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Consumer Marketing: 
Program Highlights 

Women’s Day: March 8 
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2015 Women’s Day 
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2015 Women’s Day 

Women’s Day Posting, Tweeting
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600,000 impressions 

Thank you Lane DeVries, 
Sun Valley Floral Group 
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Women’s Day Resource Center 
www.safnow.org/womensday 

–! Sharable Facebook graphics 
–! Web banner ads 
–! Print ads 
–! Posters 
–! Suggested Facebook posts 
–! Suggested tweets 
–! Color fliers 
–! Press release 
–! Talking points 
–! Radio commercial scripts 
–! Ideas & advice 

Women’s Day Resource Center 

 posts 

safnow.org/womensday&
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Industry Partnership 
!!Asocolflores 
!!Association of Floral Importers of Florida (AFIF) 
!!Cal Flowers 
!!California Cut Flower Commission (CCFC) 
!!Produce Marketing Association (PMA) 
!!Society of American Florists (SAF)  
!!Wholesale Florist & Florist Supplier Association   
(WF&FSA)&
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Facebook.com/AboutFlowers.com 
 
Twitter.com/FlowerFactor 
 
Instagram: About_Flowers 
 
Pinterest.com/AboutFlowers 
 

    AboutFlowersBlog.com 
)
)
)
)
)

Follow SAF on Social Media 

    

Consumer  
Marketing Program  
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2015 Local  
Marketing Materials  

 
 
 

Local Marketing Kit distributed  
to SAF members in August 2015 

Carol Caggiano, AIFD, PFCI 

!

!"#$%&'(
#)(
*+%((
'%*,(



!"#$"$%&

!&

F L O R I S T S ó E X P E R T S  I N  T H E  A R T  O F  E X P R E S S I O N

©
S
A
F
20

15

moodchanger

2015 Marketing Kit Posters 

2015 Marketing Kit Posters 
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Direct Mail Materials Available 
at safnow.org/kits 
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!! Postcards 
!! Statement Stuffers 

Marketing Materials Available Online 
          at safnow.org/kits 

!! Customizable print ads          
(3 sizes) 

!! Smaller versions of 
posters  

!! Customizable fliers 
matching posters 

!! Web banners 
!! Sharable Facebook 

images  
!! How-to advice and 

promotional ideas 

 

  at         
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2015 Public Relations Program 
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Omnibus Survey 
Spring 2015 

 
Surveyed 2,500 Americans 

18+ years of age 
50% women, 50% men 
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Flowers can improve life at home and work 
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People don’t need a reason to receive flowers 
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Giving is just as satisfying as receiving flowers 
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Flowers and Romance 
 

!!)25% of Americans received flowers from a 
romantic interest or significant other in the 
past year. 

!!&One in ten women (11%) have never received 
flowers from a romantic interest or significant other. 
&
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Nearly 4 in 10 Americans (37%)* indicate florists have helped 
them in a past or current relationship, most frequently to say 

“I love you” or schedule a surprise delivery. 
 
 

Choosing the right flowers to say “I love you” (11%) 
Scheduling a surprise flower delivery (4%) 

Creating an arrangement in my significant other’s favorite flowers/colors (10%) 
Choosing the right flowers to show support (9%) 

Saving the day with a last-minute flower order for special occasion (8%) 
Choosing the right flowers to express congratulations (7%) 

Choosing the right flowers to impress my date or significant other (6%) 
Choosing the right flowers to say “I’m sorry” (4%) 

Giving me relationship advice (2%) 
Other (4%) 

A florist has never helped me in a past or current relationship (63%) 
!
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2015 Omnibus Survey 
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Dak Kopec, Ph.D. 
 

Dak Kopec, Ph.D. 
 
 

June 2015 
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2015 Public Relations Program 
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Promotional Stunt in NYC 
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October 2015 
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Promotional Stunt in NYC 
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Keep One, Give One 
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PETAL  
IT FORWARD 
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#petalitforward 
 

     

Science proves � owers make  
people happy. If these did the trick,  

show us at #petalitforward

Instagram/about_� owers

Twitter/� owerfactor

Facebook/about� owers

SMILES BY THE SOCIETY  
OF AMERICAN FLORISTS

#petalitforward 
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Facebook.com/AboutFlowers.com 
 
Twitter.com/FlowerFactor 
 
Instagram: About_Flowers 
 
Pinterest.com/AboutFlowers 
 

    AboutFlowersBlog.com 
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#petalitforward 
 

Thank You 
ASOCOLFLORES  
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Petal It Forward: 
Marketing + Industry = SUCCESS  

 

Thank You 
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Petal It Forward: 
nn 

NYC " Nationwide 
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Will you join us? 
Petal It Forward 

Online Resource Center 
nn 
 
 
 

nn

safnow.org/petalitforward&

safnow.org/petalitforward&

Petal It Forward: 
Surprise people on the street with flowers! 

 



!"#$"$%&

#%&

safnow.org/petalitforward&

Petal It Forward: 
Get t-shirts made for your flower team 

 

safnow.org/petalitforward&

Petal It Forward: 
Reach out to media 
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safnow.org/petalitforward&

Petal It Forward: 
Post on social media before, during, after 

 

     

safnow.org/petalitforward&
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Get SOCIAL with us! 

) ))))))))

#petalitforward 
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Omnibus 
Survey 
 
 

Survey

   PETAL 
It Forward 
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THANK YOU 
  PR Fund Supporters

)
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))Join Today!)
)

Thank Your 
  PR Fund 
Supporters)
)



!"#$"$%&

'@&

safnow.org 
 

Sales/Marketing 
tab 

Floral Management’s  
22nd Annual  

Marketer of the Year)
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1994-1997 
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1998-2000 

2001-2003 
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2004-2006 
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2007-2009 

2010-2012 
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2013-2014 

Floral Management’s  
22nd Annual  

Marketer of the Year)
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Judges 

!!Robert Aykens, AAF, D2/.)I*1&Z1.)I,;,&`&N)22+4.:,2,5&Q+3X 
!!Ben Dobbe, Holland America Flowers, LLC 
!!BJ Dyer, AAF, AIFD, Bouquets 
!!Danielle Mackey, Danielle Mackey Public Relations 
!!Sandy Nielsen, Nielsens Florist 
!!Rod Saline, AAF, Engwall Florist & Greenhouses, Inc. 

And the Winner is! 
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X$'8()O17(#6^)**V^)*[VS^)=V![)and Carolyn Butera 
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Shot of Farmers Market 
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Results: 2014 vs. 2013 

•! 94% increase in wedding 
sales, 

•! 25% increase in average 
wedding ticket 

•! Weekly In-store traffic 
growth: 30 to 2,500 


