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Floral Management’s 1998 Marketer of the

Year awards the creativity and success of an

enough. He set his sights on increasing annual sales by five
percent and threw the gauntlet to Andy Graham, his mar-
keting director. Graham, a college grad fresh from a recent
stint at an advertising agency, once was a delivery driver
for Kuhn Flowers. Maybe that was what spurred him to
create a whimsical delivery driver that caught the public’s
attention and garnered Kuhn Flowers the increases it was
hoping for.

A few years ago when Kuhn Flowers showed off Christmas
centerpieces on a TV station-produced commercial, cus-
tomers weren't exactly beating down the shop’s door.
“People would say they saw your ad,” Cutting says, “but no
one ever got excited about them. There wasn't any real story
to it.”

Cutting wanted try TV advertising again, but he wasn'’t
going to settle for hum-drum this time-around. He wanted
excitement. He wanted to do something memorable, some-
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ad campaign with a goofy delivery driver as its
central character.

By Kristin Young

thing that would get the customers not only talking, but
buying.

Enamored with PromoFlor’s defunct Buzz the Bee concept,
Cutting decided to try a similar premise. He wanted to use an
icon, a figure that represented not a particular product, but
the idea ol sending and receiving flowers. The character need-
ed a lively and lovable personality. It needed to be zany and
fun but not stupid. And most importantly, the public needed
to identify it with Kuhn Flowers.

But what kind of character? With 22 trucks delivering in
a hundred-mile radius, they provided a great advertising
“vehicle” for the store. And who better to represent the
store than a delivery person, says Graham. That was when
“Dave” was born — or, rather, discovered by the ad
agency. The young actor has an expressive, friendly,
almost gooly face, perfect for all his closeups when he
meets the most interesting people delivering for Kuhn
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Save Time ® Reduce Shrinkage
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WATER-CUT
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WATER-CUT 1

Underwater Stem Cuttérs for
every size operation

¢ Durable Stainless Steel
Construction

e Replaceable Razor-Sharp
Blades

e Full Bunch Cutting Capacity

e Portable

¢ Cost Effective

e Safe

WATER-CUT 720

Pneumatic-Powered
Stem Cutter

e Designed For High Volume
Production

e Cuts Up To 60 Boxes
Per Hour

MANUFACTURING, INC.
Middleton, WI
800-644-7477
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Flowers. “If I had to find him,” advertising,” To do it right, you're going

Cutting says, “I'd be forever looking.’

Takes Money
to Make Money.____.____

to have to spend the money, he says.
“It’s an investment, not an expense. It's
a measure of how much you believe in
your business.”

Cutting is a busy man and he didn't According to Cutting, a florist needs to
waste any time going to professionals allocate at least five percent of their total
for help. “The problem,” Cutting says,

“is that florists think

sales to advertising. Even after a budget
is set, Cutting says tlorists tend to stop

they know spending money too soon. “They

all about might have put aside
$50,000 to advertise
their product, and
then they stop
when they see it
is beginning to
take off. That's
when you
should be putting
extra money

into it.”

An enthusiastic flower
recipient embraces Dave the
Delivery Guy in ane of the 30-
second ads.

A Gold Mine
O][ Holialay
Proﬁts

Real Flowers and Foliage
Preserved in 24K Gold

[ 3 2
* HoHy, mistletoe and natural leaf 24K gold-dippe& ornaments.
% Real roses, carnations and orchids preservecl in 24K gold.

*® Available as single stems, corsages, pins and ornaments,

*® Beautifuﬂy custom—paclzagecl, a rea&y-to—go gi[lt item.

Call for a free catalog!

featuring the Comp]ete line of 24K gol(l—pre:‘-ervccl natural proclucts

1-800-ROSE155
FAX (562) 596-3272; PHONE (562) 596-0072
The Rose Lady, Caroli Waynick
P. O. Box 251, Los Alamitos, CA 90720
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Because of the large weather brought to you by Kuhn

placement, Graham Flowers,” reinforced the commercial.
was able to dictate Once you find a good time slot, you
where the spots need to know what months you should

would run, like dur- run your ad. “There is no reason to run

ing the local weather an ad in months like August,” says

report. When the Graham, “because that’s not when peo-

"

broadcast would return ple spend their money in flower shops.

after the commercial, the Graham bought spots to run three

announcement, “Tonight’s weeks before Christmas. In the spring,

Dave proves that women do love getting
flowers—the closing shot in one of the Kuhn
Flowers television commercials.

Graham spent $30,000 to create, pro-
duce and edit the television commercial.
Even when Graham went $8,000 over
budget — and they hadn’t even bought
air time yet — Cutting was undaunted by
the expense. “You don’t want it to look
like it was made in someone’s basement,”
he says. Graham admitted he could have
saved money by having the local televi-
sion station do the commercial, but most
TV stations won't spend the whole day on
location with you, and you also have to
work around their schedule.

Pick Your Media _

Once the concept of Dave was fine-
tuned, he was ready to meet a market
of more than one million prospective
customers. Jacksonville is a big news-
watching community, says Graham,
with 20 local broadcasts each day on
more than four networks.

Graham decided to buy the ad space
directly, saving the 15 percent the ad
agency would have charged him. One
lesson he learned: You have to be care-
ful with media reps. “Everybody is going
to tell you that their station is number
one,” he says. “You have to do your
own market research.”

Graham asked a number of upper
middle class people with grown chil-
dren what they thought of the various
stations’ news casts. Armed with that
information, he spent $45,000 for air
time on the two stations he thought
would best target Kuhn's market.
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Topay’s BRIDE
IS CHOOSING THESE
LOVE STORIES
AS THE MUSICAL
IMPRINT FOR THEIR
OWN WEDDING DAY

CooL WAVES AUDIO OFFERS A COMPLETE SELECTION OF WEDDING MUSIC:
TRADITIONAL, CONTEMPORARY, ETHNIC, MOOD MUSIC AND LOVE SONGS.
BACKED BY FREE P.O.P. DISPLAYS AND WINDOW POSTERS TO DRAW IN CUSTOMERS.
CALL (888)836-LOVE FOR START-UP DETAILS

CIRCLE READER INQUIRY CARD NO. 66

CLEAN CONTAINERS = LONGER FLOWER LIFE
WASH YOUR FLORAL BUCKETS FAST

\kﬁ\\&\\ /J 6/ o//

BUILT TO LAST:

® Quality stainless steel construction
e Heavy-duty 1/3 hp motor
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your media with these tips:

 Research your radio. If your shop serves the over-35 market, then don’t advertise
on the stations that play in the trendy teen shops, even if those stations boast a 30
r“F ‘market share. Those teens won't be buying in your shop no matter how much you
advemse -

Go to the Profesmonals “I don’t operate on myself,” says Cuﬁ:mg 4 go to the doc-

only used an advertising agency to help fine-tune the design of the character, but he
also hired a producuon company to tape a smooth-looking commercial. “If it’s

cheap, says Cutting, “1t s worth every penny they pay for it — nothing.”
If Buy your spots carefully. You might get a deal if you huy IOO cable spots for $100,

——

Toons, that’s not money well spent. -

editing company to adjust the frames per second to get the “film look”.

iy YO]]I' Money’s WOI‘th 1

ill Cutting and Andy Graham of Kuhn Flowers revea] how to get the most out of

tor.” And if you want your commereial done right, go to a professional. Cuttingnot ;

| buf will your target market see them? If those spots broadcast in the Imddle of Locmey _

: .;f Tnck of the trade. When you shoot a commercial on wdeo, it could Iook sharp and
‘hard, compared to film. Instead of § paymg $5,000 more to shoot it on film, ask the film

he lumped his Easter, Secretaries Week
and Mother’s Day promotions all into
one schedule set for April and May.
Instead of just going with the two
prominent stations, he spread the
wealth by placing ads on various net-
works. He utilized programs that attract-
ed the upper middle class with grown
children demographic group the store
wanted to reach like “A&E Biography”,
“Wheel of Fortune”, “Mad About You”
and “Good Morning America”.

The Dave commercial will have a
lifespan of three years, playing only dur-
ing the spring and winter holiday sea-
sons. “We will be able to capitalize the
expense, spreading it out over the three
years,” says Graham.

That-a-boy, Dave

Dave’s 30 seconds of fame delivered
the Kuhn Flowers’ message so well,
people began calling Kuhn Flowers ask-
ing for Dave to deliver their flowers.

THE PRO’S CHOICE

PacWrap
Shrink Wrapping Sysfems

Isn't it ime you found out for yourself why the PacWrap
Shrink Wrapping Systems are fast becoming the #1
choice of basket makers everywhere? The PacWrap® is
PO, Box 7755 notonly the easiest to use, but saves you money on every
Eugene, OR 97401 basket you shrinkwrap! Call us and we'll send you our
“Guide to Beautiful Gift Baskets” and all the information

800759 3388 you'll need to make the PacWrap® your 1 choice too!
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“The reason they call us,” Cutting says,

“is because we have become dominant
in their minds.” Thanks to Dave, Kuhn
Flowers adds about 100 new house
accounts each month.

What's important to remember, says
Graham, is that you can have the most
creative and innovative marketing cam-

paign, but it’s not worth a dime if it
doesn’t sell flowers. “It’s not a successful

loyal customer. And to get a loyal cus-

What's next? All the delivery drivers

are going to wear new delivery shirts
with a “Dave” insignia. “People are call-

campaign,” Graham says, “until we have  ing all the delivery people Dave any-
collected the order and gained them asa  way,” says Cutting, even though half

his drivers are female. But why not, he

tomer, you need to be able to deliver asks. “Business should be fun.” m
quality service and quality product.”

Kristin Young is senior editor of Floral Management,

"/ hen Floral Management launched the
Marketer of the Year award in 1994, we hoped
to draw attention to some of the industry’s
outstanding marketing efforts — and inspire the rest
of the industry with their ideas. Floral Management
invites retailers, wholesalers and growers to
take part in the contest, luring them with the
prospect of a $5,000 cash prize. For the fifth
year in a row, the cash prize is sponsored by
Designer Master color tool, Inc.

The Criteria e

What constitutes an outstandmg marketmg et!ort’ The
judges are charged with reviewing the entries and rating each
entrant in the following six categories:

Effectiveness of campaign  Use of available resources

Originality Professionalism
Success Overall excellence
Jheludaes ...

We know that only expenenced marketers wnh a track

What Makes a Marketer of the Year?

record of success are qualified to judge other marketing
efforts. So, each year we choose a panel of seasoned pro-

" fessionals within and outside the floral industry.

. George Boulton, retailer, Flowers by George in Arlington,
Wash.

Holly Money-Collins, educator, Department of
Environmental Horticulture and Floristry at City College
of San Francisco in San Francisco.

J. Sten Crissey, AAF, retailer, Crissey Flowers & Gifts
in Seattle, Wash.

Steve Dahllof, vice president of marketing with Ogilvy

Adams € Rinehart, the agency that handles the Society of

American Florists’ national consumer relations campaign.

Gordon Perkins, retailer, Perkins Flowers, Inc. of Lapeer, Mich.

How to Enter

Want to enter Hom[Managemem s 1999 Marketer of the
Year contest? Call, fax or e-mail a request for an entry form to
Cheryl Burke at Floral Management: (800) 336-4743; fax (800)
208-0078; e-mail cburke@safnow.org. Applications for the
1999 award will be mailed after the first of the year.

Plant & Flower Care Sale

Pokon Leafshine 25 oz #BLGA 4.69 Can / min 12 Cans
Chrysal Clear 1 Pint Packets Only 0.045 per packet

Minimum 1000 Packets @ 45.00 / case

'MA‘» pay [/w ﬂ‘et?!t[ am,wéprp in U;e n[mmiuf ?r/‘_()

Call Toll Free 888-752-8048

Partnering to Serve You Better
8501 Frontage Road - Morton Grove, IL 60053 Phone 847-966-3100 - Fax 847-966-3152
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