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SUSTAINABLE ENTERPRISE
Cycle Floristry 



Financial Overview of Cycle Floristry
Cycle Floristry is a sustainable flower business that offers seasonal bouquets/sustainably grown flowers, event flowers, subscription flower services, and eco-friendly gifts. Cycle will address significant environmental issues (e.g., importing flowers, carbon emissions related to transportation, excessive packaging, etc.) that originate primarily from an outdated floral industry model. Cycle Floristry will have its foundations in sustainability and will create both environmental and economic value. Supporting evidence suggests that companies can improve their long-term viability, operating efficiency and competitiveness by implementing environmental practices at the start of their businesses (Yuliantini et al., 2023; Brychko et al., 2023; Henriques et al., 2022).
The business model will consist of a combination of physical stores and an online ordering system to ensure that both local walk-in customers, as well as a broader digital customer segment, can access its products and services. A key feature of Cycle's Floristry financial plan will be its revenue diversification, with bouquets, subscription services, event/workshop sales and educational workshops providing multiple sources of revenue, allowing Cycle to avoid reliance on one source of revenue and ensuring cash flow stabilisation throughout the year. Evidence supports the conclusion that small to medium-sized enterprises (SMEs) that utilise flexible and digital business models are more capable of adapting to changing market conditions and growing into the future (Reim et al., 2022; Oliveira-Dias et al., 2022).
Cycle expects to incur between £38,000 and £45,000 in start-up costs, which include rent, equipment, stock/flowers, branding and working capital. While Cycle's commitment to sustainable sourcing will likely incur higher costs initially, it is projected that Cycle Floristry will generate long-term savings through waste reduction, local supply chains, and efficient use of resources. Research shows that small and midsize enterprises (SMEs) that are sustainably managed, utilise resources well, and incorporate innovative green practices tend to perform better in all areas and are more profitable than those that do not (Chin et al. 2026; Al-Romeedy & Singh, 2026; Sihite et al. 2026).

Cycle will also create financial sustainability through close cash flow management, low inventory waste and a focus on high-margin services like weddings and subscriptions. Cycle’s financial planning will further include contingencies such as setting aside an emergency fund and maintaining operational cost flexibility to accommodate changes in economic conditions.
Marketing Strategy of Cycle Floristry
Cycle Floristry has three main customer segments. These include environmentally conscious customers, event clients (weddings and corporate) and local businesses who need regular floral arrangements. Cycle’s differentiation will be its ability to source flowers locally, seasonally and maintain very low waste in all practices. The Slow Flower Movement has gained momentum, and research indicates that consumers now value locally grown flowers as they have less impact on the environment and provide a greater sense of authenticity than imported flowers (Thorning et al. 2022).
Cycle Floristry marketing will emphasise digital channels with substantial use of social media (Instagram, TikTok) to show floral arrangements and demonstrate sustainable practices while providing engagement with customers. Relative to this, Cycle will share behind-the-scenes information about how customers can use flowers seasonally, as well as testimonials from customers. One of Cycle’s Floristry major marketing assets is a well-designed website that allows customers to order products online, subscribe to product delivery and book attendance to workshops. There is a body of research suggesting that effective communication and consistent branding will aid Cycle in building trust with its customers and create long-term customer relationships (Al-Tarawneh, 2025; John et al., 2026).
Cycle Floristry will also execute its marketing strategy locally through partnerships with wedding venues, cafes and other eco-retailers. These partnerships will help promote workshops, which will serve as key components of marketing by building community interaction and loyalty. Collaborative knowledge sharing and collaboration among stakeholders are key components to the long-term sustainability of business growth and innovation (Juusola et al., 2026; Sihite et al., 2026).
The pricing strategy will align with the value-based price model. Pricing may be higher than in grocery stores, but Cycle Florestry will show the benefits of quality, sustainability and uniqueness in building a company's reputation. The ability to convey to target customers (this will require using straightforward ways to explain the benefits of the product, e.g., ethical, environmental, etc.) that the product provides and is helping to justify pricing and to help attract the target market. Research indicates that sustainability messaging, when communicated clearly, can affect a consumer's purchase decision (Kenanoglu, 2023; Etheredge et al., 2024).
PESTLE analysis of Cycle Floristry
	Factor
	Key Impact

	Political
	Support for sustainable and local businesses

	Economic
	Inflation and cost-of-living impact demand

	Social
	Increased demand for eco-friendly products

	Technological
	Growth of e-commerce and digital marketing

	Legal
	Compliance with business and environmental laws

	Environmental
	Climate change affects supply and operations



External factors are significant in determining how well a business will be successful. The need for a sustainable enterprise is due to the need for a sustainable business to be adaptable to economic fluctuations, environmental issues and the use of social trends to promote sustainable initiatives (Brychko et al., 2023; Zhao et al., 2026).
SWOT Analysis of Cycle Floristry 
	Strengths
	Weaknesses

	Strong sustainable brand
	Higher product costs

	Local sourcing and freshness
	Seasonal limitations

	Diverse income streams
	Limited staffing capacity

	Opportunities
	Threats

	Growing eco-conscious market
	Competition from large retailers

	Expansion into events/subscriptions
	Supply chain disruptions

	Partnerships with local businesses
	Economic downturn



While businesses that adopt sustainable strategies will experience the benefits of competitive advantage, managing the risks associated with the sustainable strategy and maintaining growth requires that these companies have the capacity for flexibility and innovation (Gandia et al., 2025; Al-Romeedy & Singh, 2026). Cycle Floristry is committed to its mission of providing flowers in sustainable ways. 

Goals and Objectives of Cycle Floristry
The main objective is to be a profitable and sustainable flower shop that meets demand for sustainable products while reducing its impact on the environment. The company also intends to support local sourcing and create value in the community through sustainable leadership and engaging stakeholders (Rosario & Boechat, 2025; John et al., 2026).
Cycle Floristry has established short-term goals for Year 1; long-term goals for Years 2-3; and long-term goals beyond Year 3.
· In Year 1, Cycle has set goals to launch the business and its brand, establish partnerships with suppliers, become recognisable as a local brand, and achieve break-even earnings.
· In Years 2-3 and beyond, the company will work towards expanding subscription services for floral arrangements, increasing the number of event contracts with vendors, and developing stronger partnerships with those vendors.
· In years beyond Year 3, Cycle’s Floristry business development will focus on expansion, opening additional locations, and becoming the premier sustainable florist in the region.
Sustainability of Cycle Floristry
The sustainability of the enterprise will require Cycle to adopt several key practices.
Cycle Floristry will source its flowers locally to minimise transportation emissions and to use seasonal products to lower its environmental footprint. The company will also discontinue using non-biodegradable floral foam and implement composting to manage organic waste and implement recyclable or reusable packaging materials.
These practices are consistent with best practices for sustainable flower shops and dramatically reduce their negative impact on the environment (Thorning et al., 2022; Etheredge et al., 2024; Ludin et al., 2024).
In addition to being beneficial to the environment, the implementation of sustainable practices will promote operational efficiency and improve brand image. Businesses that integrate green innovation with stakeholder involvement tend to experience greater growth and improved operational performance than businesses that engage only in traditional marketing tactics (Sihite et al., 2026; Ningrum et al., 2026). To provide accountability and continuous improvement, Cycle Floristry will monitor sustainable metrics of waste reduction and local purchase percentages.
Resources needed for Cycle Floristry
The physical resources needed are a retail store, refrigeration units, workstations, florist tools, display equipment and delivery systems. Sustainable transportation methods will also be considered to decrease emissions.
Cycle's Floristry's human resources will include a manager, florists, and part-time support staff. All employees will receive training on sustainable practices to establish consistency in their operations and maintain product quality. Employee commitment to Cycle's sustainable practices will play a key role in its success (Gandia et al., 2025).
Cycle Floristry will require financial resources to start up and to operate. Cycle will have financially sound plans to maximise the use of resources and support a sustainable business model in the long run. In addition, transparent financial management is expected to establish trust with Cycle's Floristry stakeholders (Ningrum et al., 2026).
Cashflow Forecast by Month 
Income
· Retail sales: £7,000
· Subscriptions: £2,500
· Events: £3,500
· Workshops: £1,000
· Total: £14,000
Costs
· Rent: £1,800
· Wages: £5,000
· Stock: £3,000
· Utilities: £600
· Marketing: £500
· Other costs: £1,600
· Total: £12,500
· Estimated Profit: £1,500
This cash flow forecast shows that Cycle is financially viable and pursuing a sustainable business model. Diversifying income sources and using digital methods of income generation will further stabilise and strengthen Cycle's business (Reim et al., 2022; Oliveira-Dias et al., 2022).
Contingency Plan for Cycle Floristry
To maintain long-term sustainability, Cycle Floristry will implement an organised contingency plan that will address financial, operational and environmental risk management. Should sales decline, Cycle will increase its digital marketing efforts, introduce promotions for a short time, and expand subscription services to create more predictable and consistent income sources. Subscription service programs assist in stabilising the company's sources of revenue (by lowering dependence on seasonal demands) while offering an alternative solution to provide low-cost products (i.e. smaller or mixed bouquets) during low periods for consumers.
Disruption of the supply chain because of climate change or seasonal variations will be reduced by diversifying supplier relationships and developing multiple sources of supply from local growers. If the supply of fresh flowers becomes limited, Cycle will begin developing alternative products to flowers (e.g. dried flowers, plants in pots, preserved arrangements, etc.), thereby reducing risk to the business; extending the lifecycle of those products has a positive effect on the environment. Researchers have found that flexibility and adaptive responses are key components for small businesses to function in unpredictable environments (Oliveira-Dias et al., 2022; Brychko et al., 2023).
To address the rising costs of operating expenses, the business will consistently review and update all areas of expense; these consist of staffing levels, delivery routes, and energy consumption. Examples of cost-containment measures which promote sustainable practices would include the use of energy-efficient refrigerators and the ability to optimise schedule routing for deliveries. Additionally, establishing a reserve fund can protect against abrupt economic downturns or decreased product demand. Combining proactivity with operational flexibility enhances Cycle's Floristry ability to mitigate risk and protect its assets or business operations.
Conclusion
Cycle Floristry represents an outstanding illustration of how a small business can successfully integrate sustainable development practices into its core business strategies and remain financially viable. The company has strategically aligned its environmental responsibility with its overall business plan; therefore, Cycle is well prepared to respond to many of the challenges (i.e. carbon emissions, waste, dependence on imported products) faced by the floristry sector. Strategic alignment will achieve environmental objectives but will further assist as a means of differentiating Cycle from its competition, resulting in loyalty from customers and a competitive edge in a crowded marketplace.
The business plan illustrates that (1) sustainability represents not a limitation but instead an avenue for innovation and growth; (2) Cycle's ability to build multiple streams of revenue, implement strong marketing plans, and build relationships with key stakeholders will position Cycle to develop a viable, resilient, and adaptable business; and (3) research has demonstrated that businesses that have sustainable development as a part of their long-range business strategies achieve sustained growth and superior performance over time (Rosario & Boechat, 2025; Sihite et al., 2020; Al-Romeedy & Singh, 2026).
Cycle's Floristry's commitment to sourcing locally, reducing waste, and participating in community activities establishes the company as a socially responsible business, contributing positively to the local economy. Business owners who exhibit ethical operating frameworks will differentiate themselves from their competitors as consumers become increasingly aware of and concerned about the effects of business on society and the environment.
In conclusion, Cycle Floristry can succeed financially and environmentally through its combination of robust financial planning and sustainable innovation. This success not only validates the increasing significance of "green" entrepreneurship but also demonstrates how small businesses can assist with achieving sustainable development while generating long-term profitability.
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