


Digging For Income On Incoming Orders 
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This Program Is Not About! 

•! Are online marketers, 
E-Tailers, or order 
gatherers good for the 
industry? 

•! Should you fill in-wire 
orders? 

•! Is fulfillment of in-wire 
orders something you 
agree or disagree 
with? 

 



This Program Is About! 
•! How to make your in-

wire order fulfillment 
more profitable, if you 
choose to fill in-wires 

•! How to calculate your 
in-wire profitability 

•! How to differentiate 
between per-order 
metrics and average 
metrics 

•! How to add value to in-
wire fulfillment 



For Today, We Will Stipulate… 
•! Online marketers are a part of 

this industry 
•! Filling shops will comply with 

time frames for rejections and 
delivery confirmations 

•! COGS and other costs are 
reasonably within the control of 
the filling shop 

•! Unless operating in a fulfillment 
center capacity, in-wire orders do 
not create need for additional 
rent, insurance, vehicles, or 
utilities 



A Brief History Lesson On Wire Services… 

Four main wire services in existence now 



May They Rest In Peace… 



A Review Of The Players! 



Tips For Selecting Partners 

•! Develop a mutual priority 
relationship with several key 
senders 
–! Sender agrees to send bulk of 

orders to your shop 
–! You agree to fill sender’s orders 

at all price points 
–! Sender should have a contact 

person or team to assist with 
customer service and 
accounting issues 



Tips For Selecting Partners 
•! Select senders who treat you as 

a valued partner 
•! Block or reject orders from 

senders who you don’t want to 
work with.  Be polite and 
professional, but firm. 

•! Select partners who send 
mainly clear glass items or who 
actively monitor inventory of 
codified containers 



WATCH OUT!!! 
•! Senders who use unscrupulous 

practices, such as! 
–! Sending orders below their SRP 
–! Canceling orders or sending price 

changes on the last day of the month 
–! Canceling orders without allowing a 

pickup of the item 
–! Passing promotional discounts on to 

the filling shop 



How Much Profit Is In The In-Wire Order? 



Which Would You Rather Fill? 



Which Would You Rather Fill? 

•! ,%-./0/%
•! 1%*/#'2345*%5#(6%
•! 7%*(/89.%
•! 1%:';%.9%7%&<9$(0%=.>80%
•! ?900>/%
•! &<9$(0%@'/0%

•! ,%-./0/%
•! 1%*/#'2345*%5#(6%
•! 7%=#>#%A'9>'2.>%
•! 7%B<00>%*>>0C/%5'30%
•! A(0'9%?'8D09#>E%@'/0%
•! ?900>/%
•! -'F'%
%



Which Would You Rather Fill? 

•! ,%-./0/%G%HIJKL%
•! 1%*/#'2345*%5#(6%G%H1J1L%
•! 7%*(/89.%G%HIJ,L%
•! 1%:';%.9%7%&<9$(0%=.>80%G%HIJ,L%
•! ?900>/%G%H1JII%
•! &<9$(0%@'/0%G%H,J7M%

•! ,%-./0/%G%HIJKL%
•! 1%*/#'2345*%5#(6%G%H1J1L%
•! 7%=#>#%A'9>'2.>%G%HIJ,L%
•! 7%B<00>%*>>0C/%5'30%G%HIJNL%
•! A(0'9%?'8D09#>E%@'/0%G%H1JK1%
•! ?900>/%G%H1JII%
•! -'F'%G%HIJ1M%
%



Which Would You Rather Fill? 

OPO*5%AP!O%P+%?PPQ!R%
%

HLJ,K%
OPO*5%AP!O%P+%?PPQ!R%
%

HKJLL%
%



Which Would You Rather Fill? 

OPO*5%AP!O%P+%?PPQ!%S%HLJ,K%
%
TOU=%&-TAU%S%H,LJLL%
%
AP?!%V%S%7,JW,V%
%

OPO*5%AP!O%P+%?PPQ!%S%HKJLL%
%
TOU=%&-TAU%S%H,LJLL%
%
AP?!%V%S%1LJLKV%
%
%



Calculating and Maintaining Profitability 

•! Consider using a monthly average based metric system 
rather than an individual order metric system 

•! Select proper in-wire delivery area/zip codes 
•! Order fulfillment should be added business and should 

not increase your overhead 
•! Use data from wire service statements and your shop’s 

financial statements to complete monthly worksheet 
•! Main components in most in-wire orders are high margin 

and readily available on a year-round basis 



Monthly In-Wire Profitability Tool 
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H7LJLL% H71J^L% H1JMM% H1JKM% H^J1I% HKJMI% H,JII% HIJWM% XHIJWM%
H,LJLL% H7LJ1L% H1JMM% H1JKM% H^J1I% H1IJII% HWJII% HIJNI% H,J7I%
HWLJLL% H,NJWL% H1JMM% H1JKM% H^J1I% H17JMI% HMJII% HIJKM% HNJ^M%
HMLJLL% HW,JKL% H1JMM% H1JKM% H^J1I% H1MJII% HNJII% HIJLI% H1IJMI%
HNLJLL% HM1JIL% H1JMM% H1JKM% H^J1I% H1KJMI% HKJII% H1JIM% H1WJ1M%
HKLJLL% HM^J,L% H1JMM% H1JKM% H^J1I% H7IJII% H^JII% H1J7I% H1KJ^I%
H^LJLL% HNMJNL% H1JMM% H1JKM% H^J1I% H77JMI% HLJII% H1J,M% H71JWM%
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TELEFLORA STATEMENT 

Monthly Fees 
(Membership Services) 
 
Total # Of In-Wires 
(Current Month’s Orders) 
 
Gross $ of In-Wires 
(Current Month’s Gross) 



BLOOMNET STATEMENT 

Monthly Fees 
(BloomNet Membership 
Services) 
 
Total # Of In-Wires 
(Current Month’s Orders) 
 
Gross $ of In-Wires 
(Current Month’s $) 



FTD STATEMENT 

Monthly Fees  (FTD MEMBERSHIP) 
 
Total # Of In-Wires (FTD Orders Incoming PLUS FTD.com Orders Incoming 
 
Gross $ Of In-Wires (FTD Orders Incoming PLUS FTD.com Orders Incoming 

Monthly Fees  (FTD MEMBERSHIP) 

Total # Of In-Wires (FTD Orders Incoming PLUS FTD.com Orders Incoming Total # Of In-Wires (FTD Orders Incoming PLUS FTD.com Orders Incoming Total # Of In-Wires (FTD Orders Incoming PLUS FTD.com Orders Incoming 



CALCULATING COST PER DELIVERY 
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CALCULATING COST PER DELIVERY 
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COST OF GOODS 

•!d<6%/['98%
•!*\.#a%/8<F>E%
•!e/0%AP?!%`.9%!fe/%6.<%'90%Y((#>E%
%



DESIGN LABOR 

•!1IV%#/%#>a</896%>.9[%
'>a%8'9E08%

•!A.>/#a09%.$2[#g#>E%
a0/#E>09%2[0%

•!Q#a%6.<%'aa%D.<9/%.9%
$./#2.>/%8.%Y((%8D0%
.9a09/h%



CREDITS AND REPLACEMENTS 

•!e/0%a'8'%`9.[%&P!%.9%
i#90%/8'80[0>8/%8.%
a0809[#>0%$0930>8'E0%

•!!.[0%i#90%/09\#30/%
$9.\#a0%8D#/%a'8'%



NUMBER OF DAYS OPEN 



Monthly In-Wire Profitability Tool 
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INWIRE PROFITABILITY TOOL 

iiiJ/'`>.iJ.9E%

U\0>8/%j%Ua<3'2.>%O'Z%
%
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%
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DO IN-WIRE ORDERS LEAD TO 
FUTURE CUSTOMERS? 



INCREASE CONVERSION FROM 
RECIPIENT TO CUSTOMER 



DIGGING FOR INCOME ON 
INCOMING ORDERS!  


