement and online visibility. Once known for its sustainable and creative arrangements, the business has struggled to maintain relevance in a rapidly digitising market. Footfall has dropped due to the decline of the local high street, while larger online retailers have attracted consumers with convenience and discounts. The root cause identified for this report is the outdated digital presence specifically, a weak website and minimal digital marketing activity. This has limited Green Haven’s ability to connect with modern consumers and promote its unique eco-friendly value proposition.







[bookmark: _Toc1481695145]Suggested Two Alternative Solutions

[bookmark: _Toc196354159]Solution A: Website Redevelopment and Digital Marketing Strategy
This solution focuses on updating Green Haven’s website to include online shopping, subscription options, and search engine optimisation (SEO), alongside a consistent digital marketing approach. The plan includes regular activity on social media platforms such as Instagram, Facebook, and TikTok, as well as targeted online advertising to reach potential customers. By making it easier for customers to browse and purchase online, the business can improve engagement, increase sales, and strengthen its brand. This strategy directly addresses the problem of low online visibility and reflects consumer trends for convenient, personalised shopping and sustainable products, supporting long-term growth.

[bookmark: _Toc112590149]Solution B: Community Partnerships and Local Events
An alternative solution would be to boost Green Haven’s brand engagement through local collaborations and in-person activities. The shop could partner with nearby cafés, eco-markets, or community centres to host pop up stalls, floral workshops, and seasonal events. This approach builds on Green Haven’s reputation for personalised service and eco-friendly values, creating strong emotional connections with customers and encouraging loyalty. It could also attract media attention and word-of-mouth promotion, helping to differentiate the business from larger, impersonal online retailers. While this strengthens local relationships, its effect on wider online visibility and sales may be limited compared with a full digital transformation.

[bookmark: _Toc2000832467]Justification for Selected Solution
Based on the Grid Analysis (Appendix 1), Solution A scored higher overall due to its scalability, market reach, and long-term sustainability. The evaluation criteria included cost, feasibility, customer reach, and alignment with modern consumer habits. Greater weighting was assigned to customer reach (30 %) and strategic impact (25 %), as improving visibility is critical to addressing the business problem. While Solution B offers local benefits, Solution A provides a stronger return on investment and directly tackles the digital gap that is constraining growth. Therefore, a website redevelopment and integrated digital-marketing plan is the most appropriate course of action.

[bookmark: _Toc2034107130]Risk Analysis of the Selected Solution
As shown in Appendix 2, the primary risks associated with Solution A include high initial costs, limited digital expertise, and potential implementation delays. The evaluation criteria used were probability, impact, and controllability. The highest risk weighting (40 %) was given to impact, as poor execution could weaken customer trust or waste resources. These risks can be mitigated by outsourcing website development to professionals and providing staff training on digital tools. Although initial investment is considerable, the long term benefit of improved visibility and increased online sales outweighs the potential drawbacks, making this solution reliable and sustainable.






[bookmark: _Toc1662996700]Plan to Implement the Selected Solution
The implementation plan, set over six months, begins with redeveloping Green Haven’s website. This first phase covers layout design, e-commerce functionality, and SEO integration to create a solid online foundation. The second phase focuses on launching targeted digital marketing campaigns, including social media, email newsletters, and Google Ads. Liam will lead creative development, while Priya manages finances and coordinates with external developers. Tasks are scheduled sequentially website completion first, marketing rollout second to ensure a smooth transition. Defined milestones, clear responsibilities, and regular progress checks promote accountability, allow early feedback, and support a successful, well monitored implementation of the strategy.

[bookmark: _Toc296775585]Means of Measuring Effectiveness of Implementation
Measurement will be based on Key Performance Indicators (KPIs) and SMART objectives (Appendix 4). The main KPI will be a 20 % increase in online orders within six months of launch. Additional indicators include social-media engagement (followers, likes, and website click-throughs) and customer retention via subscriptions. SMART objectives were selected for their clarity and measurability for instance, improving website traffic by 30 % within six months is Specific, Measurable, Achievable, Relevant, and Time-bound. Regular monthly reviews will help assess progress, enabling data-driven decisions and ensuring that digital strategies remain aligned with business goals.









[bookmark: _Toc1161149866]Key Findings
· The KPIs and SMART targets provide a practical framework for tracking the effectiveness of the organisation’s digital strategy.
· Linking each objective to a measurable indicator allows the business to monitor progress clearly and address underperformance quickly.
· Defined percentage increases over six months encourage focused action while allowing enough time for meaningful results.
· Regular review periods ensure performance data is used proactively to refine campaigns, adjust tactics, and allocate resources efficiently.
· This structured approach promotes accountability across departments and helps staff recognise how their work supports wider goals.
· Consistent use of KPIs strengthens decision-making and improves the organisation’s ability to adapt to changing customer behaviour and market conditions.
· Overall, the approach supports sustained growth across sales, traffic, engagement, and customer retention.
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[bookmark: _Toc435745624]Appendix 1: Grid Analysis Table
	Criteria
	Weight (%)
	Solution A (Score / 5)
	Weighted Score
	Solution B (Score / 5)
	Weighted Score

	Cost effectiveness
	20
	3
	0.6
	4
	0.8

	Customer reach
	30
	5
	1.5
	3
	0.9

	Feasibility
	15
	4
	0.6
	5
	0.75

	Strategic impact
	25
	5
	1.25
	3
	0.75

	Long-term sustainability
	10
	5
	0.5
	3
	0.3

	Total Score
	100 %
	4.45
	
	3.5
	


Solution A outperforms Solution B with a higher total weighted score of 4.45, driven by superior customer reach and strategic impact. It also excels in long-term sustainability, making it the preferred choice for future success. In contrast, Solution B scores 3.5, lacking in key areas (Smith, 2023; Brown, 2022).








[bookmark: _Toc951195121]Appendix 2: Risk Analysis Table
	Risk
	Probability (1–5)
	Impact (1–5)
	Total (P×I×W)
	Mitigation Strategy

	High initial cost
	3
	4
	12
	Seek external funding or phased payments

	Limited digital expertise
	4
	4
	16
	Provide staff training and mentorship

	Implementation delay
	2
	3
	6
	Use professional developers with fixed deadlines

	Total Risk Index:
	
	
	34 (Moderate Risk)
	


The risk assessment highlights three primary risks, each with different probabilities and impacts. The high initial cost carries a moderate probability (3) and a significant impact (4), resulting in a total score of 12. The limited digital expertise poses a higher probability (4) and impact (4), resulting in the highest score of 16, marking it as the most critical risk. Implementation delays have a lower probability (2) and impact (3), yielding a score of 6. With a total risk index of 34, this is classified as moderate risk (Johnson, 2022; Williams, 2021).





[bookmark: _Toc223514913]Appendix 3: Implementation Plan
	Phase
	Task
	Responsible Person(s)
	Duration
	Expected Output

	Phase 1
	Website design & SEO setup
	External developer, Liam
	6 weeks
	Live optimised website

	Phase 2
	E-commerce integration
	Developer, Priya
	4 weeks
	Online shop and payment system

	Phase 3
	Launch social-media campaign
	Liam
	3 weeks
	Improved engagement and traffic

	Phase 4
	Evaluate analytics & refine
	Priya
	Ongoing
	Monthly performance reports



The phased approach outlined above supports a structured and measurable progression from web development to digital marketing and subsequent evaluation. Establishing a clear sequence of activities is essential, as research indicates that coordinated planning improves implementation success and reduces operational setbacks (Johnson, 2020). By integrating SEO at the outset, the project strengthens long-term visibility, while the staged introduction of e-commerce and social-media activity ensures each component is fully functional before further expansion. Regular analytics reviews are crucial, enabling the team to refine strategies in response to user behaviour and emerging market trends (Smith & Turner, 2021).




[bookmark: _Toc1304713393]Appendix 4: KPI and SMART Table
	Objective
	KPI
	SMART Criteria
	Target
	Review Period

	Increase online sales
	% of total orders online
	Specific, Measurable, Achievable, Relevant, Time-bound
	+20 % in 6 months
	Monthly

	Boost website traffic
	Website visits (Google Analytics)
	SMART
	+30 % in 6 months
	Monthly

	Improve social-media engagement
	Likes, comments, followers
	SMART
	+25 % in 6 months
	Quarterly

	Customer retention
	Subscription sign-ups
	SMART
	+15 % in 6 months
	Quarterly



The KPIs and SMART targets outlined above provide a practical framework for tracking the effectiveness of the organisation’s digital strategy. By linking each objective to a measurable indicator, the business can monitor progress with clarity and respond quickly to any areas that underperform. Setting defined percentage increases over a six-month period encourages focused action while still allowing enough time for meaningful results to develop. Regular review periods ensure that performance data is used proactively, enabling the team to refine campaigns, adjust tactics, and allocate resources more efficiently, ultimately supporting sustained growth across sales, traffic, engagement, and customer retention.
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