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1. Executive Overview
Green Haven Florists is a small, independent florist based in Norwich, UK, founded in 2016 by Liam and Priya Patel. The business established a strong local reputation through bespoke floral arrangements, eco-friendly packaging and meaningful community engagement, serving a broad range of customers including walk-in buyers, corporate clients and couples booking wedding floristry. Its sustainable ethos encompassing biodegradable wrapping, locally sourced blooms and a commitment to reducing environmental impact became a defining feature of its brand identity and a key reason customers chose Green Haven over larger competitors.
Over the past twelve months, however, the business has experienced a 30% decline in in-store sales. A modest increase in online orders has not compensated for the loss of footfall caused by the closure of nearby businesses and a broader consumer shift towards online shopping. Operational costs have risen sharply due to supply chain disruption and inflation, making the commitment to sustainable materials increasingly expensive. Two new local competitors a boutique florist with a strong Instagram presence and a national chain offering aggressive pricing have further intensified pressure on the business, leaving Liam and Priya in urgent need of a clear and actionable strategy.

2. Proposed Solutions
Solution A: Monthly Flower Subscription Box Service
The first proposed solution is a tiered flower subscription service. Customers would sign up online or in-store to receive curated seasonal bouquets on a weekly, fortnightly or monthly basis across three tiers: a standard ‘Classic’ bouquet, a hand-tied ‘Signature’ arrangement with a personalised message card, and a ‘Premium Eco’ box featuring locally sourced blooms in biodegradable packaging alongside a seasonal flower care guide. Prices could range from £18 to £40 per delivery depending on tier and frequency chosen. This model generates predictable recurring revenue, converts one-off buyers into long-term customers, and plays directly to Green Haven’s established strengths in creative arrangement and sustainability. The UK subscription box market has grown significantly in recent years (Mintel, 2023), and for a florist, the repeatable and emotionally resonant nature of flower purchasing makes subscriptions a particularly natural fit. Collecting subscription payments upfront also improves cash flow and enables more accurate forward planning of stock and supplier orders.

Solution B: Website Redesign and Digital Marketing Overhaul
The second solution is a comprehensive overhaul of Green Haven’s digital presence. Customer feedback has specifically highlighted that the current website is outdated and difficult to navigate, which represents a significant barrier to converting online browsers into paying customers. A full redesign would incorporate intuitive e-commerce functionality, high-quality professional photography, clearly organised product categories and a content section such as a seasonal floral inspiration blog, which would also support search engine optimisation (SEO) by generating relevant organic search traffic. Alongside this, a structured digital marketing strategy using Instagram, Facebook and Google Ads would increase brand visibility and drive online conversions. Email marketing to existing customers could further support re-engagement and repeat purchasing. The Federation of Small Businesses (2022) identifies improved digital capability as a key driver of revenue growth for small independent retailers. This solution would also directly address the competitive threat posed by the new boutique florist, which has built its local audience almost entirely through a polished and consistent social media presence.

3. Evaluation and Preferred Solution
3A. Grid Analysis
A Grid Analysis was conducted to evaluate both solutions against six weighted criteria: revenue growth potential, ease of implementation, cost to implement, customer retention, digital presence and SEO benefit, and alignment with Green Haven's eco brand values. Revenue growth potential and customer retention were assigned the highest weights of 5, reflecting their central importance to resolving the business's financial decline. Each solution was scored out of 5 per criterion, with scores multiplied by the relevant weight to produce a weighted total. The full scoring is presented in Appendix 1.

3B. Preferred Solution
The Grid Analysis returned a weighted score of 88 for the Subscription Box Service and 77 for the Website Redesign. The subscription model is therefore selected as the preferred solution. It scored highest on the two most heavily weighted criteria revenue growth potential and customer retention demonstrating its superior ability to address the core financial problem facing the business. Generating reliable recurring monthly income from a growing subscriber base would directly counter the 30% decline in sales, replacing lost footfall revenue with a predictable and measurable income stream. Furthermore, the subscription model leverages Green Haven’s existing strengths in creativity, quality and sustainable packaging, reinforcing its brand differentiation rather than competing on digital marketing an arena where larger, better-resourced national competitors hold a clear structural advantage. The subscription service is therefore both strategically sound and commercially feasible for a business of Green Haven’s size and resources.

4. Risk Analysis
4A. Risk Analysis
A Risk Analysis was conducted to identify and assess the key risks of implementing the Subscription Box Service, evaluating each risk by likelihood, potential impact and overall rating, alongside a proposed mitigation strategy. The full analysis is presented in Appendix 2.

4B. Risk Analysis Results
Five risks were identified. Two were rated high overall: low subscriber uptake and seasonal flower supply shortfalls. Low uptake is the most critical risk, as the model's viability depends on achieving sufficient subscriber numbers. This can be mitigated through a promotional launch offer such as the first month free and direct outreach to existing customers. Supply shortfalls can be addressed by diversifying supplier relationships and maintaining contingency stock. The remaining three risks fulfilment logistics strain, customer cancellations and initial cash flow pressure were rated medium. These are managed through advance delivery planning, offering a flexible pause option rather than outright cancellation, and collecting subscription fees upfront. Overall, the risks identified are proportionate and manageable for a business of Green Haven's scale, and none are severe enough to make the solution inadvisable.

5. Implementation Plan
5A. Implementation Plan
A six-step implementation plan was developed to guide the launch of the Subscription Box Service over three months. The plan is designed to be delivered by Liam and Priya without significant additional staffing. The full plan is presented in Appendix 3.

5B. Justification
The plan is logically sequenced, beginning with market research in Weeks 1 and 2 to inform pricing and tier structure before any financial commitments are made. Kotler and Keller (2016) emphasise that understanding customer needs prior to product development is a fundamental principle of effective marketing strategy. Priya leads on the creative design of the subscription tiers and the sourcing of sustainable packaging in Weeks 2 and 3, an allocation that reflects her expertise in floral arrangement and her established supplier relationships. Liam oversees the website sign-up page and social media campaign in Weeks 3 to 5, building audience awareness and generating early interest before any subscribers are taken on. The controlled pilot in Month 2, capped at 20 subscribers, is a critical risk-management step that limits financial exposure while providing real-world feedback on logistics, packaging and customer satisfaction. The full rollout in Month 3 then incorporates lessons from the pilot. The three-month timeline is deliberately designed to position Green Haven ahead of the summer gifting season, maximising early subscriber uptake and revenue impact.

6. KPIs, SMART Objectives and Monitoring
6A. KPI and SMART Objectives
One primary KPI and a set of SMART objectives were identified to measure the success of the Subscription Box Service. The full table is presented in Appendix 4.

6B. Monitoring and Evaluation
The primary KPI is the number of active subscribers, supported by two secondary metrics: Monthly Recurring Revenue (MRR) and subscriber retention rate. The number of active subscribers will be tracked at the end of each calendar month using a combination of website analytics and in-store subscription records, with the SMART target of 50 active subscribers by Month 6 providing a clear and measurable benchmark against which to assess progress. MRR will be calculated by multiplying active subscribers by the average subscription value across all tiers, and reviewed alongside the business’s overall monthly revenue to assess what proportion of income the subscription service is contributing. The subscriber retention rate measured as the percentage of subscribers remaining active from one month to the next is perhaps the most strategically significant metric of the three, as it indicates whether the service is consistently delivering value and meeting customer expectations. A retention rate falling consistently below 75% should prompt a formal review of the tier offering, packaging quality or delivery experience. Liam and Priya should schedule a brief monthly review meeting to assess all three metrics against SMART targets and make evidence-based adjustments to pricing, marketing or service design as needed, ensuring the solution remains both adaptive and commercially sustainable.

7. Key Findings
1. Green Haven Florists faces a 30% decline in in-store sales driven by reduced footfall, rising costs, inflation and intensified local competition.
1. Two solutions were proposed: a Subscription Box Service and a Website Redesign with digital marketing overhaul.
1. A weighted Grid Analysis identified the Subscription Box Service as the preferred solution, scoring 88 against 77, performing strongest on revenue growth potential and customer retention.
1. The subscription model creates predictable recurring revenue and capitalises on Green Haven's strengths in creativity and sustainability.
1. Five manageable risks were identified, with mitigation strategies including a promotional launch offer and supplier diversification.
1. A phased three-month implementation plan minimises risk through a controlled pilot of 20 subscribers before full rollout.
1. Success will be monitored monthly using active subscriber count, MRR and retention rate, with a SMART target of 50 subscribers by Month 6.
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Appendix 1 - Grid Analysis
Table A1: Grid Analysis Evaluation of Two Proposed Solutions (Scores out of 5; Weight out of 5)

	Criteria
	Weight
	Subscription Box Score
	Subscription Box Weighted
	Website Redesign Score
	Website Redesign Weighted

	Revenue Growth Potential
	5
	4
	20
	3
	15

	Ease of Implementation
	3
	3
	9
	4
	12

	Cost to Implement
	4
	3
	12
	2
	8

	Customer Retention
	5
	5
	25
	3
	15

	Digital Presence / SEO Benefit
	3
	2
	6
	5
	15

	Alignment with Eco Brand
	4
	4
	16
	3
	12

	TOTAL
	
	
	88
	
	77



Note: A higher weighted total indicates the stronger solution. The Subscription Box Service (88) is the preferred solution.



Appendix 2 - Risk Analysis
Table A2: Risk Analysis - Subscription Box Service

	Risk
	Likelihood
	Impact
	Risk Factor Rating
	Mitigation

	Low subscriber uptake
	(3) 
Medium
	(5) 
High
	(15) High
	Launch promotional offer; first month free trial to build subscriber base

	Fulfilment logistics strain
	         (3) 
     Medium
	(3) Medium
	(9)
Medium
	Plan delivery schedule in advance; partner with local courier

	Seasonal flower supply shortfall
	         (3) 
     Medium
	(5)
High
	(15)
High
	Build relationships with multiple UK suppliers; maintain buffer stock

	Customer cancellations
	         (3)
     Medium
	(3)
Medium
	(9)
Medium
	Introduce pause/skip option; request feedback on cancellation

	Initial cash flow pressure
	        (1)
       Low
	(5)
High
	(5)
Medium
	Collect subscription payments upfront; review pricing to protect margins





Appendix 3 - Implementation Plan
Table A3: Implementation Plan - Subscription Box Service

	#
	Activity
	Timing
	Responsibility
	Resources
	Rationale

	1
	Market research and pricing strategy
	Week 1-2
	Liam & Priya
	Time, survey tools
	Understand demand and set competitive price points before committing

	2
	Design subscription tiers and eco packaging
	Week 2-3
	Priya (creative lead)
	Packaging suppliers
	Defines the product offering and reinforces brand identity

	3
	Update website with subscription sign-up page
	Week 3-4
	Liam / freelance developer
	Web developer budget
	Online purchase journey must be seamless for conversion

	4
	Launch social media campaign (Instagram, Facebook)
	Week 4-5
	Liam
	Time, free/low-cost tools
	Builds awareness and drives sign-ups ahead of launch

	5
	Pilot launch with 20 subscribers
	Month 2
	Liam & Priya
	Flowers, packaging, courier
	Controlled launch minimises risk and gathers early feedback

	6
	Review, refine and scale to full launch
	Month 3
	Liam & Priya
	Staff time, updated marketing
	Use pilot insights to improve before wider rollout





Appendix 4 - KPI and SMART Objectives
Table A4: KPI and SMART Objectives - Subscription Box Service

	SMART Element
	Detail
	Target Date

	Specific
	Achieve 50 active flower subscription customers across all tiers
	Month 6

	Measurable
	Track number of active subscribers monthly via website and in-store records; monitor revenue per tier
	Monthly

	Achievable
	Based on current customer base and pilot of 20 subscribers, scaling to 50 is realistic within 6 months
	Month 6

	Relevant
	Directly addresses the decline in repeat sales by creating a predictable recurring revenue stream
	Ongoing

	Time-bound
	Full subscription service to be launched by end of Month 2; 50 subscribers targeted by Month 6
	Month 6

	KPI
	Number of active subscribers; Monthly Recurring Revenue (MRR) from subscriptions; Subscriber retention rate
	Monthly
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