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[bookmark: _Toc227751966]1. Overview of Case Study and Problem
Green Haven Florists is a small company, founded in 2016 by two partners Liam and Priya Patel. The business focused on building a reputation in the floristry industry with the community as well as become an ambassador for eco-friendly packaging. This past year, Green Haven recently noticed a drastic 30% decrease in in-store sales. The UK florist industry is declining by a 0.6% CAGR, which demonstrates the declining demand for florists in an only retail market (IBISWorld, 2025). Company’s new goal is to determine to focus on developing an innovative business model to ensure business continuity in a growing market.
[bookmark: _Toc227751967]2. Proposed Solutions
[bookmark: _Toc227751968]Solution A: Tiered Flower Subscription Service
The first solution concerns the creation of a rolling membership service in which customers are able to choose a selection of seasonal flowers to be delivered at a set date. A requested membership will be held at one of three pricing tiers (Standard, Premium, or Luxury) each at the price of £25, £40, and £65, respectively. These solutions will address inline and online sales issues and in addition, may provide Green Haven with a more predictable and steady stream of income. Economically, the solution is justified with the opening of new subscription services, showing growth by Global Market Insights (2025) at the rate of USD 18.4 billion in 2025 to 31.3 billion by 2034, alongside UK subscriptions reaching £2 billion (Market.us, 2025). Wu, Guo and Luo, (2024) state subscription services will have new and loyal customers. Subscription services provide more direct value and the company is more profitable, with a customer lifetime value increase by 70% compared to transactional services (Marketing LTB, 2026), and for Green Haven, the service will help achieve long-lasting profitable sales.
[bookmark: _Toc227751969]Solution B: Social Media and Digital Marketing Overhaul
The second option would include a complete overhaul of Green Haven’s social media and digital marketing strategy. This would include a new Green Haven website prioritising usability and mobile optimisation, new social media channels with consistent, visually appealing content, and the beginning of focused paid advertising. It was found that the website is outdated, as per responses by Green Haven customers, and this creates a significant challenge to online sales. According to Sprout Social, (2025) reports, 29% of Instagram users buy on Instagram, and 58% of users find new businesses on social media. This solution would improve the brand's online appearance and increase online sales, but not the revenue gap by itself. This is a multi-step process and the sales would not be realised for a significant period of time.” As a result, Solution B is more of a general initiative than Solution A.
[bookmark: _Toc227751970]3A. Evaluation of Solutions – Grid Analysis
A weighted Grid Analysis was used to compare the two options and objectively score them against five outcomes. These are the estimated cost to implement, layoffs for a small and medium Enterprise, revenue impact, vertical competitiveness, and ecological alignment. Each option was given a score of 1–5 per criterion, and the final score of each option was calculated. The Grid Analysis technique is widely used in business decision-making to reduce subjectivity by applying structured, quantitative weighting to qualitative judgements (Armstrong, G. and Kotler, 2020). See Appendix 1 for the full Grid Analysis table.
[bookmark: _Toc227751971]3B. Justification of Preferred Solution
The Grid Analysis yielded a score of 4.40 for the Flower Subscription Service and 3.80 for the Social Media Overhaul. The subscription model earned the maximum score in the grid for a direct sales impact, scoring 5/5, as it brings about a new funding source for the business. No local competitors offer subscription services. This model is eco-friendly, and therefore, its use does not require compromises on the brand, aligning with what (Lindström et al., (2024) argue on the success of subscription models as one of the support services. The Social Media Overhaul was scored 1/5 on the direct sales impact and scoring 3/5 on the differentiation in the comparison, as the dominant competitor is a local business with boutique positioning in Instagram. Speed Commerce, (2025) asserts that subscription services for businesses boast a net contribution margin of 60%. This suggests that from a financial standpoint, Solution A is more feasible. The subscription model also allows Green Haven to turn its competitive advantages in personalized services, quality, and a strong commitment to sustainable practices into a profitable ongoing revenue stream.



[bookmark: _Toc227751972]4A. Risk Analysis
The primary risks associated with the subscription service for flowers were identified in a formal Risk Analysis. Each risk was estimated and assigned a score based on their Likelihood (1-5) and Impact (1-5). The main risks were then prioritized, where the scores were 12 or above where classified as a risk, scores between 51 - 11 were classified as a medium risk, and scores of 5 or below were classified as a low risk. See Appendix 2 for the complete Risk Analysis matrix.
[bookmark: _Toc227751973]4B. Results of the Risk Analysis
Three risks were identified as High Risk (score ≥ 12). First, Green Haven is concerned about low subscriber uptake, considering that subscription models entail recurring payment commitments from customers. To mitigate this, Green Haven will initially launch to its loyal customer base and offer them discounted subscriptions. Second, stock procurement can place pressure on cash flow. This risk can be mitigated by using pre-shipment payment, as is common in the industry. Third, Managing the risk of fluctuating supply chains on imported flowers and flowers prices can be mitigated by Green Haven diversifying and focusing on seasonal flowers grown within the UK. This sustainability positioning also amplifies Green Haven’s commitment to sustainability. Two medium risk (score 9 each) factors can be managed through Green Haven’s mitigation strategies. This is because all identified risks were within Green Haven’s operational abilities.
[bookmark: _Toc227751974]5A. Implementation Plan
An implementation plan integrating the five phases of research and planning, set up, soft launch, full launch, and review, was drafted to cover the subscription service launch within nine months. Refer to appendix 3 for the full implementation plan.
[bookmark: _Toc227751975]5B. Justification of Implementation Plan Activities
To avoid financial risk, the plan is segment with each section addressing operational confidence prior to the full scale launch. The research and planning phase represents a significant portion of this, as validating customer demand mitigates most risks associated with the failure of a new product, subscription service. This can be achieved through a customer survey to as Green Haven’s loyal customers to gauge demand. Phase 2 (Setup) focuses on upgrading the website and payment systems. Customer feedback shows the website slows conversions. Deku et al., (2024) states digital marketing will lose its purpose for SMEs when the website has a lack of user friendliness. Phase 3 (Soft Launch) consists of the first rollout to the existing customer base that is even more constrained. Starting with the same basis as Swell, (2026), who claimed that the highest rates of trial-to-paid conversion were seen with the users who are the most familiar with the company, provides positive reinforcement to this statement. Phase 4 (Full Launch) plans to employ a small budget (between £200 and £300 per month) to encourage social media advertising targeted to acquire new subscribers. Liam will take the lead on KPI for this plan, as the subscription model demands weekly KPI performance tracking, and leadership on the KPI will not leave any gaps. To maintain a competitive, IT-led agile stance, monthly scheduled conversations among the partner companies are conducted.
[bookmark: _Toc227751976]6A. Key Performance Indicator and SMART Objectives
The KPI chosen is monthly revenue from subscriptions. It is the best, most immediate indicator to show that the revenue declines for Green Haven are changing. Website metrics (visits, social media followings, etc.) show user demand. However, the chosen metric is a direct indicator of the chosen business problem. To achieve the KPI, and the best-practice SMART Objectives, please see the detailed SMART Objectives table with Appendix 4 for reference.
[bookmark: _Toc227751977]6B. Monitoring and Evaluation of Effectiveness
Using an affordable Proposition along with the CRM offered, Green Haven can engage with some of the major e-commerce (Shopify, etc.) to encourage users. Week to week, Conversion will be tracked through subscription Purchases aimed at the metric of monthly subscriptions. Along with multiple metrics, subscription tracking will include a reduction of changes rates (month to average) and an increase in transaction amount. According to Marketing LTB (2026), to be considered industry leaders, companies need to maintain a subscription churn rate of less than 4% monthly. Therefore, a rate of 5% or higher would warrant immediate changes to box contents, personalization, and pricing. Armstrong and Kotler (2020) illustrate the importance of both leading and lagging indicators to evaluate the effectiveness of marketing. Important leading indicators include subscriber sign-ups, and important lagging indicators include profitability and customer lifetime value (CLV). This framework will help to ensure that companies do not confuse short-term success with long-term viability.
[bookmark: _Toc227751978]7. Summary of Key Findings
· The florist market in the UK is experiencing a declining market of 0.6% (IBISWorld, 2025). Thus, the company must act and adapt.
· A tiered Flower Subscription Service beat a Social Media Overhaul in the Grid Analysis (4.40 vs 3.80).
· According to Wu et al., (2024)subscriptions broaden the horizon to a larger purchasing customer segment. Another researcher, Lindström et al., (2024) argue that successful subscription models have a strong Brand.
· The company has distinguished three Major Risk Factors issues of customer adoption, cash flow, and supply chain.
· The given plan has clearly delineated roles and clearly specified resource requirements at each level for over nine months.
· Performance will be measured against the key KPI of Monthly Subscription Revenue, along with evaluations of the churn rate, subscriber count, and profit against the performance measurement paradigm of Armstrong and Kotler (2020).
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[bookmark: _Toc227751980]Appendix 1: Grid Analysis
Method: Each option was scored 1-5 for each criterion with 5 being the most favorable and that score was multiplied by its respective criterion weight. The option with the highest score is the most favorable.
	Criteria
	Weight
	Subscription Service Score (1-5)
	Subscription Service Weighted
	Social Media Overhaul Score (1-5)
	Social Media Overhaul Weighted

	Implementation Cost
	20%
	3
	0.60
	4
	0.80

	Feasibility for SME
	20%
	4
	0.80
	4
	0.80

	Impact on Sales
	25%
	5
	1.25
	4
	1.00

	Competitive Differentiation
	20%
	5
	1.00
	3
	0.60

	Alignment with Eco-Ethos
	15%
	5
	0.75
	4
	0.60

	TOTAL
	100%
	—
	4.40
	—
	3.80


 Conclusion: The Flower Subscription Service (4.40) option scored higher than the Social Media Overhaul (3.80) and is the most favorable option.














[bookmark: _Toc227751981]Appendix 2: Risk Analysis
Method: Each risk is rated on Likelihood (1=rare, 5=almost certain) and Impact (1=negligible, 5=critical). Risk Score = Likelihood × Impact. Scores ≥ 12 are High Risk (red), scores 6–11 are Medium Risk (amber), scores ≤ 5 are Low Risk (green).
	Risk
	Likelihood (1-5)
	Impact (1-5)
	Risk Score
	Mitigation Strategy

	Low subscriber uptake
	3
	4
	12
	Introductory offer (e.g. first box 20% off); targeted social media promotion

	Cash flow pressure from up-front stock costs
	3
	4
	12
	Require payment before dispatch; use pre-orders to gauge demand

	Supply chain disruption / flower price volatility
	4
	3
	12
	Diversify to UK-grown seasonal blooms; maintain 2 backup suppliers

	Delivery logistics complexity
	3
	3
	9
	Partner with local courier; begin with Norwich-only delivery zone

	Competition copying the model
	2
	3
	6
	Emphasise bespoke, sustainable brand story; build loyalty via personalisation

	Staff capacity constraints
	3
	3
	9
	Hire one part-time member; use delivery scheduling tool to optimise workflow


 Note: Risk Score cells are colored with red highlights for an aggregate score ≥ 12, and with yellow for an aggregate score 6–11. There are viable and sufficient strategies to mitigate and limit the impact of all identified risks.








[bookmark: _Toc227751982]Appendix 3: Implementation Plan
Solution: Flower Subscription Service | Timeframe: Weeks 1–ongoing (approx. 9 months to full review cycle)
	Phase
	Activity
	Timeline
	Responsibility
	Resources Required

	1 – Research & Planning
	Market research: survey existing customers re. subscription interest; analyse competitors
	Weeks 1–2
	Liam & Priya
	Survey tool (Google Forms); 2 hours staff time

	1 – Research & Planning
	Define subscription tiers (e.g. Standard £25/month, Premium £40/month, Luxury £65/month)
	Week 2
	Liam & Priya
	Pricing spreadsheet; supplier quotes

	2 – Setup
	Update website with subscription landing page and online payment gateway 
	Weeks 3–5
	Web developer / Priya
	£300–£800 web dev cost; Stripe integration

	2 – Setup
	Source eco-friendly subscription packaging materials
	Weeks 3–4
	Liam
	Packaging suppliers; budget ~£150 initial stock

	2 – Setup
	Recruit part-time delivery driver / florist assistant
	Weeks 4–5
	Priya
	Job advert on Indeed; interview time

	3 – Soft Launch
	Launch to existing customer database with early-bird discount (first month 20% off)
	Week 6
	Both partners
	Email marketing (Mailchimp); social media posts

	3 – Soft Launch
	Collect feedback from first 20 subscribers; refine box contents and logistics
	Weeks 7–8
	Both partners
	Feedback survey; 1 hour review session

	4 – Full Launch
	Open subscriptions to general public; run Instagram/Facebook paid ads
	Week 9
	Both partners + social media freelancer
	Ad budget: £200–£300 p/m initially

	4 – Full Launch
	Monitor KPIs weekly 
	Ongoing from Week 9
	Liam
	CRM or spreadsheet dashboard

	5 – Review
	Monthly performance review; adjust tiers, pricing and box contents as needed
	Monthly from Month 3
	Both partners
	KPI dashboard; accountant review quarterly


[bookmark: _Toc227751983]Appendix 4: KPI and SMART Objectives
Selected KPI: Monthly Subscription Revenue (£)
	KPI
	Key Performance Indicator: Monthly Subscription Revenue (£)

	Specific
	Generate recurring monthly income from flower subscriptions sold via Green Haven's updated website

	Measurable
	Achieve 50 active subscribers by Month 3 and 120 active subscribers by Month 6, generating a minimum of £3,000/month

	Achievable
	Based on existing customer base of ~300 loyal customers and targeted social media reach, a 4–6% conversion rate is realistic

	Relevant
	Directly addresses the 30% decline in in-store sales by creating a new, recurring digital revenue stream

	Time-bound
	50 subscribers within 3 months of launch; 120 subscribers within 6 months; profitability threshold reached by Month 9



Additional Supporting KPIs to Monitor: (i) Monthly subscriber count; (ii) Monthly churn rate (%); (iii) Website conversion rate (%); (iv) Average order value (£); (v) Net Promoter Score (NPS) of subscribers.
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