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Digital Business Space Solutions
Poor Consumer Loyalty
The most effective solution to insufficient consumer loyalty is to create a membership loyalty program. Such a program will encourage the clients to purchase from Woolworths due to the earning of points frequently. A membership loyalty program will also increase client’s benefits without lowering the price of services and products. More than 80 percent of firms have a specific type of customer loyalty program. Such a program has proven to be one of the most effective approaches for inspiring customer loyalty and increasing revenue. Different customer survey indicates that clients apt to stick with firms that offer such program.
 More than 70 percent of clients also insist that the ability to earn points and reward altars their spending behavior. This program will reward clients who repeatedly interact with Woolworths. The loyalty program will use a specific customer retention strategy to encourage customers to continue purchasing from this firm rather than amazon. The more the clients would buy food products from Woolworths, the more they would earn rewards. The business would offer benefits to customers and or points, and in return, they would redeem the points for insider perks, rewards, and free products. Such a goal will motivate repeat purchases and built trust between the business and customers. According to the report from customer trust report, more than 90 percent of customers relate the level of trust in a company to the increase in loyalty. The running of such a program would mean that Woolworth will have to give something in return, that is, early access, sales, and discount (Kim et al., 2012).
	A customer loyalty program would increase customer referrals. The loyalty reward program would increase the chance of the client telling their family and friends about it, thus increasing the referrals. The program will also increase customer retention due to the client’s value to the program. Besides, the program will also increase sales since more than 50 percent of clients spent more after joining such a program. The customer loyalty program would also increase brand advocacy. The return clients would help Woolworth acquire more clients through word of mouth, which is primarily a low-cost marketing approach. Through the use of a point-based loyalty program, the customers would accumulate points they can redeem for perks, cashback, and freebies. In such a program, the clients would earn points from purchases and from sharing on social media, gamification, and leaving reviews (Ben Khelil & Bouslama, 2015). 
The program would also allow the clients to accumulate points without offering a transparent value exchange. According to a data and marketing association report, more than 40 percent of customers, specifically younger consumers, and millennials demand more alternative benefits and more bespoke for their loyalty instead of points. The point-based program is simple for users to understand. The program would also offer more significant competitive advantages since earning, and reward beginnings would be easily adjustable. Since the points are more targeted and flexible, the clients would perceive it as more creative. The program would also eliminate price discounting, specifically from promoting products that do not allow discounting. It would be an effective program since it would also reward the workers. The resale of virtual currency to different vendors will assist in supporting the program. The program would also help collect customer data for targeted promotional opportunities, targeted promotions, and cross-selling. The leveraging of distinct points redeemed and points issued would result in the reduction of marketing costs. The program would also increase the lifetime value of the consumers. The point program would encourage the clients to purchase products more frequently and spend more on every order. Such an aspect would increase the lifetime value for Woolworth customers. The point reward system would also increase client retention and boosting of sales (Aydinli & Bertini, 2013).
Website Not So User-Friendly
	The solution to the unfriendly user website is to hire or avail service of outsourcing website programmer to make the necessary changes. Websites have evolved into marketing tools. Woolworths must follow a specific criterion to have a favorable outcome. First, they should listen to the users. Woolworths should ask the regular customers what they would like to see on the page. Getting feedback from the target audience will allow the firm to discover the missing elements that they might not see independently. The company can take the comments positively and fix the features that clients dislike. The placing of clients at the core of the website content and design will make the website more user-friendly. The website should also load quicker, even on small electronic devices. Woolworths should use google page speed insights and Pingdom to the speed of the site. Such sites will also offer tips on how to speed up the company website. They should also provide in-depth information for the clients to decide about the services and products offered. When the clients hunt for information for long, they may assume the firm is hiding something that they will be frustrated with and leave the website. The firm should also make navigation intuitive (Seckler et al., 2015).
In most cases, when a potential client visits the website, they usually look at the navigation bar to orient themselves. The navigation bar is essential since it follows the site visitors throughout the website journey. Thus, The website should also limit the number of categories on its website navigation bar. Besides, the programmers should also try the A/B test of the bar. They should also try to use distinct positions such as wording and tab arrangement. The programmers should also select the color carefully. There should be a balance between clarity and beauty. The contrast between the text and the background should be adequate for the visitor to read the text easily (Ritter & Winterbottom, 2017).
The use of vibrant colors and red in the painting will draw the eye of the users. The programmers should also improve the site layout. More than 80 percent of internet users own smartphones; therefore, websites should be attractive on desktop and mobile phones. Woolworths’s website should have visible items. The programmers should also pay attention to solid calls to action in a suitable location. Potential clients who decide to purchase should know the way forwards should make the purchase process simple. The website should also have a contact. The lack of contact makes it difficult for the consumers to contact the business, thus losing their trust. More than 50 percent of potential customers believe that most websites lack contact information. The programmers should allow clients to contact the firm. Besides, they should also add a toll-free number, user forum, a knowledge base, and a live chat option. The last part would be testing every aspect of the website. After following all the measures, the company will be able to engage more clients on the page. Another benefit that the company will benefit from is a higher conversion rate. It will also be easier for clients to reach the desired call to action. Distinct methods for placing calls to action include knowing more about the service, buying now, and a button for sign up. The website will also save the long terms expenses and future costs Semerádová & Weinlich, 2020).
Worried Shareholders 
Woolworths management should first make sense of the price changes in the market. For the management to restore shareholders' trust, the management must first establish what went wrong and stop it from happening again. The second step is making amends; The public should make public explanations and apologies and accepting punishment and compensation. The firm should also enforce rules and regulations. However, control mechanisms can help in restoring shareholders’ trustworthiness, developing an influential, ethical culture. Woolworth managers will be crucial in setting the tone. The leaders can also disclose information signals to indicate that they are no hiding anything. The evidence will indicate that the company is transparent and accountable. The firm should also engage in endorsements and certification (Chen et al., 2016).
Media Ineptitude
	Woolworths’s workers should engage in real-time participation. This form of engagement requires the customer to be active on social media platforms simultaneously as the clients. The workers should also engage in live conversation with the customers for various reasons. One significant way to achieve such an aspect is through Twitter chat which allows participants to follow the specific subject through the designated hashtag. Another way to engage customers in social media is through customer service. Such service on social media is becoming an expectation rather than a bonus. Woolworths’s clients may have questions or complaints, and such a service offers a suitable path to answer the questions (Matejic, 2015).
Brand Corporate Staff Insufficiently Trained
	The managers should offer modular training to the new hires. Such training should include informative training sessions spread over a specific period. The workers should also pair new workers with the employee who has substantial online experience. Besides, The firm should also invest in training manuals and videos before and after-hours training sessions. The firm should also offer competency training so that they know how to combine online skills and knowledge (Hancox et al., 2010).
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