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[bookmark: _70590ozhh6y6][bookmark: _Toc214459127]Introduction
In the current highly competitive market, it has become highly vital for small firms to undertake an ongoing adaptation to manage shifting customer preferences and shifting digital trends to thrive in the long run (Omol 2024). This report discusses the challenges that are being faced by Green Haven Florists and focuses on determining the root business issues that are affecting its performance. The purpose of this work is to analyse two feasible solutions and justify the most effective one by structuring a proper implementation and measurement plan. The key concern of the report is to propose a solution that could help address declining sales and poor market position.
[bookmark: _ph4rj9ihadch][bookmark: _Toc214459128]Brief Explanation of the Specific Business Problem
Green Haven Florists functions as a small independent florist shop in Norwich that has developed its reputation by providing customers with bespoke floral arrangements, using sustainable materials and developing effective community connections. This reflects that the brand has successfully developed its local presence, but the firm is still facing a huge decline in its performance. The entity is facing a deduction in sales by around 30% in-store, even though there is, a reduction in foot traffic as well as the operational costs are constantly exceeding without having surplus profit to manage the cost. Even customer behaviour related to shopping is shifting into online flower retailers that provide its customers flowers with convenience, at a lower rate and promote faster delivery (Gabellini and Scaramuzzi, 2022).
There were diverse interconnected problems, which has in combined aspect led to the root problem. The location of the shop has been experiencing declining footfall as a result of nearby business closures. The website of the firm is obsolete, and its design is complex for customers to navigate, lacking modern features like online ordering, flexible delivery options, as well as subscriptions. Customer feedback reflected dissatisfaction due to a lack of digital experience. The situation gets worse due to intensified competition, with a boutique florist making use of effective social media marketing and a national chain providing aggressive pricing. The exceeding supply rate and issues in adapting to the new digital marketing trends have made the situation worse.
After recognition of all these issues, one specific problem that is going to be addressed in the report is the outdated and poor digital presence, which has reduced customer engagement, the brand`s accessibility and restricted Green Haven from competing prominently within the modern floral retail market. The lack of digital presence among small businesses gives a competitive edge to its competitors, as around 55% of SMEs believe competitive brands have a strong digital presence that diverts customers toward such brands (Startupsmagazine.co.uk, 2025). Recently, around 76% of customers tend to search for a company website before visiting the physical outlet, reflecting the necessity to address this issue first (Forbes, 2024). 
[bookmark: _f4p0itqqsslz][bookmark: _Toc214459129]Suggested Two Alternative Solutions
Solution A Proposal
Solution A incorporates undertaking an overall redesign of Green Haven’s obsolete website and the inclusion of a completely functional online ordering system. This incorporates mobile optimisation, developed navigation, premium-quality product photography, and securing digital payment options. Modernising the website helps mitigate poor accessibility, along with low customer engagement. It is regarded that around 88% of customers refused to return to the website after gaining a bad user experience, reflecting the need for an enhanced platform of Green Haven Florists (Forbes, 2025). Further, firms that have optimised its websites are able to gain more conversion rates (Invespcro, 2024). Thus, this solution is effective to resolve the issue by giving competitiveness to the firm by meeting customer needs related to convenience, exceeding operational efficiency, increasing market reach, and upgrading the brand’s digital credibility.
Solution B Proposal
The inclusion of structured digital marketing tactics that lay concern on social media advertising, SEO, influencer collaboration and customer-concerned content creation is being proposed as solution b. This approach is effective in exceeding visibility and customer engagement by prioritising online audiences who majorly depend on digital platforms. The e-commerce penetration within the UK accounted to around 85% stating that nearly all customers in the UK buy online, requiring the firm to develop effective digital marketing (Statista, 2025). Small businesses using a targeted social media approach help to acquire higher lead growth. This solution is effective in mitigating the poor digital presence of Green Haven Florists by generating awareness, exceeding website visits and increasing online orders (Forbes, 2024).
[bookmark: _ozmcatepsoie][bookmark: _Toc214459130]Justification for Selected Solution
The PMI analysis includes ‘Plus, Minus, and Interesting’ analysis which is a vital tool utilised for discussing the solutions’ effectiveness by determining its benefits, issues and other aspects (Boylan et al. 2024). The PMI findings have reflected that Solution A is a more significant option as it acquired a higher score and is effective in addressing the main digital-performance problem that is reducing the competitiveness of the Green Haven Florists. The criteria used were customer accessibility, long-term competitiveness, operational significance, conversion rate, as well as brand credibility and its support in outlining the immediate challenges that have affected the performance of the firm and its requirement to adapt within a digital-first retail environment. Accessibility and long-term competitiveness are vital as around 76% of customers visit the website before visiting its outlet store, and 88% avoid firms with poor user experience. Such behaviours need to state that the performance of the website is highly vital to deal with declining performance and sales of the firm. Further, Solution B helps in giving engaged visibility, but it cannot give optimal impact to the firm without having a functional and user-friendly website to convert the interest of the customers into sales. Hence, Solution A is more effective in giving a stable position to the firm that promotes future growth as well as digital marketing excellence.
[bookmark: _zcr5cq9coz6e][bookmark: _Toc214459131]Risk Analysis of the Selected Solution
The considered solution might face diverse threats like delay in the development of the website, budget exceeding, and low adoption of its among customers. Such risk takes place as small businesses like Green Haven generally do not have digital expertise, and forming a completely functional online system needs technical knowledge as well as customer acceptance.
The criteria utilised incorporate financial impact, operational issues, and customer experience, along with time feasibility. Such aspects have been selected as it has direct influence on the capability of Green Haven to stabilise the operation and performance within the complex retail market and secure its limited resources.
The higher weightings have been assigned to financial impact as well as customer experience, as the firm is consistently facing issues like reduced revenue (Goodman, 2023). Thus, the firm requires having an accessible platform that helps in retaining customers who now give value to convenient and effective online interaction.
The solution is reliable as the elevation of the website's credibility and performance supports in mitigating the root cause of the corporate firm`s issues and gives long-term resilience (Çelik, 2021). In case the risk arises, they are also manageable by considering structured planning, phased implementation, along with customer engagement tactics. This makes the suggested solution achievable as well as strategically vital.
[bookmark: _yid60exq9k6o][bookmark: _Toc214459132]Plan to Implement the Selected Solution
The tasks are being scheduled in the right sequence to ensure that dependencies are logically formed. The audit phase needs to be undertaken first to inform decisions related to design, the next phase is redesign, system building, testing lastly monitoring and final launch (Land, 2023). Responsibilities are distributed by concerning on expertise, technical work is assigned to developers, operational work to owners, while usability testing to customers to acquire real feedback. This order helps in reducing disruption and guarantees accuracy. 
Decisions are justified by giving importance to minimise risk, efficiency, and alignment with expectations of the customer through feedback. This structured strategy of implementation guarantees that the redesigned website could promote reliable results by adhering to ongoing testing and thus, could be ready to address the current digital presence issues of Green Haven.
[bookmark: _z9dna565ykfk][bookmark: _Toc214459133]Means of Measuring the Effectiveness of Implementation of Selected Solution
The proposed KPI is significant as it measures the direct result of the website redesign by utilising the quantifiable indicators like conversion rates, loading speed, as well as online order volume. Such metrics support in reflecting improvements in digital efficiency and customer interaction. The SMART objectives has enhanced the evaluation by guaranteeing that goals are prioritised, trackable, achievable, and linked with organisational requirements (Kaesehagen, 2023). The time-bound structure supports ongoing monitoring and guarantees the implementation can be as per schedule (Grootjans, 2024). The KPI and SMART objectives have developed a logical, evidence-based paradigm that supports ongoing assessment, while validating the impact of the solution, and guides vital adjustments for effective performance.
[bookmark: _4l0i679d8ugs][bookmark: _Toc214459134]Key Findings
· Green Haven Florist’ 30% reduction in its sales is linked to its obsolete website and poor digital presence, and this has reduced customer engagement and accessibility.
· PMI analysis reflected that Solution A has scored more as it has a direct impact on the conversion rates, experience of the user, as well as promotes long-term competitiveness.
· Customer behaviour trends reflected that 76% of buyers check a firm's website before visiting, and forming digital optimisation is highly vital.
· Risks recognised are delays in the development, budget overspend, along with low adoption, and are manageable through effective planning and ongoing testing.
[bookmark: _95dmxchzj3r0]

[bookmark: _4qbp4prirsut][bookmark: _Toc214459135]Conclusion
It is concluded that elevating digital infrastructure of Green Haven’s through a redesigned website and an integrated online ordering process is a highly effective solution for transforming the declining performance into growth. This approach helps in mitigating and addressing customer expectations and elevated competitiveness in a shifting retail environment. The use of effective implementation, risk management, and measurable KPIs, the solution suggested, is significant in giving long-term resilience and positioning the firm to acquire digital growth.
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	Solution A

	Plus
	Minus
	Interesting

	Elevated customer accessibility (+1)
	Exceeding the upfront development cost (-1)
	Develops considerable subscription services (+1)

	Exceeding conversion rates (+1)
	Need technical expertise (-1)
	Promotes personalised online experiences (+1)

	Develop the brand credibility (+1)
	
	

	Promotes long-term competitiveness (+1)
	
	

	
TOTAL: 4
	
TOTAL: 2
	
TOTAL: 2 


[bookmark: _ixsyhx58ulmm]Therefore: Final Answer for Solution A = 4
	Solution B

	Plus
	Minus
	Interesting

	Elevate brand visibility (+1)
	Not much effective without having a significant website
(-1)
	The brand can go viral by collaborating with an influencer (+1)


	Attracting online customers (+1)

	Need ongoing investment  (-1) 
	Increasing reach beyond local customers (+1)

	Generates exceeding leads (+1)

	
	

	
TOTAL: 3
	
TOTAL: 2
	
TOTAL: 2


Therefore: Final Answer for Solution B = 3


[bookmark: _ckfepy4juyp][bookmark: _Toc214459139]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?

	1
	Delay in Website development due to technical issues

	3
	4
	12
	Making utilisation of the developer and setting phased milestones	

	Increasing timeline and prioritising vital features

	2
	Budget exceeded at the time of redesigning the website 

	2
	5
	10
	Developing a fixed-price contract as well as undertaking monitoring of  weekly costs
	Minimising non-essential design components 

	3
	Lower customer adoption of the new online website 

	3
	4
	12
	Giving support to customers and optimising user experience
	Giving promotional discounts to influence the utilisation of the website 
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Name the problem you are solving: Outdated and poor digital presence.
Name the solution you are implementing: Complete website redesign with an integrated online ordering process.
	
	Task
	WHAT

	WHEN

	WHO

	Done

	1
	Website Audit


	Undertaking a full assessment of the current website design, navigation, mobile compatibility, payment problems, layout glitches, loading delays, fragment links, and poor navigation is vital. Even it will incorporate assessing missing features to form baseline requirements for redesign.

	1st Week 


	Liam (Owner) and External Web Consultant


	No



	2
	Redesign of the website 


	Redesign the website structure by integrating mobile optimisation, promoting payment integration, and upgraded catalogue of the product. Further, the phase will include premium standard photography guidelines to support floral arrangements.


	Week 3 to 4


	External Web Developer and Priya (Co-owner)


	No



	3
	Testing and Optimisation


	Developing as well as testing an online ordering system incorporating delivery slot choosing, automated confirmations, user accounts, subscription feature, and checking error across devices and browsers.


	Week 5 to 6


	Web Developer and IT Support Freelancer


	No



	4
	Refinement 


	Uploading optimised images of the product, refining content, undertaking customer testing, gathering feedback and commencing improvements before finalising the structure of the website 


	Week 7 to 8


	Priya (Co-Owner) and the Chosen  base of Loyal Customers


	No



	5
	Monitoring setup


	Launching website, monitoring performance, mitigating faults and influencing ordering platform by using social media, email campaigns, as well as in-store signage
	Week 9 to 10


	Liam (Owner) and Marketing Assistant, and Developer


	No




[bookmark: _ycpbvvj4iy1r][bookmark: _Toc214459141]Appendix 4: KPI and SMART Table
	Specific
	Measurable
	Attainable
	Relevant
	Time-Bound

	The KPI focuses on developing digital performance by tracking an increase in online sales and user engagement after the redesign of the website.





	The development will be measured by utilising metrics like website traffic, conversion rate, bounce rate, loading speed, and rate of completed online orders.
	Targets are realistic as it link effectively with available digital tools, the capabilities of employees, and achievable development to the redesigned website.






	The KPI links directly with the firm`s goal for modernising its digital presence and supporting efficient online service delivery.





	Performance will be observed and monitored monthly for three months after implementation to determine progress and guarantee on-time improvements.








2

