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1. Overview of the Case Study 
Green Haven Florists is an autonomous florist in Norwich UK which was established by Liam and Priya Patel in 2016. Known to have customized packages, eco-friendly packaging, and engagement with the community, the company has developed a base of loyal customers. Nevertheless, the in-store sales have decreased by 30% in the last 12 months at the shop. Increasing costs of operation, due to disruptions in the supply chain, inflation, and the premium price of sustainable materials coupled with the growing competition by a trendy boutique florist as well as a national chain have placed a lot of pressure on profitability. These difficulties have been further exacerbated by changes in consumer behaviour towards online shopping, and a reduction in high-street footfall, leading to an urgent need to adapt strategies.

2.⁠ ⁠Proposed Solutions 
Solution A: Start a Subscription Box Service Green Haven may start a seasonal flower subscription service, where clients can order planned flowers monthly (Tzuo and Weisert, 2018). Customers would select a tiered plan (e.g. a small arrangement, a full arrangement, or a premium eco-box). This will provide a stable revenue flow, less dependence on the walk-in trade and it will be capable of leveraging the reputation of quality and sustainability that the shop already has. Through email marketing and social media, subscription boxes can be advertised and assist in increasing the online audience. The barrier to entry may be reduced by providing a first box free trial incentive, and one way to increase reach is by collaborating with local businesses (e.g., eco-gift hamper collaborators). This is a direct answer to a fall in in store sales and slow online growth at the same time. 
Solution B: Digital Marketing Campaign and Website Redesign Green Haven may invest in a fundamental overhaul of its webpage, creating an easy-to-use e-commerce experience, same-day shipping and better product photography (Chaffey and Ellis-Chadwick, 2019). In combination with a specific social media and Google Ads strategy, it would raise awareness online and compete better with national chains. The site could have a loyalty rewards programme that would hold on to customers and encourage repeat purchases. This solution will address directly the concerns mentioned in customer feedback - namely, the old-fashioned site and the inability to flexibly deliver when establishing a long-term brand loyalty. SEO investment based on local search terms like NORWICH florist and sustainable bouquets Norwich would


3A. Evaluation: Grid Analysis
Each solution is scored out of 5 against four weighted criteria. The final weighted score determines the preferred solution.
	Criterion (Weight)
	Solution A score
	Solution A weighted
	Solution B score
	Solution B weighted
	Weight

	Revenue Impact
	4 
	1.2
	4
	1.2
	0.30

	Cost of Implementation
	4
	0.8
	2
	0.4
	0.20

	Ease and Speed
	4
	0.8
	3
	0.6
	0.20

	Brand Alignment
	5
	1.0
	4
	0.8
	0.20

	Customer demand
	4
	0.4
	5
	0.5
	0.10

	TOTAL
	
	4.20
	
	3.50
	



3B. Justification of preferred Solution
The Grid Analysis has the Subscription Box Service, which is Solution A, and has had the highest weighted score of 4.20, as compared to Solution B which had a weighted score of 3.50. Solution A scores especially high on cost of implementation, ease of implementation, and brand alignment with the eco-conscious brand of Green Haven. Most importantly, it needs little initial technology expenditure as opposed to complete site redesign. It also transfers randomness of walk-in trade by creating recurring and predictable revenue. Although Solution B is valid, its cost and lead time are higher which makes it less suitable as a short-term intervention since the business is already faced with financial strain.

4A. Risk Analysis
	Risk
	Likelihood
	Impact (1-5)
	Risk Score
	Mitigation Strategy

	Low subscriber uptake
	3
	4
	12
	Offer a discounted trial; leverage email list

	Increased operational workload
	4
	3
	12
	Hire part-time fulfilment assistant; batch prep days

	Flower waste / over-ordering
	3
	3
	9
	Use subscription data for demand forecasting

	Competitor imitation
	2
	3
	6
	Differentiate via sustainability story and personalisation

	Delivery logistics failure
	2
	4
	8
	Partner with a reliable local courier; build buffer time



4B. Summary of Risk Analysis
The Grid Analysis has the Subscription Box Service (Chapman and Ward, 2003), which is Solution A, and has had the highest weighted score of 4.20, as compared to Solution B which had a weighted score of 3.50. Solution A scores especially high on cost of implementation, ease of implementation, and brand alignment with the eco-conscious brand of Green Haven. Most importantly, it needs little initial technology expenditure as opposed to complete site redesign. It also transfers randomness of walk-in trade by creating recurring and predictable revenue. Although Solution B is valid, its cost and lead time are higher which makes it less suitable as a short-term intervention since the business is already faced with financial strain.

5A. Implementation Plan
	
	Activity
	Timeframe
	Duration
	Responsibility
	Rationale

	1
	Market research and pricing
	Week 1-2
	2 weeks
	Priya
	Validate demand; informs tier pricing

	2
	Develop subscription tier and packaging
	Week 2-3
	2 weeks
	Liam and Priya
	Core product definition; must precede launch 

	3
	Set up online sign up and payment system
	Week 3-4
	2 weeks
	Freelance web dev
	Enables self-service subscription; reduces admin

	4
	Photography and marketing assets
	Week 4-5
	1 week
	Liam/ freelancer
	Visual content drives social media conversion

	5
	Soft launch to existing customer email list
	Week 6
	1 week
	Priya
	Low risk test; generates early subscribers

	6
	Public launch and social campaign
	Week 7-8
	2 weeks
	Both
	Maximises reach at launch moment

	7
	Review and optimise 
(Month 3 +)
	Month 3 onwards
	Ongoing
	Both
	Date driven improvement; subscriber retention




5B. Justification of Implementation Plan
The plan will be in phases to ensure that a strong foundation is established before it gets exposed to the public. The first activity (Activity 1) is market research to make sure that the pricing will be based on what the Norwich customers will pay. Technical setup should not be done before packaging and tier design (Activity 2) so that it is not reworked. The online sing up service (Activity 3) will be outsourced to a freelancer to ensure that there is no rush that will overstretch Liam and Priya. The risk of a full exposure is minimized through a soft launch to existing customers (Activity 5) where operational testing can be done prior to a full exposure. Distributing responsibilities amongst partners, Priya has the skills in customer relations to market the product, and Liam is creative in designing the product. The eight-week plan is ambitious and realistic. 

6A. KPI and SMART Objectives
See Appendix 4 for full KPI and SMART objectives table (Doran, 1981).

6B. Monitoring and Evaluation
The plan will be in phases to ensure that a strong foundation is established before it gets exposed to the public. The first activity (Activity 1) is market research to make sure that the pricing will be based on what the Norwich customers will pay. Technical setup should not be done before packaging and tier design (Activity 2) so that it is not reworked. The online sing up service (Activity 3) will be outsourced to a freelancer to ensure that there is no rush that will overstretch Liam and Priya. The risk of a full exposure is minimized through a soft launch to existing customers (Activity 5) where operational testing can be done prior to a full exposure. Distributing responsibilities amongst partners, Priya has the skills in customer relations to market the product, and Liam is creative in designing the product. The eight-week plan is ambitious and realistic. 

7. Key Findings Summary
The decrease in the in-store sales is 30 percent due to the decrease in high street footfall, increase in costs and heightened competition to Green Haven. Two were considered: Subscription Box Service (Solution A) and Website Redesign and Digital Marketing Campaign (Solution B). The Subscription Box Service was selected as the solution of choice in Grid Analysis with a score of 4.20 as compared to 3.50 because of its low cost, quicker implementation and good brand alignment. The main threat, a lack of uptake and operational overload are addressable using specific migration plans such as trial offers and part-time staffing assistance. A combination of two-month transition plan allocates the responsibility between Liam and Priya and outsources the technical and creative work. The success will be tracked in terms of monthly recurrent revenue, number of subscribers and customer satisfaction rates against the planned SMART targets. The suggested solution develops a stable revenue stream which is scalable and complementary to in store trade and strengthens the sustainable brand of Green Haven.

Appendix 4: KPI and SMART Objectives
Key Performance Indicator: Monthly Recurring Revenue (MRR) from Subscription Service 
	SMART Element
	Objective
	Target
	Timeframe
	Measurement Method
	Notes

	Specific
	Acquire paying subscribers
	50 subscribers
	Month 3
	Payment platform dashboard
	Minimum viable subscriber base

	Measurable
	Monthly recurring revenue
	£1,500 MRR
	Month 6
	Accounting software 
	Based on average £30/sub

	Achievable
	Customer satisfaction score
	NPS >_ 8/10 
	Month 3
	Post delivery survey
	Retain existing quality standards 

	Relevant
	Grow social media following
	+25% followers
	Month 3
	Instagram / Facebook Insights
	Supports ongoing organic reach

	Time bound
	Full public launch completed
	By Week 8
	Week 8 
	Launch checklist sign off
	Deadline held by both partners
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