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cheer up with teleflora.

When other floral companies are turning their backs on you, rest assured that we'll always have
yours. In fact, we are now the only major floral service that channels 100% of all orders to local
florists. We've been a faithful partner for over 80 years, and we'll continue to support you for
years to come. So smile—our future together is looking bright.

myteleflora.com teleﬂOra® (800) 421-2815
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STAY OUT OF THE TRASH!

Experts declare email undead, but do yours go unread?
Give your content new life with these click-through cures.
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With six months down and six to go, this summer SAF
members shared stories of mostly strong sales results for 2015.
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Viewpoint BY SHIRLEY LYONS

IT’S ABOUT PASSION

> This is an industry full of passion.

| left the banking industry in 1974
to start our family flower business.
Bankers shake hands. A lot. After 40
years | am still surprised that the hand-
shake of THIS industry is a hug. The
floral industry knows how to care. It's
what we do.

As | pass the gavel to our next
president, my good friend and fabulous
Oregon flower grower, Martin Meskers,
AAF, it's time to reflect on my term. One
of the great joys as your president has
been receiving member support in so
many ways. Phone calls, cards, emails
and, of course, hugs.

Just a year ago in August, an espe-
cially personal and powerful moment
for me came during the American Floral
Endowment dinner at SAF Marco Island
2014. | received news of the passing of
industry giant and personal friend to
thousands, Tom Butler, AAF, PFCI. No one
knew the power of the industry “hug"” bet-
ter than Tom. Immediately, groups gath-
ered to share stories and offer prayers as
we mourned the loss of a blessed friend
whose actions, infectious smile and
HUGE hugs deeply impacted everyone
he met. While we mourned, we also cel-
ebrated the love and passion he and so
many others have for this industry.

You have all been inspiring. From
retailers to growers and wholesalers, this
is a group of crazily hardworking people
devoted to touching lives through the
beauty, inspiration and emotional power
of flowers. And you do!

In the past several years, SAF has
developed new educational opportuni-
ties across the country to supplement
its annual convention: the 1-Day Profit
Blast and Retail Growth Solutions
conferences. Our wholesale mem-
bers generously joined to sponsor
these powerful events, knowing how
critical education is to their customers.
Retailers large and small, established
and new, came together around the
tables to learn from great speakers and
share ideas, successes and challenges
with one another.
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| witnessed
the birth of a new
holiday as Lane
DeVries, AAF,
from Sun Valley
Floral paced the
floor of an SAF
board meeting,
passionately pro-
moting the initial concept of Women's
Day and its potential as a floral holiday
in the United States based on its stat-
ure in Europe. Within a few months,
our staff was giving us the new SAF
Women's Day graphics to put on our
own websites and social media pages.

| can still picture SAF members walk-
ing the halls of Congress, calling on their
representatives as the floral industry in-
troduced the STARS Act last year. | hear
members asking questions, looking for
resources, and finding the answers with
a quick phone call or email to our team
at SAF headquarters.

In record numbers, you came to your
first SAF event and had a personal “aha”
experience: “Wow! So this is what SAF is
all about. This was just the jump start |
needed to reinvigorate my business.”

To see you, like myself many years
ago, realize SAF is not “them,” faceless
people in Alexandria, Virginia. SAF is
you and me. And it is in all of our busi-
nesses every day. SAF is busy floral
leaders volunteering their time to grow
this great industry. WE are SAF!

Thank you for the privilege to serve
you. | am proud to be a part of the orga-
nization whose mission is to make this
industry strong and successful. Now give
someone a hug and keep sharing the
power of flowers! €%

Shirley Lyons, AAF, PFCI, of Dandelions
Flowers and Gifts in Eugene, Oregon,
completes her two-year term as SAF
president on Sept. 10, and President-
Elect Martin Meskers of Oregon Flowers
Inc., in Aurora, Oregon, takes over as
president. Lyons will continue as chair-
person of the board for two years.
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OUR MISSION: FLORAL MANAGEMENT STRIVES TO GIVE READERS
PRACTICAL, EASILY ACCESSIBLE INFORMATION ON OPERATING AN
EFFECTIVE AND PROFITABLE FLORAL BUSINESS. ARTICLES ADDRESS
A WIDE RANGE OF BUSINESS MANAGEMENT TOPICS, INCLUDING
MARKETING AND ADVERTISING STRATEGIES, TECHNOLOGY,
PERSONNEL AND FINANCIAL MANAGEMENT AS WELL AS FRESH
PRODUCT, SUPPLY AND ECONOMIC TRENDS.

Don’t trash this issue.

Please recycle this magazine
or pass it along to a colleague

or friend.

Ad Index

FIND WHAT YOU NEED

You can also visit advertisers online at
floralmanagement.safnow.org.
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please start sending Floral Management each month and bill me for:
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Call (800) 336-4743 or visit www.safnow.org
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What Inspires Us

> Nature vs. nurture.

Coke vs. Pepsi.

Mets vs. Yankees.

Social media vs. email.

While that last pair doesn't possess
the time-honored rivalry of the first
three, it can nonetheless get some folks
pretty riled up. Pose the “social media
or email” question to a gathering of
marketing execs, and chances are you
will inspire a heated debate that goes
something like this:

“Social media. Definitely social
media. Email is soooooo0 2010. It's
older than dirt.”

“So is the Acropolis. And millions of
tourists flock to it every year.”

“Yeah, but there are 1.44 bil-
lion Facebook users and 316 million
Twitter users.”

“Not impressed. Try 4.9 billion pro-
jected email accounts by 2017 — and
that’s a 25 percent bump since 2013. And
three times the number of Facebook and
Twitter accounts combined.”

“Yeah, but people live on their
Twitter feeds and Facebook pages. They
hang out there. Try saying that about an
inbox. Inboxes are the enemy.”

“An enemy we're sleeping with, ap-
parently. Open rates for email are 20 to 30
percent, compared to a pathetic 6 percent
of fans who see your post. Do the math:
Your message is five times more likely to
be seen through email than on Facebook.”

Andon,andonandon...

| went to retail strategist Jim Dion to
settle the debate. Dion's on the cutting
edge of all things relating to retail — con-
sumer, technology and marketing trends,
and more. When he spoke at SAF Retail
Growth Solutions in June, he spent most
of the time talking about text message
marketing and geo-fencing — pretty cut-
ting edge stuff for the floral industry. So
| half expected Dion to be in the “older
than dirt” camp when | asked him about
the relevance of email, but his reply was:
“A big yes on email marketing!” He threw
out these stats as proof: 82 percent of
Americans online open email from com-
panies, and 64 percent have printed a
coupon from an email.

When you dig a bit deeper and get
beyond the “mine is bigger than yours”
dialogues — there is no shortage of
online debates about this topic — it's
clear that it's not a one-or-the-other
situation, but both. Even the most zeal-
ous social media advocate will admit
that the most effective marketing
strategy includes both social media
and email marketing.

Realizing this, | wondered whether
we offer balanced coverage of both
in Floral Management. | searched the
word “email” in issues dating back to
January 2013, and it comes up on 80
different pages (in a marketing context
— I didn't count email address refer-

ences). Pages featuring a Facebook
reference: 183. Guilty. Our program-
ming at SAF events suggests a similar
favoritism. During the last two years,
we've presented more than a half-
dozen seminars and webinars focused
on social media best practices — and
not one on email marketing. Guilty
again. (Ironically, email is SAF's most
effective marketing vehicle for promot-
ing our events.)

With our cover story on p. 20,
we attempt to redeem ourselves.
Contributing editor Katie Hendrick
picked the brains of some of the most
respected digital marketers for their
best practices on email, and she sought
out retail florists who seem to be fol-
lowing those practices with great suc-
cess. Sit back, grab a Coke (no, a Pepsi!)
and soak in the advice. ¥
Kate Penn
kpenn@safnow.org

More Online AobbmioNAL RESOURCES ON WWW.SAFNOW.ORG

REN’S VIDEO

If Renato's interview with Maris
Angolia (Plugged In, p. 40) has you
looking into Adwords, check out
his video for even more guidance.
He'll talks about how to create
landing pages and buy Adwords in
a way that improves search engine
results. Youtube.com/safvision

YOUR NAME HERE

SAF's new marketing kit includes
not only two gorgeous color
posters, but also artwork you can
customize for print advertising,
whether the ad is in color or black
and white. Just send it to your ad
rep and ask them to customize it
with your name — or do it yourself,
if you're handy with Photoshop.
safnow.org/mood-changer

.

SUBJECT IS KING

Looking to step up your email
marketing game after reading
this month’s cover story?

Get more pointers on writing
subject lines that get opened
and content that inspires clicks.
safnow.org/moreonline
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() SAF 229015

131t ANNUAL CONVENTION
Ritz-Carlton Amelia Island | Amelia Island, Fla.

),

FOLLOW THAT CONVENTION!
If schedules, finances (or both)
prevent you from leaving the shop

to attend SAF Amelia Island 2015,
stay tuned into at least some of the
action by following the convention
on Twitter and Facebook. The SAF
staff and attendees will be posting a
regular stream of photos, soundbites
and more throughout the four

day event, Sept. 9-12. @safconv
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This autumn,

PLAY.» COLOUR

Be inspired by the colors of fall and create stunning
arrangements that stay fresh with QASIS® Floral Foam
Maxlife. Experiment with creative color combinations
with new OASIS™ Colour Regen spray colour —
perfect for fresh or permanent flowers, and a variety of
materials like plastic, glass, metal and ceramic.

FLORAL FOAM

OaSIS | maxlife

M2 0

FLORAL PRODUCTS

www.oasisfloralproducts.com
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SAF Member Forum

Incorporate
for as little as $99

Visit www.incorporate.com

or call 800-643-6583
Op#40

THE

COMPANY

CORPORATION

Save $25 by

INCORPORATING WHAT’S RIGHT FOR YOU

Enroll for discounts.
Enjoy rewards.

SAF members can join My FedEx Rewards to earn gift cards
and brand-name merchandise, in addition to their FedEx
Advantage discounts.

To receive FedEx Advantage discounts, go to fedex.com/saf
or call 1.800.475.6708. Use passcode R91YMF.

Already a FedEx Advantage member? Go to fedex.com/saf.

For more business service discounts,
visit safnow.org/business-service-discounts.

SOCIETY of
AMERICAN
FLORISTS

Your Growth is Our Business
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Viewpoint MANHY GONZALEC

> Editor’s Note: In our August issue,
Manny Gonzales, of Tiger Lily in
Charleston, South Carolina, shared his
experience in the aftermath of the June
17 mass shooting at the nearby Emanuel
African Methodist Episcopal Church,
which left nine parishioners dead. His
words (Viewpoint, “In Charleston, What
Can | Do?”) prompted several readers to
write to him directly.

> Manny, what didn’t you do? Thank you

for giving light to those who saw none,

thank you for listening to others who had

no words, and thank you for instilling the

fact that we are alike, not so different.
God bless you, your family and staff,

and, of course, Charleston.

Jessica Cosentino, AAF

Cosentino's Florist

Auburn, New York

> Manny, | just finished reading your
article in Floral Management. It was so
well written. At times | thought | was
reading a story in the New York Times or
Washington Post. | appreciate your love
of our country and our fellow man. It was
a pleasure to see that we have people

in our industry with tremendous insight
and a passion for what they do that flows
in and around their community. Thank
you for your work and thoughtfulness in
a difficult and trying time. g

Ron Dorazio

Baystate Wholesale Florist

Providence, Rhode Island

SEND US YOUR FEEDBACK
Go ahead, tell us what you think of
what's in this month's issue — we
have thick skins, we can take it!
See an error? By all means, let us
know that, too. (And, of course,
we gladly accept compliments.)
Email kpenn@safnow.org or call
703-838-5227.
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Makzng Holidays &
\ Everyday Special for
« Over 50 Years!

As Seen on
uBloom.com

Visit Our Showrooms:

Atlanta Merchandise Mart Dallas World Trade Center Corporate Showroom
Building 1 #19-D9 WTC — 308 (on the Atrium) 540 East 42nd Street
Atlanta, GA 30303 Dallas, TX 75207 Paterson, NJ 07513

Phone 800-886-2697 - Fax 888-221-4686
www.ReliantRibbon.com - Info@ReliantRibbon.com
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YOUR TICKET TO PARADISE: SAF MAUI 2016

> Picture it: fresh seafood from the
Pacific Ocean, luxurious hotel rooms
with plush featherbeds, floor-to-ceiling
windows and a spacious lanai, puanani
(that's Hawaiian for “beautiful flowers"),
and floral industry business experts.

That's right...SAF is heading way,
way south for 2016. Due to popular re-
guest, next year's convention returns to
Maui for the first time since 2004. (You
know what that means, right? A tax-
deductible Hawaiian getaway!)

Held at the swanky Ritz-Carlton
Kapalua, which is extending economi-
cal room rates to attendees, SAF Maui
2016 will feature the same top-notch

educational programs
members have come

{)SAF
t .
° e‘)‘('Ii')ﬁi(;tvenue has al- MA\U I
ways been a good draw 20-“3‘16

for the convention as SERTERBEN 34-34
attendees get a chance  132% awnuaL convenrion
to recharge their bat-

teries with outstanding educationin a
magnificent setting,” said SAF President
Shirley Lyons, AAF, PFCI.

Mark your calendar now for Sept.
21-24, 2016, because you won't want to
miss this opportunity to better your busi-
ness while experiencing one of the most
beautiful places in America. ¥

PARADISE CALLS The Ritz-Carlton Kapalua will welcome attendees
to SAF Maui 2016, SAF's 132nd Annual Convention, Sept. 21-24, 2016.

PETAL IT FORWARD: PROMOTE YOUR SHOP WITH SAF’'S FEEL-GOOD EVENT

> Earlier this summer, a father took his
daughter out for dinner and broke into
tears when he received the check, which
had been covered by an anonymous
couple who left a note saying they both
grew up without dads and admired his
devotion. He posted their kind words
online and the gesture went viral on
social media channels and traditional
news outlets. As tragedies seem to be an
almost daily reality, human benevolence
and “pay it forward" stories serve as wel-
come reprieve.

W

SAF PR FUND

PROMOTIONAL POWER SAF's consumer
marketing programs and materials are
possible thanks to SAF retail dues and
voluntary contributions to the SAF Fund for
Nationwide Public Relations by wholesalers,
suppliers, importers and growers. For
information, visit safnow.org/prfund.

SAF is taking part in this feel-good
trend through its Petal It Forward cam-
paign. On Wednesday, Oct. 7, SAF
will randomly present people in New
York City two flower bouquets apiece.
Recipients will be asked to “Petal It
Forward" by giving one of their bouquets
to someone in their life — or even a
stranger — who could use a smile.

The campaign leverages study find-
ings that flowers have an immediate
impact on happiness and a long-term
positive effect on moods. It also rein-
forces what people say is the best reason
to receive flowers: “Just Because.”

Bouquet recipients will be encour-
aged to share how they Petal It Forward
by posting a picture on social media
using the #PetalltForward hasthtag and
tagging @About_Flowers on Instagram.
They'll also be reminded that they can
continue to spread happiness throughout
the year by visiting their local florist.

The campaign aims to generate
media coverage (through social and
traditional media outlets) highlighting
the benefits of flowers — the positive
impact flowers have on our work
productivity and emotional well-being —
and positioning SAF’s consumer websites
(aboutflowers.com and aboutflowersblog.
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Jnstagram

A - about_flowers | FoLow
The Society of American Florists presents about_flowers to share floral
trends information. www.aboutflowersblog.com/

25posts 36 followers 59 following

Gettheapp Login

#PETALITFORWARD SAF aims to
generate media coverage that highlights the
positive impact flowers have on emotional
well-being and positions SAF's websites,such
as aboutflowersblog.com, and social media
channels, including Instagram.com/about_
flowers, as viable consumer resources.

com) and social media channels as viable
resources for consumers.

Want to Petal It Forward in your
community and help take the campaign
nationwide? You'll find how-to steps and
advice at safnow.org/PetalltForward. {%
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SAF in Action

CAR SHOPPING? GET FOUR-DIGIT VEHICLE SAVINGS THROUGH SAF

> Shopping for a new vehicle is fun;
haggling over price is not. SAF's lat-
est membership benefit arms you

with a deal that will have you peeling
out of the dealership grinning ear to
ear. Thanks to a partnership between
SAF and Fiat Chrysler Automobiles

US (FCA US LLC, formerly Chrysler
Group LLC), SAF members now qualify
for savings totaling $1,500 on many
Chrysler, Fiat, Dodge and Jeep ve-
hicles, with no minimum number of
automobiles purchased. At press time,
seven vehicles had been sold to SAF
members through the program, which
launched in July.

“Delivery and transportation are
fundamental to the floral industry, and
buying, operating, equipping and main-
taining vehicles are major expenses for
SAF members,” said SAF Membership
Manager Brian Walrath. “By offering
our members savings on fuel-efficient,
reliable vehicles, SAF and SAF and FCA
US LLC are helping lower the cost of
doing business.”

MEMBERSHIP BENEFIT Between the Chrysler, Dodge, Jeep or Ram lineup and the FIAT 500L, SAF
members, their employees and family members can combine a stackable cash allowance with most
retail incentives toward the purchase or lease of a vehicle. See details at safnow.org/chrysleroffer.

Through the partnership, SAF mem-
ber business owners, employees and
immediate family members at the same
residence may receive a $500 cash al-
lowance toward the purchase or lease
of select new Chrysler, Jeep, Dodge,
Ram Truck and FIAT brand vehicles.
The $500 discount is off the final nego-
tiated price of the vehicle and in most
cases can be combined with other offers
to increase savings.

MORE WAYS TO SAVE THROUGH SAF

SAF's partnership with FCA US LLC is the latest in a growing list of business
service discount programs available to SAF members. Other companies of-

fering discounts to members include:

m Hortica Insurance & Employee Benefits: This program
covers SAF members, their employees and eligible family
members with medical, prescription drug coverage, dental
insurance and life insurance in one convenient plan.
m Avis and Budget: SAF members are eligible for
discounts on Avis and Budget rental cars.
= Enterprise Fleet Management: This program provides vehicle
acquisition, maintenance management, insurance programs, vehicle
disposal, fuel programs, license and title renewals, and monthly
reporting for businesses with between 15 and 125 vehicles.
m Ford Fleet Discounts: SAF members with an active
Ford Commercial Fleet Identification Number (FIN) can
receive discounts on select new vehicle purchases.
m FedEx Advantage: SAF members save up to 21 percent on select FedEx
Express® services and up to 15 percent on select FedEx Ground® services.
m Paychex: SAF members save 15 percent on Paychex Payroll
Processing services and HR services setup fees.
m SoftSearch: SAF members have free access to a custom catalog of floral
industry specific software that enables them to purchase software online.

For details, visit safnow.org/business-service-discounts.

In addition, SAF member business
owners and their employees may qualify
for “On the Job" program allowances,
including up to $1,000 to add new equip-
ment or a company logo or graphic to
their work vehicle.

The "On the Job” program allowance
enables the business owner or employee
purchaser/leasee to choose from one of
four offers:
= Uptoa $1,000 vehicle graphic

allowance for car/truck
= Uptoa$1,000 equipment

“upfit” allowance for add-ons

like a ladder rack or toolbox
m A Bosch toolkit, including items

such as table saw and drills
= Two years of free oil

changes (up to eight)

The select FCA US and FIAT brand
vehicles include:
= Ram Truck brand: 1500, 2500

and 3500 pickup trucks (Regular,

Crew or Quad Cab); 3500,

4500 and 5500 Chassis Cabs;

Pro Master Van and C/V
= Jeep brand: Cherokee and Grand

Cherokee (excluding SRT)

m Chrysler brand: 200 (excluding

LX), 300/300C (excluding

SRT) and Town & Country
= Dodge brand: Dart, Durango,

Charger (excluding SRT), Grand

Caravan (excluding AVP) and

Journey (excluding AVP)
= FIAT brand: 500L

Details about eligibility and instruc-
tions on how to take advantage of this
discount are available at safnow.org/

chrysleroffer.

The magazine of the Society of American Florists (SAF)
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Hands On

12

FIRST HAND ACCOUNT

TIPS, TRENDS AND TACTICS FOR THE SAVVY RETAILER

FROM SCHOOL SPIRIT TO SCHOOL PROFITS

> As local schools go back into session this fall, many florists
will face a common dilemma: how to handle the many requests
for donations, product loans and support from area schools,
without alienating community members or sacrificing profits.

In Stone Mountain, Georgia, Betsy Hall of Hall's Flower
Shop & Garden Center has freed herself of that worry. Five
years ago, Hall realized her shop was receiving far too many re-
quests from area schools for loaner plants, often used in school
ceremonies and programs.

“We hated saying no to schools,” said Hall, who works
regularly with 12 to 15 high schools and four to five elementary
schools. “We tried to be generous with them, but with so many
requests, it became difficult.”

Difficult — and potentially harmful to the business. Without
a formalized rental policy in place, school requests were
handled in a scattershot manner. A school rep would request
a specific type or number of plants; Hall and her team would
hustle to oblige, then loan the plants for free to the school. If
plants came back to the shop damaged (and therefore unsel-
lable) Hall had no real recourse. Occasionally, Hall had to turn
down people she wanted to help in favor of early birds.

“Schools that were good customers sometimes missed out
if another school asked first for loaned plants needed for the
same day,” she explained.
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HEAD OF THE CLASS Inthe past, Betsy Hall of Hall's Flower
Shop & Garden Center in Stone Mountain, Georgia, loaned plants to
schools on a complimentary, first-come, first-serve basis. Today she
charges a discounted rental fee and uses a formalized rental policy
tailored to schools’ year-round needs, which maximizes her profit.

O

GO DEEPER

Check out two more in-store displays from
Winston Flowers, review Betsy Hall's rental
contract and learn about how Hall’s Flower
Shop & Garden Center has leveraged its
school connections to build a strong
prom business at safnow.org.

To make her system fair and profitable, Hall developed a
rental policy and a scheduling calendar. Now, instead of giv-
ing out plants on a complimentary basis, she offers schools a
discounted rental rate (cost plus 15 percent). During the busy
spring graduation season, “we're able to rent the same plants
three weekends in a row and then sell the plants in-store at a
special price,” which helps maximize profits, she explained,
adding that her rental policy covers details such as transporta-
tion, proper care, storage guidelines and standards for return
quality. She can also include extra fees for additional services,
including extensive set-ups. (Some of her local schools hold
their most important events at the nearby Georgia Dome.)

Far from alienating the schools, the new system seems to
have strengthened bonds and professionalized the shop's rela-
tionships, in part because Hall and her team are now proactive
about calling administrators to set up rentals.

“We set up house accounts for them and work to build a
relationship with [key contacts such as] the principal and book-
keeper,” Hall said, adding that the goodwill pays off year-round,
not just at graduation time.

“Schools are our largest vocation base for Administrative
Professionals Week and Boss's Day,” which falls on Oct. 16
this year, she said. “Our schools send flowers for the Teacher
of the Year winners and retirement parties. Many times the
teachers and faculty that order on behalf of the school they
work for become good customers for their own personal floral
purchases.” {



http://WWW.SAFNOW.ORG
http://www.safnow.org
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/

|
VISUAL IMPACT

FROM ‘HO-HUM' TO ‘OH WOW’

> You've probably retired your beach towels for the year, but it's a tad too soon to pull
out the jack-o-lanterns, skeletons and cobwebs.

The early days of fall can be tricky territory for retailers, who often fall into the
trap of creating in-store vignettes more likely to produce yawns than oohs and ahhs.
But you don't need a special occasion to make a special display. In fact, SAF Amelia
Island 2015 speaker Nicole Reyhle, founder of Retail Minded, says it's important for
retailers to “turn the ordinary special” when considering visual merchandising.

That's the objective of David Winston, co-owner of Winston Flowers, and his
team when they craft looks for their seven retail locations. While the storied Boston-
based business aims for high levels of artistry, they don't sacrifice practical consider-
ations such as space, materials and labor.

Some of Winston's tips for livening up non-holiday displays:

EMBRACE CHANGE YEAR-ROUND “We change our signature
color palettes approximately nine times per year — but the ac-
tual flower tables themselves change daily and will never look

the same twice,” Winston said. (Winston fills vases with twisted
stems of the best flowers of the season.) “This strategy keeps our
clientele engaged and builds anticipation to see and experience
what is next.”

SHOW DON’T TELL Eschewing plastic sleeves and using very scant
signage, Winston makes displays “as fresh and natural as possible.”
“We mix both cut flowers, pre-made arrangements and dramatic foli-
age,” he said.

CONTAIN YOURSELF Winston sells many exclusive containers not
found at other area businesses, and the staff is eager to show off
these unique finds. “This is a display of plant material merchandised
in a variety of our featured vessels, which promotes both our con-
tainers and the plants we are merchandising,” Winston said. “The
display features whites, browns, greens and earth tones, in a manner
that is easy to touch and feel.” g,

sy mary westerook Hands On

|
BENCHMARK

SENIOR SENSATIONS

> Grandparents Day (coming up on
Sept. 13) doesn't have the widespread
recognition of Mother's Day or Father's
Day, but today's aging population —
there are now more Americans over 65
than at any time in our history, accord-
ing to census data — is giving younger
generations plenty of reason to show
their appreciation. g},

72 PERCENT of U.S.
grandparents take care
of their grandchildren
on aregular basis;

13 PERCENT are primary
caregivers

¥00)

60 PERCENT live close
to their grandchildren;
46 PERCENT wish they
lived even closer

<7

70 PERCENT see the
kids at least once a
week; 66 PERCENT
travel with their
grandkids

.00 T

92 PERCENT have changed ‘.
their grandchild's diaper l"

SOURCE: Grandparents.com internal survey; Metlife
survey, “Grandparents Investing in Grandchildren”; Pew
Research Center report

THE HR FIX

WHERE ARE ALL THE GREAT EMPLOYEES?

floral
management

Q: | can't seem to fill an opening on my
sales team. Most of the candidates are
total duds, or the good ones have taken
positions at other businesses, with higher
wages or better benefits. What am | doing
wrong?

A: First, consider two job postings from two coffee
shops.

The first reads: “Counter help needed. Experience pre-
ferred. Minimum wage.”

The second reads: “Looking for a motivated barista for a
dynamic, team-oriented coffee shop that values creativity
and community spirit. Full-time benefits and stock options
after one year employment — plus 11b of free coffee every
week!”

If you were an applicant, where would you want to work?
Shop No. 2, of course!

To attract talented people, you must clearly articulate
the value proposition of your business. What do you offer
employees, beyond pay and benefits? How do you recognize
and reward people? How do you speak to employees and
interact with them on a day-to-day basis? When someone
makes a mistake, how do you treat him or her?

These ideas — the value proposition of your business —
need to come through clearly in your job postings. To attract
and keep good people — to essentially hire them every day
— you have to think not only of your expectations but also
about the value you bring to their lives. Most important, this
philosophy needs to permeate everything you do and to be
made clear in job descriptions and evaluations.

Brainstorm ideas that relate to your value proposition.
Bring employees into the process; ask them what they like
best about working for your shop. While you're at it, encour-
age them to share areas that could be improved. g,
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On My To-Do List
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O C TO B E R 2 01 5 5_9 Twitter, Facebook posts E Calls to b-days, anniversaries e Change website products to reflect buying trends ..'T'. Attend networking event

SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY
MANY THANKS to the sources in our cover @ 5—9 @ e @
story this month for contributing to this

Write copy for Photograph

month'’s calendar, focused on best practices

for upping your e-mail marketing game.

homecoming email

designers in action
for future email
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Browse bridal blogs
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stats
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to create Halloween
special
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special
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| RECOMMEND: THE BEAUTIFUL GAME

Martin Meskers, AAF, Oregon Flowers, Aurora, Oregon, SAF President-Elect

; -LOVING)
: MARTIN MESKERS WITH HIS (SOCCER-LOVIN
FATHER, DAUGHTER AND GRANDSON

My family and | live on our
farm, and the business is 24
hours a day. Even when we
vacation, it’s often to go back
home to Holland or attend an
industry event, which we love,
but you're still in the middle
of the business of growing
flowers. Soccer relaxes me.

| started playing when | was
six or seven. Back then, in
Holland, all the boys played —
at home, in the streets, in the
little pastures by our houses.

Today, | play once a week in
an over-50 league in Portland.
Everyone’s the same on the
soccer field. It doesn’t matter
who you are or where you
come from. It's about kicking
the ball. I like that. Playing
tires me out, gets me out of
my head, helps me look at life
a little differently. Watching a
good game can produce the
same effect. Ajax Amsterdam
was my boyhood favorite team,
but over the years living in the

U.S., it's been easier to find

the English Premier League on
TV.1like Manchester United.
My life really revolves around
my marriage, my family, my
kids and grandkids and our
business, but soccer is a big
part of it, too. All my kids
played growing up, and l used
to watch games with my dad,
who died last spring, about
eight months after my mom
passed away. Those memories
are nice to look back on now.

FLORAL MANAGEMENT | SEPTEMBER 2015 | WWW.SAFNOW.ORG
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Deceptive order gatherers
stealing your orders

Unresponsive customer
support. No product
enhancements

Outdated technology, yet
expensive upgrades

Had enough of this?

Middle man
taking a big chunk
out of your orders

Long-term contracts so
you can’t leave

Contract

Sell your own products
Keep 100% of each order
Get more web traffic
Unique upsell features
Get more orders

Get bigger orders

Get quality orders

Here’s your chance to break free...

Responsive support
Fast turnaround time
Best in technology
Easy to use

Save big on CC rates
No mystery fees

No contracts

gotFlowers?

The Most Powertul Florist Plattorm
Website | SEO | POS system | Social Media | Mobile apps

GotFlowers is NOT a Wire Service company.
Our products help retail florists to become
independent and most profitable.

(408) 840-3514
http://www.gotflowers.com

info@gotflowers.com
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Dear Tim...

WHERE’S THE SPARKLE?

I am constantly reminding (ok, nagging) my staff to sound perkier and more engaging
when they answer the phone and greet customers on the shop floor. Help!
VIRGINIA BELMORE | OWNER | FLOWERS ON MAIN | BURLINGTON, VERMONT

Yes, Virginia, there is a way to get

your staff to sparkle when engaging
customers. | preach the importance of
good customer service and confident

salesmanship every month, but we

haven't tackled the important precursor
to those transactions: how to make that

best first impression on customers.

First Impressions Count
When | make test calls to shops, |
pay close attention to the greeting.
Sometimes | hear, “Flower Shop ... "

barked at me in an angry tone. | think,
“She must have hit some nasty traffic on
the way to work today!"” or | wonder, “Did
all the wedding flowers come in wilted?

Because he sounds ticked off!"
| completely understand what's

happening in many flower shops today:

They have fewer people on staff and

employees are pulled in many directions.
Without malintent, they (and even you
from time to time) may greet customers
with a mindset of, “OK, let's get through
this quickly; | am in the middle of a funeral
spray that has to be delivered by 10 am!”
Tell your employees on day one of
training (and every day if you have to):
You have the ability to make a customer
feel either great or regretful about shopping
with us. It's your job to make them feel the
former — it's shop policy and we have a
very specific way of doing this that must be

followed on every call.

An opener that inspires confidence has
four key components: greeting, flower shop

name, your name and customer status:

Good morning, Flowers on Main, this is
Virginia. Have you shopped with us before?

If the customer is new, thank her for
choosing you and ask how she found out
about you. If she's a previous customer,

ask for her name (and then pull her

shopping history and better guide in her

purchase).

When you overhear anything other
than what's above, remind the employee

about the shop policy.

Go Beyond Perky:
Think About TVs
For customers who come into the shop,
a friendly and engaging greeting is just
as important, but there are some other
dynamics at play as well. | like to use
the experience of shopping for a new
TV toillustrate: You go to the local Big
Box electronics store, walk into the TV
department and stand staring at the 30
choices all lined up on the wall.

Scenario One: A young man walks
up to you and asks, “Can | help you?”

Scenario Two: The same young man
walks up, notices that you are scanning
the wall of TVs, and cheerfully asks, “Are
you looking for a plasma TV or an LCD?"

What a difference a few words and
a change in tone can make! That open-
ing statement in Scenario Two changes
everything — you immediately feel like
you are dealing with a confident expert.
He mentions which TVs are best-sellers
or his favorites. You follow his recommen-
dation, spending a bit more than you had
planned, and finish your shopping sooner
than you had thought, feeling good about
your purchase and appreciative that they
took the time to train the staff to be en-
gaging and knowledgeable. You'd want
to shop at that store again and probably
even recommend it to family and friends!

That's the type of service you and
your team should aspire to give every
customer. In your
shop, the question
you ask the customer
looking into the cooler
might be: Are you
shopping for yourself,
or are you looking for
a gift?

Whether you
are on the phone or
greeting someone
on the floor, regard-
less of how busy
you are (or how
badly they messed

GpbuvuLbBuuLuLuY
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up your order at Dunkin’ Donuts that
morning!), you need to project a warm,
inviting, professional and engaging de-
meanor to customers. That may seem
like it will take longer, but the perky,
engaging staff consistently finishes
sales quicker (and gets right back to
that standing spray order). ¢

Tim Huckabee is

1 the president of
FloralStrategies,
which provides sales,
service and POS

4 systemtraining. Tim
has spent the last 17
years traveling the

globe and educating florists of all sizes to

engage customers in bold new ways while

learning how these successful shops oper-

ate on all levels. tim@floralstrategies.com

-

Got a sales or service
challenge? Tell Tim about
it, and he'll tackle it in an

upcoming column. Email
tim@floral strategies.com,
or call him, (800) 983-6184.

Cheat Sheet |

DO/H' S‘*‘f
#How can | help you?”

To S"A‘f

nGood morning! Let me help you
find the perfect arrangement!”
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DURABLE ELEGANCE

With a textured finish and carefully
balanced design proportions,
Floral Necessities® Ultimate
Design Containers are more than
just beautiful—they’re functional!
These sturdy plastic containers
are available in green or white,
and feature multiple sizes to
accommodate floral designs

of every shape and dimension.

s
- 7,

- ~ " Floral Necessities® Ultimate
/ = e Design Containers come in a
— variety of shapes and sizes.

Optional accessories include card
holders in both 9" and 18" lengths.

FLORACRAFT

800.253.0409 | floracraft.com

FLORAL
NECESGITIESC

BACIC TOOLS & CONTANERS
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Fresh Choices TreND-SETTING TIPS FOR BUYING FRESH CUT FLOWERS AND GREENS

AN UNASSUMING PALETTE

> Anyone who's ever stood beside her friend at the altar, especially in the 80s and 90s, likely did so in
something very vibrant (turquoise, orange, lime) or super saccharine (bubblegum, periwinkle, mint). These
former bridesmaids might be shocked to learn the color du jour is as neutral as can be: “greige,” a combination
of gray and beige.

Though at first glance, this shade may look drab (it is the same color of cement, after all), it actually gives
florists a lot more flexibility when it comes to wedding designs, explained Ardith Beveridge, AAF, AIFD, PFCI,
of The Koehler & Dramm Institute of Floristry in Minneapolis. “Greige is the color of creativity,” said Beveridge,
who received the Tommy Bright Award in 2012 for her lifetime achievement in floral presentation and
education. “It is one of the simplest colors for the eye to process and one that permits a variety of color accents
and accessories.”

For this month’s column, we borrowed swatches of popular greige dresses from the popular Charleston,
South Carolina bridal boutique LulaKate and asked Beveridge to create complementary bouquets. Below are

four ways to make greige pop. ¥

Katie Hendrick
katiehendrick@gmail.com

Dress swatch: Sea Mist

Blue evokes water. “In Minnesota, | might name this look
‘Lakeshore,” while florists in coastal states might call it ‘Seaside,’
and accent it with shells,” Beveridge said. This cascade bouquet
includes a base of hydrangea, delphinium, thistle and gentiana,
with bachelor buttons, dusty miller and eucalyptus as ac-

cent pieces for depth and texture. “Add some peach flowers, a
complementary color, or create analogous harmony with bright
greens or blue violet,” she said.

BLUE
GENTIANA
DVFlora

‘BLUE RIVER' DELPHINIUM BACHELOR’'S BUTTONS
Valleflor DVFlora
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GOLDEN
GREVILLEA
DVFlora

Dress swatch: Pecan

“Greige is actually an orange with

very low brightness and saturation,”
Beveridge said. For a fall wedding, you
can draw out its coppery qualities with
golden grevillea, brown cymbidium
orchids, and burgundy anemones

(or roses, dahlias, callas, etc.). “In
Minnesota, I'd describe this look as
‘Wildwood'; in the South, you might say
‘Butterscotch,” and on the coasts, you
could use "Tropical Bamboo' or ‘Spice

"

Box'," she said.

BROWN CYMBIDIUM
NZ Bloom

‘WINE’' CELOSIA
Sun Valley Farms

Dress swatch: Fog

This bouquet, “a cascade with a crescent
crossing line,” features garden roses,
pink cockscomb celosia, rose godetia
and freesia. It's ideal for the bride who
loves a romantic aesthetic, but craves
something a little different from the
ubiquitous hand-tied look. Beveridge
would call this design “Queen of Hearts."

JADE
TRACHELIUM
DVFlora

Dress swatch: Desert

“With greige, you can use all colors
without fear,” said Beveridge of this poly-
chromatic bouquet that includes roses,
cocculus, golden grevillea, eucalyptus,
aster, lisianthus, trachelium, hypericum
berries, and amaranthus. “It's perfect
for dramatic, outgoing brides who want
to express their joy with a kaleidoscopic
display of color,” she said.

COCCULUS

‘CAREY’ DAVID AUSTIN GARDEN ROSE
Green Valley Floral Fern Trust
The magazine of the Society of American Florists (SAF) 19
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Video killed
DVDs

the radio
star.
decimated
VCRs.

Camera phones
. kicked Kodak in
.. theaperture.

N

As we rush to embrace shinier, easier
and faster ways to communicate,
today’s hot new thing evaporates faster
than a SnapChat.

Follow the digital evolution and
you'd assume email is headed toward
extinction.

Not so fast, say online marketing
experts, armed with impressive statistics
and compelling reasons that suggest
the inbox won't be joining the cassette
tape anytime soon. Low costs, creative
control and sophisticated tracking
capabilities are just a few traits that give
marketers reasons to live for email.

And let’s not
even talk about
MySpace.
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> STAY OUT OF THE TRASH

Still need a convincing vital sign?
Email boasts the most numbers of any
form of digital communication. By year's
end, there should be 4.3 billion email
users, according to The Radacati Group,
a market research firm. Its 2014 report
found that 84 percent of Americans use
email and 91 percent check it at least
once a day. Those with a smartphone
are checking it 34 times daily, accord-
ing to a 2014 article in Personal and
Ubiquitous Computing, a peer-reviewed
scientific journal.

“Email may be an old tactic, but it
remains a vital one,” said Peter Roesler,
president of Web Marketing Pros and
a columnist for Inc. That vitality owes
plenty to affordability and readability.
Unlike texting, which eats up data and
racks up charges, email exists beyond
the phone, doesn't cost anything to re-
ceive and offers more space for content,
“allowing for better marketing,” he said.
Customers avoid data drain; marketers
avoid content restraints. (Imagine how
lifeless your open house invitation or
“Best Mom" contest would look reduced
to a few characters on a phone screen!)

“It's definitely the most effective
way to connect with and engage con-
sumers,” said Jason Dulay, founder of
Dummy Proof Marketing, a Washington,
D.C.-based firm that educates small
businesses about search-engine optimi-
zation, social media and e-commerce.

According to McKinsey & Company,

“
i www.ashaddflorisL.com
ASHU\ND ADDISON 312.432.1800
FLORIST CO.

Wrderyourvalenline:s bougueliGDAY:
& scare WO FREE Lindt Chocolate Bars)

$50.00% for

T ot voraleln 7 it o g Wil o ey € Donbensi e

%w&m
$¥ L€

oA

- 7.4-'««,,”."

DAILY DEAL Ashland Addison Florist
in Chicago keeps holiday reminders
subtle (and not tiresome) with email
messages that change every day.

a consulting firm, email is 40 times more
successful at acquiring new clients than
either Facebook or Twitter. Similarly,
Campaign Monitor, an online market-
ing application, found customers are six
times more likely to click on a link in an
email than one in a tweet.

Additionally, email marketing gives
small business owners something they
crave: control.

“You decide when your message goes
out, who receives it and how it looks,”
Dulay said. Social media marketing, by
contrast, “puts you at the mercy of the
hosting site. Facebook, Twitter, Instagram
— they make the rules.” Organic posts
(i.e., the ones you don't pay to promote)
“have a very small reach.”

On Twitter, where Dulay has 1,547
followers, he contends with a conver-
sation stream that's refreshed by the
second. And on Facebook, there's the
much acknowledged, but little under-
stood algorithm. “Basically, Facebook
will increase the number of people who
see your post based on the number of
likes, comments and shares you get,”
he said. So unless your post gets a lot
of interaction right out of the gate,
chances are, most of your followers
won't see it.

“There are literally millions of
Facebook statuses written each day,”
with the vast majority only appearing
before a fraction of the desired audi-
ence, he said. “The ‘viral post’ everyone
dreams of having is extremely rare.”

Email faces a lower barrier to entry.
Send an email and, barring the rare full
inbox, you can assume it will arrive.
Whether it gets opened? Well, that's
where the message — not the medium
— is key. It's up to you to give that mes-
sage life beyond the screen. And when
you do, it pays.

According to a 2013 Direct
Marketing Association survey, 66 per-
cent of consumers report having made
an unplanned purchase online as a result
of email marketing. When they click
through to “buy now,” businesses get not
only a sale but also valuable information
about the email-induced customer.

“Technology has advanced so com-
panies can easily track website and
purchase behavior and use that to send
targeted, personalized emails,” said
Kristin Bond, author of the blog “Email
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Karin's Floristis axcited to announca this May, Wolf Trap is jaining the
Karin's Gives Back Program!

For the month of May 2015, Karin's Gives Back has parinared with Wolf Trap, the
jeading Northern Virgiia non-profit organization for the performing arts and eduzation
far 8 very special mission.

mmmumuuw this very special Symohony of Fiowers arangement in
of the Wil Trap Foundation and a portian of the procoeds of every Karin's Gives.
g arrongoment mmm wil dirocs Wolf Trap and their education
i g e e e My | aring T b b A Pt i
on this. exceplional organization, please visit WoTrap.or

_ www.karinsflorist.com

GOODWILL HUNTING Karin’s Florist
in Vienna, Virginia, uses email

to inform customers about the
shop’s charitable efforts and to
encourage them to help out too by
purchasing a special arrangement.

Snarketing,” who's coordinated cam-
paigns for Warby Parker, One America
and Food52.

The sobering news? Consumers have
also become savvier in how they use
email, Bond said. Many sign up for just
the first-time “welcome” discount. The
challenge is converting these “one and
done” subscribers to lifelong readers and
flower buyers.

Compelling emails share certain
traits: substance, style, a personal hook
and a sleek look. And the most suc-
cessful email marketers are analytics
addicts who monitor open and opt-out
rates and consistently fine-tune their
approach. They're keeping email alive
— and you can, too, with these five
hacks to dodge the delete button and
deliver powerful messages.

HAVE A CLEAR

GOAL IN MIND

Gone are the “You've got mail” days of
joyfully checking your inbox. The average
American sends/receives an average of
121 emails a day. With no clear raison
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“You don’t want to be
the brand that’s sending
emails all the time just
because they drive a little
site traffic.”

Kristin Bond

Email Snarketing

d'étre, your email is headed toward the
trash. Send aimless, worthless messages
too often, and you'll quickly be part of an
unsubscribe digital cleanse. According
to a survey by The Relevancy Group, a
market research firm, 44 percent of con-
sumers say receiving too many emails is
their biggest pet peeve and the primary
reason they ditch companies’ lists.
Before you click the send button, ask
yourself: What do | want to achieve (a
sale, a signup, a chance to brag)? And
then try to identify the benefit to your cus-
tomer. If either answer is hazy, hold back.
For Rick Rivers, “email fatigue” is a
grave concern. The owner of A Floral
Boutique in Ormand Beach, Florida, re-
calls several big brands that “exhausted”
him with daily messages and conse-
quently landed on his unsubscribe list.
To ensure his shop doesn’t meet
the same fate, Rivers practices email
restraint, limiting them to delivery con-
firmations and holidays. Through call-
em-all.com, he invites customers to opt
in for an email (or text) receipt of their
order, which arrives with a photo and a
coupon for their next purchase. So far,
20 have signed up and Rivers reports a
“phenomenal open rate” of 97 percent.
Beyond this, Rivers reserves email
marketing for “flower dominant occa-
sions”: Valentine's Day, Mother’s Day,
birthdays and anniversaries. "These
are the times | know my (mostly male)
clients really want my products, but they
might have forgotten they do,” he said.
When he emails them reminders, they're
grateful. “I've done them a service keep-
ing them out of trouble.”
Rivers' customers get three pre-hol-
iday emails: seven days, three days and
then one day before the holiday.

SOCIAL MEDIA
MANAGEMENT

For The Florist...By A Florist

Just because someone knows how to set up a Facebook profile
doesn't mean they should be trusted with your brand and
reputation. Let the SCOOP team put together a social strategy

to maximize your customer engagements.

Call for your FREE Social Media Check-Up

866-225-1173

SCO0

: i Optimize OrgallliZ Presence

www.scoopbeneva com

SCOOP is a division of Beneva Solutions, LLC
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The meeting place for the
flower industry in 2015

PROFLORA
N

flower trade show
Oct 28th - 30th, 2015

Bogota - Colombia

www.proflora.org.co
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> STAY OUT OF THE TRASH

To catch their attention, he uses play-
ful “fear” tactics: for Valentine's Day 2015,
he featured a cartoon of a sad woman in
the office, surrounded by colleagues smil-
ing with their flowers; in 2014, it was a
guy sleeping on the couch. The respective
subject lines: “Don't let this be your girl”
and “Don't be this guy.”

In Chicago, Ashland Addison Florist,
which has five locations, also treats email
as a digital string around the finger for
big holidays. From Feb. 9 through 13,
Marketing and Communications Director
Bridget Carlson, AAF, emailed a different
daily deal for Valentine's Day.

“It was a way to remind customers
the holiday was coming up without being
obvious,” Carlson said, and to make them
curious and excited to see the next offer.
“It's like clothing stores that do a month of
summer sales,” she said. “They might kick
it off with sun dresses, which you don't
want or need, but you'll keep checking in
every day until you see a deal for swim-
suits or tote bags.”

It's important to consider customers’
shopping habits and schedule your emails
accordingly, Bond said.

“If you're marketing a product that
people buy every week, like food, multiple
emails a week might be okay,” she said. “If
you're marketing something people tend
to only buy a few times a year, then daily,
year-round emails can be really annoying.”

Emails sent outside your busy
season(s) keep you top of mind, but
they must have a strong purpose, Bond
said. "You don't want to be the brand
that's sending emails all the time just
because they drive a little site traffic,”
she said, emphasizing it's not worth
soliciting a few clicks if you have doz-
ens who unsubscribe at the same time.

7
B E,P{)i VA - :1-\505‘905

000va.COM

7 .

TREAT YOURSELF WITH WRAPPED PEONIES
DELIVERED TO YOU FOR JUST $20 cetveryncuceas

LIMIT ONE PER CUSTOMER + SARASOTA DELIVERY ONLY « WHILE SUPPLIES LAST

59.95 fee wil be charged on any redsliver

Conneat with Us!

0 00

IRRESISTIBLE OFFER Bouquets
available at a remarkable price
point get customers clicking on
Beneva Flowers’ email messages.

Retailers need to ask themselves, “Is
what I'm about to send something of
value to the customer?”

Offer tips such as “what to send a
friend in the hospital” or “flowers that
hold up well for an outdoor summer
wedding.” Bond recommends keep-
ing a list of frequently asked questions
("What should | bring to my wedding
consultation?” or “Could lilies poison my

cat?,” for instance) and using them for
email fodder during slow weeks.

Maris Angolia, AAF, president of
Karin's Florist in Vienna, Virginia, uses
email to highlight the shop's good deeds
through a charitable program called
“Karin's Gives.” Each month, Karin's works
with a different community organization
in northern Virginia, Washington, D.C.,
or Maryland, and creates a special ar-
rangement in its honor; Karin's donates 10
percent from each one sold to the organi-
zation. The messages net a few additional
sales every month and generate goodwill,
Angolia said, adding “Customers like read-
ing about people who make their commu-
nity a better place to live.”

At Beneva Flowers in Sarasota,
Florida, owner Art Conforti, PFCI, aims for
impulse purchases with his $20 Tuesday
email campaigns.

“It's a deal that is simply too good to
pass up,” he said of the weekly bouguet
specials, which include delivery. They
consistently sell out (sometimes within
an hour or two, as was the case when the
shop featured peonies this past May) and
have earned him “more corporate busi-
ness than you'd ever imagine.”

These emails “get us in the door,”
Conforti said. A lot of people don't view
$20 (“less than the price of two movie
tickets") as indulgent and thus give in to
the temptation. Then, when the flowers
arrive “looking much more expensive than
what they paid for,” people are impressed,
appreciative “and eager to do business
with us again,” he said.

Carlson strikes a similar approach at
Ashland Addison.

“We want to capture people who
would buy flowers for no particular
reason,” she said. “If we could get every

THE WORST
OFFENDERS

What turns customers off? Earlier this
year, software developer Get Data
queried 500 Americans between ages
25 and 44 about why they unsubscribe
from brands' email lists. Here are their
top pet peeves.

V46.4%

Too many

17.2%
Looks like
spam

emails
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Irrelevant
content

9.1%
I didn't
know | was
\ subscribing
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one of our existing customers to buy
one extra arrangement a year ‘just be-
cause,’ it would have a huge impact on
our bottom line.”

About 70 percent of Carlson’s email
campaigns center around selling a partic-
ular design that uses excess containers
and flowers purchased in bulk. Carlson's
subject lines convey urgency with phrases
like “limited offer at a great price point” or
“don’t miss our biggest rose sale ever.”

Other times, she'll use email to ad-
vertise something unusual and exclusive,
such as lilac or proteas, to generate in-
store foot traffic.

The messages “aren’t always about
getting a fabulous deal,” she said. “But
our goals are usually the same: to en-
courage an impulse purchase and to
move specific product.”

SHOW SOME PERSONALITY
The most captivating email campaigns
have a voice. Even as the world seems
to revolve more and more around
technology, “people still crave human
interactions,” Dulay said. Facebook,
Twitter, Instagram and YouTube may
have moved the conversations online,
but “deep down, they're all about con-
necting with other people.”

If you want to resonate with custom-
ers (and not come off as overtly sales-
oriented — one of customers' top pet
peeves, according to GetData), you want
them to see your true colors and how you
can make their lives richer.

“Telling a story is one of the best
ways to make a positive impression,”
Dulay said.

Instead of issuing a bland, generic
pitch (“Buy flowers for Mother's Day!"),
talk about a new father picking out his

1.2% 4.3%

Not tailored Too much
tomy or too little
\ ‘preferences . content

N

v

“"Whether you make them
laugh or cry, if you strike
an emotion, that's good.”

Jason Dulay
Dummy Proof Marketing

wife's bouquet — how he chose marigolds
because they corresponded with their
daughter’s birth month (October) and
how he deliberated over the card message
(“Thank you for giving me the greatest
gift of my life.”) Wrap it up by saying how
your staff “can’t wait to help you pick out
the perfect bouquet, customized for the
special woman in your life."

During prom season, you might start
a message about the latest design trends
with an anecdote (accompanied by a
delightfully dated photo, of course) about
what you wore to your own big dance.
Segue with a sentence about how you
wish you were a modern day teenager, so
you could wear “the glamorous illusion-
neckline gowns and flower crowns so
popular these days” and what you would
give “to relive the fun days of young love
and childhood friendships.”

“Whether you make them laugh or
cry, if you strike an emotion, that's good,”
Dulay said.

Furthermore, with stories, you're shift-
ing the focus from your products to the
people.

“It shouldn't be about the flowers,” he
said. “It's about the service. People want
to see how you can benefit them.”

Showing some personality means
ditching the stilted, professional tone for a
conversational one.

Consider these two messages:

Hello. Thank you for ordering flowers from us.
We are very appreciative of your business.

Hi! Thanks for shopping with us! We're
thrilled to be a part of your special moment
and can't wait to show you what we can do!

Which sounds friendlier?

“If you use language that's too formal,
too structured, you sound robotic,” Dulay
said. “People who give you their email
address like you. And they want to read

an email that sounds like you would if you
were greeting them in your shop or over
the phone.”

To bring Ashland Addison to life in
her emails, Carlson likes to name-drop.
“For a teaser, | might say, ‘Wait till you
see what Suzanna created this week!" It
reinforces that we're a local, family run
business with real people making cus-
tom designs,” she said.

Personal photographs shot behind
the scenes at the shop give customers a
snapshot (literally) of what goes on in the
design room and are yet another way to
form a bond, she explained. “It's also im-
portant that they see what the flowers re-
ally look like,” she said. “That builds trust.”

Afraid amateur phone photos aren’t
“good enough"? Well-lit, professional
photography has its place (your website
and wedding portfolio, for instance), but
when it comes to email marketing, “you
make more of an impact with photos shot
on your phone,” Dulay said. Why? “If the
photo looks too good, customers might
think it's Photoshopped and their ‘oh no,
this corporate entity is trying to market to
me’ guard goes up.”

GET PERSONAL

Many things are one-size-fits-all, but
shouldn't be. Chief among them: lingerie
(agree to disagree, Hanky Panky) and
email marketing.

The Sheffields’
ASHLAND,~ADDISON
: = FLORIST CO.

Make Someone Smile Today! Send Flowers!

800-348-1157 « 312-432-1800

This bouquet is sure to make
someone smile!

Beautiful yellow roses, green trick,
green hydrangea and fun purple
orchids designed in a cute
keepsake mirrored container.

Grab this gorgeous bouquet while
supplies last! Chicago and local
suburban delivery only.

Summer Fun
15WS18 $55.00
Retail price $100.00

Vote for Ashland Addison Floral & Event Decor in ChicagoStyle
Weddings Magazine's Designer's Challenge!
Our team completed the Southern Style Romantic Wedding Vignette!
Click here for the voting page!

FORWARD EMAIL

CLOSET CLEANER Bridget Carlson,
AAF, markets weekly specials
through email to move excess
containers with impulse purchases.
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“Your success rate goes
way up when you match
your offerings to their
preferences.”

Art Conforti, PFCI

Beneva Flowers

Back when email marketing was in
its infancy, "blasts” to a company’s en-
tire list were the norm. Today, email pro-
viders offer sophisticated tools to send
precise messages.

“Emails that are targeted well almost
always perform better than bulk mes-
sages, because they have content that's
relevant to the users,” Bond said. “It takes
more time, but it's worth it.”

Florists have long been sending tar-
geted emails for customers’ birthdays and
anniversaries, but age, gender and previ-
ous purchases are springboards for more
segmented campaigns, Bond said.

For instance, a teenage girl who
comes in for a prom open house may
have a graduation party in the near
future. She might pledge a sorority (an
occasion for which many mothers send
flowers to their daughters), fall in love,
get married and have a baby, all within a
few years of that party.

When you have a wedding consulta-
tion, get the email addresses for both
bride and groom. “Chances are, the new
husband is going to need flowers for fu-
ture Valentine's Days,” Bond said. And,
as weddings typically add relatives to the
family dynamics, you could also put your
newlywed customers on a list for a “don’t
forget your mother-in-law!” email in May,
she suggested.

Carlson targets customers by ZIP
codes. “When we did a 'Free Flower
Happy Hour' at one shop, we made sure
the email only went to customers in that
geographic area,” she said.

Many email platforms will track not
only who opened the message but also
the time spent on links clicked. You can
use that information to send tailored mes-
sages based on shopping patterns.

“Your success rate goes way up when
you match your offerings to their prefer-
ences,” Conforti said.

For instance, if he sees a customer
spent half an hour deliberating between
a $195 tropical design and a $200 rose
arrangement, Conforti assigns him or
her to his “luxury items” list. Customers
who click from one $25 design to the
next will receive emails promoting
Beneva's “best value” items.

Emails triggered by customers’ brows-
ing history and past purchases average
70.5 higher open rates and 152 percent
higher click-through rates than traditional
bulk messages, according to Epsilon, a
marketing consulting firm in Irving, Texas.

MAKE IT EASY TO

TAKE ACTION

In Chicago, where many commuters ride
the “L,” Carlson assumes a lot of her
customers read her messages on the go.
To make it easy to order while in transit,
she embeds everything with a link: the
product code, the price, the name of

the design, the images. “They shouldn't
have to go to another window or pull

out a piece of paper to write anything
down,” she said. “They should be able to
just tap through to get to the appropriate
landing page.”

And it must be mobile-optimized:
65 percent of consumers read their
email on a mobile device, according
to Movable Ink, and a 2015 study by
The Relevancy Group showed that 21
percent of respondents said they imme-
diately delete messages that aren’t well
formatted for their phones.

If your email platform doesn’t
automatically optimize messages
for mobile devices (most do — see
sidebar), make sure they look good
on tiny screens by adopting the adage
“less is more,” Dulay said. Multiple
calls to action, photographs, sidebars
and links to your website or blog will
distort your message and “confuse
customers about what you want them
to do,” he said.

Consumers like short, direct sen-
tences that follow the “subject + verb +
direct object” construction.

“It's what newspapers do and it's easy
to read,” Dulay said. “Your paragraphs
should only be one or two sentences long.
Make the return key your friend.”
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The optimal word length depends on
your content, he said. If you're sharing a
really compelling story, people will keep
scrolling. Generally speaking, though,
500 characters is a good target, Dulay
said. “People are remarkably lazy and will
quit reading if you ramble at all.”

And don't neglect the “little details”
that influence open rates: the “from" field,
subject line and pre-header (the text that
appears to the right of the subject line).

If you send an email from noreply@

abcflowers.com, you're subliminally say-

ing, “we don't want to talk to you.” A mes-
sage from adam@abcflowers.com, on the
other hand, reinforces that there's a real
live human ready and eager to help.

Your subject line is your first impres-
sion and arguably the trickiest piece to
write. “They take a lot of experimentation,”
said Dulay, who urges florists to try two
different subject lines for every email to
see what works best. To kick off your brain-
storming session, here are a few tips :

Natural Harmony
From $350.00

ON TARGET Customers who click on
high-end arrangements after opening
a Beneva Flowers email get assigned
to the shop’s “luxury shoppers” list.
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Keep it short (50 characters or less).
= Avoid the proven spam triggers,
such as “salesy” words (“buy,” “free,”

"ou

“order,” "discount,” “clearance”).

m  Avoid gimmicks (“click here,” “not
junk,” “you won't believe your eyes”)
and excessive exclamation points.

m Use personalization. (Most platforms
can automate your subject line to
include your recipient’s name.)

= Ask a question.

= Add an emoji.

= Tellajoke.

“A lot of brands mostly focus on the
body of the email and the subject line,
and forget about the pre-header,” Bond
said. She observes numerous pre-header
bloopers, such as omitting one, repeat-
ing the subject line verbatim, using the
default, “to view this email in a browser,
click here,” or, “worst of all, showing a
bunch of code or a very long URL" (com-
mon on image-only messages).

A good pre-header “can supple-
ment the subject line, and give the
subscriber more reason to open the
email,” she said. They are especially
useful for brands that use very short or
coy subject lines meant to pique interest
without revealing the message's content
and are “also a great way for brands
to show a little personality,” she said.
(Remember hack no. 2?) Try a call to
action, a personal message or an incen-
tive (such as a coupon) to increase your
open rates.

(See infographic, right, for more sam-
ples, and find more advice with detailed
examples at safnow.org/moreonline).

TEST IT AND TRACKIT
There are dozens of variables, from sub-
ject lines to time of day sent, that impact
open rates. “Figuring out what works best
is a matter of trial and error,” Dulay said.

Professional marketers use a process
called “"A/B testing,” in which 50 percent
of the email list receives one form of a
message and the other half sees some-
thing slightly different. This function is
standard on most email marketing plat-
forms, Dulay added.

“Send some the message in the
morning and the others in the afternoon
or try two different subject lines,” he
said. "You could even experiment with
what you're offering.”

ANATOMY OF AN
EFFECTIVE EMAIL

Emails that boast the highest open rates and the most click
throughs have stellar substance, but they don't neglect style. Give
due attention to the nuts and bolts of your emails, making each
piece personal and precise.

SUBJECT LINE

Happy birthday, Amy! k Use the
subject’'s name

Are you ready to celebrate? k Ask a
guestion

“FROM" EMAIL

From katie@abcflowers.com

use a hame, never
“noreply®@" or
“info@yourshopname

PRE-HEADER

Treat yourself to some flowers!
No fete is complete without a bright, beautiful bouquet!

Use an
emoji
BODY
Dear Amy,
: 'ﬁ':)i:‘; < % U We hearit's your
Y 7% special day! To
B 2T 3
e celebrate, your
friends at ABC
flowers would like
to present you with ~
*Short
a colorful, fragrant, sentences

calorie free treat.
Stop by any day
this week to receive a complimentary
bouquet or enter the code BIRTHDAY
and get a 30 percent discount on any
online order.

eConversational

*Purpose: Drive
store traffic
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> STAY OUT OF THE TRASH

O

“There are dozens of
variables, from subject
lines to time of day sent,
that impact open rates.”

Jason Dulay

What's a more popular special: or-
chids or roses? “You'll never know unless
you A/B test it,” Dulay said.

Nearly every email platform provides
statistics for each email you send. When
evaluating the effectiveness of your cam-
paign, these are the five key metrics you
should study, Bond said:

m Open rate: the percentage of
recipients who opened the email
m Click-through rate: the

percentage of recipients who

clicked on a link in your email
= Unsubscribe rate: the number of

recipients who opt out of your emails
= Conversion rate: the number

of purchases divided by the

number of emails sent
= Average order value (AOV): the

average dollar amount spent out of

the people who made purchases

There is no standard “good” numbers
for any of these, Bond said. “You'll just
want to track them and see how they
change between emails,” looking for
some correlation between subject line, or
the timing of an offer, for example, and a
higher (or lower) response rate.

And don't hesitate to dig deeper than
the numbers. With her weekly special
emails, Carlson always checks the order
sheets to read the customers' card enclo-
sure messages. “Happy Birthday!” indi-
cates a sale Ashland Addison likely would
have gotten, with or without the email.
But when Carlson sees, “Just thought this
would brighten your day” or “A beautiful
bouquet for a beautiful girl,” she smiles.
That suggests her email spurred a coveted
“just because” purchase. ¥

Katie Hendrick is a contributing writer
and editor for the Society of American
Florists. katiehendrick@gmail.com

EXPERT-TESTED EMAIL MARKETING
PLATFORMS

There are a dizzying number of companies that provide email-marketing tem-
plates. Our sources shared some of the best, based on price point, simplicity and

tools for customization. Among them:

MailChimp mailchimp.com
Key traits:

m Subscriber profiles that show

a customer's engagement

and website activity
m Automated emails based on

customer behavior and preferences
m Advanced analytics reports

you can access on your

computer or mobile device
Pricing: Clients with fewer than 2,000
subscribers can send up to 12,000
emails a month for free. For $10 a month,
gain access to extra features such as de-
livery by time zone and chat support.

Constant Contact constantcontact.com
Key traits:
= Mobile friendly templates
m Statistics on clicks, opens
and forwards
m Unlimited emails no matter how
many people are on your list
Pricing: $20 to $45 a month for a
month for unlimited emails up to 500
subscribers; $35 up to 2,500 subscrib-
ers; $55 up to 5,000 subscribers.

iContact icontact.com
Key traits:
= Mobile friendly templates
m Easy-to-navigate user interface
m Tools to integrate email and
social media marketing
Pricing: $14 a month for unlimited emails
up to 500 contacts; $32 for up to 2,500
contacts; $52 for up to 5,000 customers.

FLORAL MANAGEMENT | SEPTEMBER 2015 | WWW.SAFNOW.ORG

AWeber aweber.com
Key traits:
= Mobile friendly templates
m Seamless integration with
WordPress, Facebook, PayPal
and many other sites
m Live customer support
available seven days a week
Pricing: $19 to $49 a month for unlim-
ited emails up to 500 subscribers; $29
for up to 2,500 subscribers; $49 for up
to 5,000 subscribers.

Robly robly.com
Key traits:

= Mobile friendly templates
= OpenGen, a retargeting tool
that identifies who doesn't
engage with your emails and
automatically switches tactics
(subject lines, time of day sent,
etc.) in subsequent emails
m Complimentary consultation
with marketing and design
experts once a year
Pricing: Robly offers multiple tiers of
services. Its standard package starts at
$15 a month for clients with up to 2,500
subscribers. Its comparable profes-
sional package starts at $29 a month.

For a comprehensive

assessment of these and

other providers, visit the
Email Marketing Services Review at
email-marketing-service-review.
toptenreviews.com.
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HERE'S
AMTH OUT
THERE THAT YOU

it RAM PROMASTER CITY

. ONE COMMERCIAL VAN, TWO CONFIGURATIONS
As either a cargo van or five-passenger wagon, it's the best way te do business.

THE BIG PICTURE FITS IN BACK

With best-in-class payload, the ProMaster City is geared to tackle everylhm? on
your list without an ounce of hesitation, Best-in-class cargo capacity means [ess
time spent reloading and more time spent getting things done.

. THE POWER TO INTIMIDATE

Ram's 2.4L Tigershark® gas engine generates best-in-class 178 horsepower and
174 LB-FT torque. Combine that muscle with an exclusive 9-speed transmission,
andfyou get an unsurpassed standard 29 MPG HWY..It's a smarter and more
efficientengine: It operates longer at lower RPMs, and the unique clutch
technology results in smoother shifts and a smoother ride. Acceleration is

also improved-0 to 30 takes 3.7 seconds.

‘ ) . a5 CURB APPEAL

The 60{4U-SF|51 rear doors are designed with deliveries in mind. The driver's-side
door opens first, allowing you maximum access to your cargo and a clear path to
the curb without the passenger rear-door obstruction seen on other vans.

RAMTRUCKS.COM/PROMASTERCITY
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1.9%

7.3%

HOW'S
BUSINESS?

36% 46.1%

> For many floral industry members,
the first six months of 2015 seemed
to bring welcome news: Record low
gas prices. Booming local real estate
markets. Consumers (finally) ready
to spend some cash. In fact, at the
end of the second quarter (June

30), when SAF queried members
across segments about the state of
business, 316 people responded, with
46 percent of them saying things
were good — and another 7 percent
classifying them as excellent.

Of course, not all survey
respondents expressed the same
positive sentiment: 36 percent said
business was OK, and 9 percent said
they’d call it poor. (Less than 3 percent
identified the state of their business
as terrible.)

Still, the mostly upbeat report
could bode well for the rest of the
year, and sales for the remaining
major holidays. (Get those jingle bells
ready; Christmas is just three months
away.) This month, we'll take an in-
depth look at some of the highlights

of that survey.

I OK

EXCELLENT
s POOR

GOOD
I TERRIBLE

SOURCE: SAF 2015 Q2 ECONOMIC OUTLOOK SURVEY

Results Overview

The basic question driving the second-quarter
survey —"So, how's business?"— generated
different responses among industry segments.

For instance, 53 percent of growers clas-
sified business as good, 13 percent said it was
excellent, 27 percent said it was OK and 7 per-
cent said it was poor.

Wholesalers, suppliers and importers
appear to be seeing even stronger results: 67
percent of these respondents said business
was good and 11 percent called it excellent.
Meanwhile, 22 percent said it was OK. (No re-
spondents in this group said it was poor.)

About 45 percent of retailers said busi-
ness was good and 37 percent said it was
OK, while 7 percent termed it excellent. Nine
percent said it was poor, and about 2 percent
said it was terrible.

When comparing the second quarters of
2014 to the second quarter of 2015, 50 percent
of all respondents said gross sales increased,

23 percent said they dropped and 24 percent
said they stayed about the same. (About 3 per-
cent said they weren't sure how the quarters
compared.)

Among respondents who said 2015 second-
quarter sales were lower than 2014 second-
quarter returns, more than half (59 percent) said
the drop was between 1and 10 percent; about a
quarter reported an 11to 20 percent drop; 9 per-
cent saw a falloff of 21to 30 percent; and only 4
percent saw a steeper decline of 31to 50 percent.

Among those who experienced higher sec-
ond-quarter sales over the previous year, nearly
three quarters (71 percent) saw a bump of 1to
10 percent, less than a quarter (22 percent) saw
gains of 11to 20 percent, and 10 percent had in-
creases higher than 21 percent.
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> HALFTIME REPORT

Feeling Good...

Overall, 48 percent of all respondents
said they were optimistic about sales
expectations for the remainder of 2015
(13 percent said they were very optimis-
tic) — a positive indicator that seems

to echo the earlier sentiments by SAF
Chairman Bob Williams I, AAF, PFCI,
vice president-North American opera-
tions at Smithers-Oasis, who predicted
a positive year for many in the industry
during last year's State of the Industry
address with SAF CEO Peter Moran.
About 32 percent of respondents said
they were neutral or uncertain about
sales projections for the remainder of
the year. Only 7 percent of respondents
were pessimistic, and less than 1 percent
reported feeling very pessimistic.

Looking again at those numbers by
segments, 50 percent of growers re-
ported feeling optimistic and 50 percent
were neutral or uncertain.

Among wholesalers/suppliers/
importers, 75 percent characterized
expectations as optimistic, and 25 percent
said they were neutral or uncertain.

About 45 percent of retailers said they
were optimistic, and another 13 percent
said they were very optimistic. Thirty-four
percent of that group said they were neu-
tral or uncertain. Seven percent said they

2.8%

23.5%

HOW DID 2Q
GROSS SALES
COMPARE TO THE
SAME QUARTER
LAST YEAR?

24.1%

I DOWN

49.5%

N ABOUT THE SAME
upP I UNSURE

SOURCE: SAF 2015 Q2 ECONOMIC OUTLOOK SURVEY

were pessimistic, and about 1 percent said
they were very pessimistic.

... But Staying Cautious
Time to break out the victory dance? Not
so fast.

In write-in responses, many respon-
dents — from all segments — expressed
relatively cautious optimism, noting
continued concern over challenges such
as competition from order gatherers,

mass-market chains and supermarkets,
along with the value of some wire orders;
outside factors, including immigration
reform, health care and energy costs;

as well as perennial challenges, such as
finding skilled or qualified workers, keep-
ing costs in check and planning for the
next generation of industry businesses.

“The economy is very volatile,” said
one northwestern wholesaler. "Any
number of insane acts could upset the
apple cart, as can international events,
like Greece's bankruptcy or terrorist at-
tacks. There's no way to plan for these
things.” (Indeed, at press time, inves-
tors in the U.S. were reacting to a dra-
matic stock market drop in mid-August
— just the type of news that could rattle
some consumers.)

Another respondent, a grower in the
Northeast, saw an improvement over
last year's sales but is uncertain about
how the rest of the year will pan out, due
to national politics, particularly the up-
coming presidential election. In response
to the Affordable Care Act, he plans to
reduce employee hours and only hire
part-time workers.

Cost cutting led several respon-
dents to profit gains over 2014. One
Midwestern retailer, who described busi-
ness as “excellent,” lowered his costs of

HOW WOULD YOU CHARACTERIZE YOUR SPENDING EXPECTATIONS IN THE FOLLOWING KEY
AREAS IN 2015 COMPARED TO 2014 SPENDING?

upP I DOWN

N ABOUT THE SAME

I UNCERTAIN

[ N/A

100%

90% —

80%

70%

60%

50%

40%

30%

20%

10%

0%
PERISHABLE
PRODUCTS

LABOR

ENERGY

GIFTWARE
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CAPITAL
INVESTMENTS

HARDGOODS

SOURCE: SAF 2015 Q2 ECONOMIC OUTLOOK SURVEY
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goods sold by buying containers in bulk
(for a discount) and sourcing some flow-
ers directly from farms. Several whole-

saIers.eliminated positions and reduced F L O W E R S (mVA\YA=

benefits. One northeastern grower re-
duced his electric bill with LED lights.

Several retailers, all across the coun-
try, credited their uptick in business with
sales training, which raised their average THE POWER THE POWER THE POWER
order value. One, in Virginia, spent the U M 0 | BRIO
past few months nurturing relationships
with her local funeral directors, and saw
her sympathy business grow accordingly.

Despite a slight sales dip (1to 10 per-
cent) from Q2 2074, one Colorado re-
tailer is confident she'll end the year on a
high note. "Gas prices are down, real es-
tate in our area is strong, and our florist
business is up,” she said. “The challenge
has been the weather with our garden
center. If it hadn't been a rainy spring, we
would be doing very well.”

Year-End Team Building

In addition to finding out about past
sales, the survey also asked respon-
dents about their future plans, including
staffing during the busy winter holiday
season.

When asked about hiring plans for
the next six months, 63 percent of re-
spondents said they have no plans to
hire regular staff (the question excluded
seasonal and holiday help). Twenty-two
percent said they're likely to add part-
time workers only, and 10 percent said
they expect to bring in new part- and
full-time employees. Five percent were
unsure of hiring plans, and 3 percent said
they are hoping to bring in new full-time
employees only.

In related results, 26 percent of
respondents said they plan to give pay
raises/salary increases in the next six
months; 21 percent said they would SunVa"e
likely reduce hours — but another 17 Www.tsvg.com
percent said they plan to add hours; .
13 percent said they would not replace ()) 7 m"m“
employees who leave; 5 percent said - Q,&QVYWN
they would have salary freezes; about
6 percent said they would add benefits
— while less than 1 percent said they
would reduce them; and about 2 percent
anticipate layoffs in the remainder of
the year. {

Katie Hendrick is a contributing writer
and editor for the Society of American
Florists. khendrick@safnow.org
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Budgeting:
Don’t Sweat
the Small Stuff

BY PAUL GOODMAN, CPA, PFCI

EDITORS NOTE Paul Goodman, CPA, PFCI, and Derrick Myers, CPA,
CFP, love a good financial management challenge, however big

or small. Send your questions to fmeditor@safnow.org, and we’'ll
challenge the experts to tackle them in an upcoming article.
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Q: I will admit it, I've never
really done a formal budget
for my business. It all seems
so tedious. And futile. And
where do | even begin?

> The word "budget” makes many
people cringe, so you are not alone. But
it is not pointless: A budget gives you a
tangible reminder of what you're trying
to accomplish, so you don't overspend. It
can be tedious and complicated — but it
doesn't have to be. In fact, it can be easy.

Most people envision a budget as
being a large spreadsheet of numbers:
You start with projected revenue, and
then you look at every expense item
to figure out how much you're going to
spend for each month of the year. Now
that IS a big task. But you can chip it
down to something manageable by ask-
ing two questions: What's important?
And what can | control?

Three numbers represent about 75
percent of expenses at a retail flower shop:
payroll, cost of goods sold and facility ex-
penses. Ideally, payroll will be 30 percent
of sales for a single location shop and 35
percent for those with multiple locations.
Depending on your product mix, COGS
will run from 30 to 38 percent of sales.
Facility expenses should be no more than
10 percent of sales.

All of your remaining expenses — ad-
vertising, computer maintenance, credit
card fees, vehicle expenses, office sup-
plies, telephone system, etc. — should only
total 17 to 22 percent of sales.

So you don't have to do a full-blown
budget that includes every paper clip
and pencil you purchase. By focusing on
only the large items, and those that you
can control, you will have achieved 95
percent of the value of budgeting with a
lot less work.

Let's look at what you can control.
Once you've signed a lease, your rent
and utility fees are pretty much fixed.
Until you change locations or renegoti-
ate your lease, facility expenses won't
change much. Similarly, your computer
(POS) costs and telephone expenses
are set when you select your provider
and options. Remember the warning the
Grail Knight issued Indiana Jones in “The

",

Last Crusade”: “He chose ... poorly.”
Picking an expensive provider won't liter-
ally turn you to dust (as in the movie),
but it will erode your profit margin.

What you can manipulate: payroll
and COGS. This is where creating a bud-
get and sticking to it can have a signifi-
cant impact on your bottom line. So stop
worrying about all those other items.

Q: I'm ready to budget for
those key, most critical

items. Where do | begin?

Let's start with COGS. Unless you buy a
lot of items that don't sell and just end
up in inventory, the only purchases you
have to monitor on a daily basis are fresh
flowers and greens. This cost should not
exceed 25 percent of sales.

If you've been in business a while, you
can look back at your weekly fresh sales
for the same month for past years, adjust
for any sales increase or decrease you
have experienced recently, and multiply
by .25. That's your “do not exceed"” bud-
get for fresh purchases each week. Don't
include weddings or events, since you
plan them in advance and purchase sepa-
rately for them. As long as your designers
follow your pricing formulas and don't
stuff extra flowers and greens, budgeting
25 percent of sales for fresh product will
be adequate.

As for other goods: Don't overbuy for
gifts or containers. ldentify anything that
is not moving — put it on sale, move it out
and don't buy it again.

Payroll is a tougher one to budget for,
because you don't buy employee time
in small bunches like you do your fresh
product. The trick is to realize that your
sales will be very level for 10 to 11 months
out of the year. The exceptions are holi-
day weeks. Set your permanent staff to
handle your normal non-holiday levels of
sales, and no more. Use part-time em-
ployees as much as you can. Your target
is to keep your total payroll expenses,
including payroll taxes and employee
benefits, at 30 percent of total sales. This
includes a salary for the owner/manager.
If the owner/manager is not on the pay-
roll, your budget target is 20 percent. (For
larger shops over $500,000 in sales, the

target is 23 percent if the owner/manager
is not on the payroll.)

Advertising is a relatively small part
of the budget, but I'll mention it here
because it's one that can get out of hand
quickly. The normal budget for adver-
tising is 3 to 4 percent of total sales. If
you want to be more aggressive, you
can go to 5 percent, but remember that
extra advertising will generally lower
your profit. However, more-aggressive
advertising could lead to faster sales
growth. Allocate the amount you want
to spend on advertising each month, and
stick to it. Some florists save the bulk of
their advertising for the holidays. Others
spread it out evenly through the year.
Experiment to see what is most effective
for you.

Another often-ignored area in the
budget: donations. As most florists
know, it's easy to get swamped with re-
quests for flower donations. Set a budget
at the beginning of the year by month.
Give donations only to good customers.
Once you've reached your budget, use
that as your excuse to turn down ad-
ditional requests. Remember that most
donations should be a part of your ad-
vertising and expensed appropriately.

That's it! Just set your budget on the
most important and controllable items. A
little work there will have a big impact on
your bottom line.

Paul Goodman, CPA, PFCI, is founder of
Floral Finance Business Services, based in
Tusla, Oklahoma; editor of Floral Finance
and author of The Profit-Minded Florist.
plgoodman@aol.com
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GO DEEPER:

Get more insight into the following
budgeting-related topics:
m Forecasting Sales
m Payroll Expenses
m Donations
m Cash Flow
safnow.org/moreonline
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SAF ELECTS NEW LEADERS

> SAF members have elected nine
members to positions on its Retailers,
Wholesalers and Growers councils.
New council members begin their
terms at the close of SAF Amelia
Island 2015, SAF’s 131st Annual
Convention, Sept. 9-12 in Amelia
Island, Florida. SAF board elections
will take place during the annual
convention and via absentee ballot,
and results will be announced on
Sept. 12 at the association’s annual
business meeting during SAF Amelia
Island 2015.

The newly elected SAF council
members are as follows:

RETAILERS COUNCIL
Chair: Charles Ingrum of Dr. Delphinium
Designs & Events in Dallas

Robert Aykens, AAF, of Memorial
Florists & Greenhouses, Inc., in Appleton,
Wisconsin

Vince Butera, AAF, AIFD, PFCI, of Butera
The Florist in York, Pennsylvania

Bridget Carlson, AAF, of Ashland
Addison Florist Company in Chicago

Dana Cook, AAF, of Julia's Florist in
Wilmington, North Carolina

Jessica Cosentino, AAF, of Cosentino's
Florist in Auburn, New York

Cheryl Denham of Arizona Family Florist
in Phoenix, Arizona

Chad Freytag of Freytag's Florist in
Austin, Texas

Kristen Gainan-Graves of Gainan's Floral
& Greenhouses in Billings, Montana

Tim Galea of Norton's Flowers & Gifts in
Ypsilanti, Michigan

Manny Gonzales of Tiger Lily Florist in
Charleston, South Carolina

Skip Paal, AAF, of the Rutland Beard
Floral Group in Catonsville, Maryland

Brian Wheat, AAF, PFCI, of Lafayette
Florist, Gift Shop & Garden Center in
Lafayette, Colorado

WHOLESALERS COUNCIL
Chair: Paul Fowle of Transflora/DV Flora
in Doral, Florida

Bradley Beck, AAF, of Design Master
color tool Inc. in Boulder, Colorado

Nick Fronduto of Jacobson Floral Supply
Inc. in Boston

David Gaul, AAF, of DWF Wholesale
Florist in Denver

Gustavo Gilchrist of Kennicott Brothers
in Chicago

Bob Hamacher of Roses & More, Inc., in
Spokane Valley, Washington

Bill LaFever, PFCI, of the Bill Doran
Company in Rockford, lllinois

Dave Legge of DWF Wholesale Florist in
Denver

Robert Otsuka of the San Francisco
Flower Mart in San Francisco

Ben Powell of Mayesh Wholesale Florist
in Doral, Florida

Laura D. Shinall of Syndicate Sales Inc. in
Charleston, South Carolina

Retailers Council

Kaitlin

Michael Pugh  Rachael Martin
Radebaugh Pugh’s Flowers  Ballard
Radebaugh Memphis, Blossom Inc.
Florist & Tennessee Seattle
Greenhouses

Towson, Maryland

Jacque Sir Louis of Smithers-Oasis -
North American Operations in Kent, Ohio

Gayle Smith of Chrysal USA in Portland,
Oregon

Ken Wilkins of Delaware Valley Floral
Group in Sewell, New Jersey

GROWERS COUNCIL
Chair: Ben Dobbe of Holland America
Flowers LLC in Arroyo Grande, California

Andrew Bishop, Ph.D., of Green Leaf
Plants (Aris Horticulture, Inc.) in
Lancaster, Pennsylvania

Patrick Busch of Len Busch Roses in
Plymouth, Minnesota

Doug Cole of D.S. Cole Growers Inc. in
Loudon, New Hampshire

Ray Greenstreet of Greenstreet Growers
in Tracys Landing, Maryland

Stephen Kennicott of Kennicott Kuts LLC
in Waterford, Wisconsin

Michael Klopmeyer of Darwin Perennials
in West Chicago, Illinois

Janet Louie of Green Valley Floral in
Salinas, California

Jeff Mast of Banner Greenhouses in
Nebo, North Carolina

Michael Mooney of Dramm & Echter in
Encinitas, California

Steve Register of Flores Ixtapan S de RL
de CV, Tenango-Ixtapan de la Sal, in Villa
Guerrero, Mexico

Dave Self of Wyld West Annuals Inc. in
Loxahatchee, Florida

Carlos Manuel Uribe, AAF, of Flores El
Capiro S.A., in Medellin, Colombia S.A.

Wholesalers Council

\ i s

Oscar Lee Sorensen

Fernandez Design Master  Metrolina
Equiflor/Rio color tool Inc. Greenhouses
Roses Boulder, Huntersville,
Miami Colorado North Carolina
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Mark Yelanich

— Jenny Scala
Growers Council
- I
2R ¢

Jamie Kitz Diana Roy
Sakata Seed Kitayama Resendiz
Salinas, Kitayama Brothers Protea
California Brothers Inc. Growers LLC
Watsonville, Fallbrook,
California California
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CALIFORNIA GROWERS, SHIPPERS

HOST BUYERS AT FUN 'N SUN

> Leaders of CalFlowers (the California
Association of Flower Growers and
Shippers) attribute a 10 percent in-
crease in attendance at the Fun ‘N Sun
convention, held July 29- Aug. 1, 2015,

in Monterey, California, to an improved
economy and a growing appreciation for
the state's product. This year's event had
510 attendees from 35 different states,
plus Holland and Canada.

“We believe the general uptick in the
economy and growth of the floral business
in general have created additional interest
in our event and in the business” since the
previous Fun ‘N Sun event in 2013, said
Michael LoBue, CEO, CalFlowers.

UPTICK The CalFlowers trade fair
enjoyed a 10 percent increase in booths;
exhibitors included growers, greenhouse
suppliers, logistics and other services

LoBue, who was hired by the
CalFlowers board in the fall of 2015,
said one of the highlights of the event
that got “very high marks” from at-
tendees was a full-day tour to five dif-
ferent farms in the region: California
Pajarosa, CallaCo, CamFlor Inc., Green
Valley Floral and Kitayama Brothers.
The event also featured a dinner
party at the Monterey Bay Aquarium,
five different educational sessions,
and an all-day Flower Fair, featuring
California-grown flowers and greens
as well as logistics, technology and
greenhouse suppliers.

About 15 percent of attendees
were from the retail segment — the
highest number from the retail seg-
ment to attend to date. “Our members
have actively welcomed more and
more kinds of attendees, and we are
encouraging membership in categories
beyond our more traditional grow-
ers and shippers — retail included,”
Lobue said. "Our mantra is more flow-
ers for all, and the more people get to
see them, experience them and learn
about them, the better!”

ECUADOREAN FLOWER FARMERS EYE VOLCANO

> A volcano that last erupted in 1877 has the attention of Ecuadorean flower growers.

Cotopaxi, located about 30 miles southeast of Quito, “initiated an eruptive process”
in mid-August, said Alejandro Martinez, executive president of Expoflores, the na-
tion's association of flower growers. The association is concerned, but emphasized that
Cotopaxi's history suggests the volcano won't have the same catastrophic effects as
Mount Vesuvius, Mount St. Helen's or anything depicted “in Hollywood.”

“Tungurahua Volcano, located south of Cotopaxi, has similar characteristics and has
been erupting for the last nine years,” Martinez said. “There are a few farms close to
Tungurahua that have operated continuously throughout the eruptive process.”

Nonetheless, as a precautionary measure Expoflores issued an evacuation order
Friday, Aug. 14, for farms located southwest of the volcano. Employees were allowed to
return Saturday afternoon, said Dean Rule of International Rose Breeders in Quito.

For the vast majority of farms, “the only direct effect would be from ash,” Rule said.
The few farms located near rivers southwest of Cotopoxi could experience mudslides

as the result of melting glaciers, he added.

Expoflores is keeping growers informed with emails, a live chat line through
WhatsApp.com and mass text messages. The association website also includes a de-
tailed contingency plan farmers can download at expoflores.com.

As of press time, the Quito airport was functionally normally and farms were going

about “business as usual,” Rule said. ¥
— Katie Hendrick

GLAM CRED Julee Ireland, host of a segment
called “It's a Glam Thing" on Sonoran Living,

a lifestyle show on Phoenix's ABC affiliate,
featured designs by Lux, the bridal brand

of Arizona Family Florist, calling the shop

the state's “premier wedding florist.”

SAF MEMBERS SNAG
PRIME PRESS

> LUX, the bridal branch of Phoenix’s
Arizona Family Florist, which won Floral
Management's Marketer of the Year
Award in 2012, received a big nod in the
local media in August.

Julee Ireland, host of a segment
called "It's a Glam Thing" on “Sonoran
Living,” a lifestyle show on Phoenix's ABC
affiliate, featured a few wedding pieces
by LUX and called the company “the pre-
mier wedding florist in Arizona.” Ireland
told viewers that Arizona brides who
want their weddings to have “chic, celeb-
rity style” should incorporate rich colors
(specifically, “Marsala,” the Pantone
2015 Color of the Year), and interesting
textures (succulents, dahlias, etc.) — and
they better go to LUX to get it.

Farbod Shoraka, David Daneshgar
and Gregg Weisstein, three best friends
behind the floral industry's latest floral
network startup, BloomNation, got an
opportunity to share their origin story
and discuss their business plan recently
with Kai Ryssdal, host of Marketplace.
Broadcast on nearly 800 public radio
stations nationwide, with an estimated
12 million listeners, it is the most widely
broadcast program on business and the
economy in the country.

BloomNation, founded in 2011, bills
itself as an online platform in the model
of Etsy, connecting florists and consum-
ers without traditional gatekeepers,
including wire services. It's been profiled
in Fast Company, Time magazine and
Floral Management. {

The magazine of the Society of American Florists (SAF)
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Plugged IN 8y rRenATO CRUZ SOGUECO

WHY ADWORDS ADDS UP

Part one in a two-part series

> Google AdWords and similar pro-
grams from other search engines have
become a critical method of advertising.
But many florists find it mysterious and
intimidating and never give it a try.

Consequently, competitors can pay
as little as a dollar per click for your shop
name, so their ads appear above and to
the right of your organic listing, siphon-
ing off orders that should be yours.

At SAF Amelia Island 2015, Ben Polk, a
new business account executive at Google,
will demystify AdWords and detail how
to get it up and running at your shop. Co-
panelist Maris Angolia, of Karin's Florist
in Vienna, Virginia, will offer anecdotes
about how she is using AdWords to grow
and protect her business.

For this month's column, we asked
Angolia to share a few thoughts about
the importance of AdWords.

Renato Sogueco: You tried
AdWords in 2012. What
motivated you then to
start a campaign, and why
did you end the effort?

Maris Angolia: Yellow pages were
dying off, and we noticed the growing
numbers of visitors (and orders) being
taken on our website. We felt com-
pelled to give AdWords a try to capture
more online sales. However, we stopped
because we didn't know how to track
and attach the campaigns we were run-
ning to website sales.

Go glC karin's florist vienna va

Web

karinsflorist.com - Karin's Florist in Vienna
www karinsflorist.com/ -  (703) 832-4130
Lovely, Fresh Fiowar Arangements Parfoct for Any Occasion! Call Now.

Vienna VA Florist - $30 Off Today's Flower Order
www flowerdeliveryexpress.com/Vienna =  (855) 748-2008

Y i M R

4 Hour Same Day Delivery Guarantee

$19.99 - Deliver to 100+ Countries - FDE® Official

Birthday Flowers - Sympathy Flowers - Get Well Flowers - Anniversary F

WBF™ Vienna, VA Florist - Family Owned, Best Loc
‘www.wesleybermyflowers.com/Vienna ~
Order Online Today & Save 340

Karin's Florist - Flower Delivery, Floral Designs, Wec
www karinsflorist.com/ =
Family cwned and operated for over 55 years, Karin's has award winnin
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BACK ON TOP Good SEO practices have placed
Karin's florist at the top of organic searches (A),
but it wasn't until the shop invested in AdWords
that it landed the very top search result (B).

RS: What was the spark

to give AdWords a second
try? And why do you think
it will work this time?

MA: | did a search for my business and
saw ads from competitors right above
my own organic listing. Even though |
had the top organic listing, | wanted to
be the top florist on that entire page.

| also discovered Google now sup-
ports your campaign by helping you set
up the account, as well as the codes on
your website, to be sure you can track any
campaign and check in to see whether
it's working. This is what was missing the
first time. You actually speak with real
people who guide you step by step.

This time around we scrutinized all
the possible keywords customers would
use, which are now strategically placed in
our ads and throughout our website. Now
that we're familiar with the AdWords
tools, we can see what works and what
doesn't and spend our dollars wisely.

RS: What are some
actions you need to take
prior to launching an
AdWords campaign?

MA: Get your website programmer or
vendor involved from the very begin-
ning. Make sure all your pages have the
right title and meta description tags that
clearly define and describe what you're
selling on those pages.

Consider your product names and
descriptions. Although “lavender parfait”
means something to us, customers would
probably never type these terms as key-
words to look for an arrangement. So now
we've been changing our descriptions to
include flower names and colors — key-
words customers actually use.

RS: Did you have to develop
new content on your website
for your AdWords campaign?

MA: We categorized our business into
three main parts: everyday, which includes
get well, birthday, anniversary and new
baby; wedding and events; and our funeral
business. For each category, we built
special landing pages that we place in our
AdWords ads. Google advised us that

FLORAL MANAGEMENT | SEPTEMBER 2015 | WWW.SAFNOW.ORG

when an ad directs users to pages with
relevant information, the ad is more likely
to be shown. So if you say you do funeral
work, that landing page needs to talk about
all your sympathy arrangements and ser-
vices. We took the extra step of mention-
ing all the funeral homes in our city.

RS: Outside the website
work, what else did you
do to optimize your
search rankings?

MA: We made sure all our content is
linked to our social media, and vice versa.
We created a new video and also started
a blog. We read in Floral Management
that Google indexes your website more if
you change it often. A blog is a great way
to add content on a regular basis.

We also read that if your website is
not mobile responsive, (ours was not
at the time) Google will stop listing you
in mobile searches. Since we couldn't
switch to a mobile-responsive website
overnight, we decided to create a mo-
bile-ready version with a service called
bMobilized. Our long-term strategy is to
still develop a mobile-responsive web-
site, but at least Google will recognize
we are mobile friendly and include us in
those mobile search results.

Check out next month's Plugged In for Google
exec Ben Polk’s best practices in launching
and running an AdWords campaign. ‘¢

Renato Sogueco is SAF's chief
information officer, the liaison to the SAF
Technology Committee and a regular
contributor to Floral Management.
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Increase your average sale by 20%
Guaranteed in writing. Really.

www.floralstrategies.com
800.983.6184
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With hard goods,
versatility means
everything to your
bottom line. A container
that plays well with
many types and colors
of flowers won't end up
collecting dust in your
storage room. Smart
shoppers have turned
to “greige,” the most
popular color of 2015
weddings (see p. 18).

“It is the perfect
neutral that provides
endless combinations for
virtually any theme or
style,” said Callie DeWolf,
AIFD, an instructor with
the Floral Design Institute
in Portland, Oregon.
Unlike pure white or
black, which can be a
little “harsh,” greige has
a soft, calming effect,
she said. To play up this
quality, DeWolf likes to
pair greige with other
neutral colors, such as
white and cream. Here
she shares four simple
designs sure to help your
customers find their

inner Zen. ¥
Find complete recipes at

safnow.org/moreonline.

Corporate clients will
appreciate this contemporary design.
“It's perfect for a desk or conference
table,” DeWolf said. “The clean lines
and colors have a meditative quality,
sure to sooth the soul.” Also consider
piece this for a recipient recovering in
the hospital. Labor time: 10 minutes.
Wholesale costs: $15. Retail price: $48.

“Customers today, particularly brides,
seem to want it all,” DeWolf said. “This is
a simple and beautiful answer to nearly
any request.” The cement block and
garden roses balance out each other, for

a design that is neither too rustic nor too
feminine. Crystals add subtle bling for a
modern touch. Labor time: 10-15 minutes.
Wholesale costs: $25. Retail price: $80.
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“The tension between
textures gives ‘greige’ an interesting
twist,” DeWolf said, adding that the
style has a place both in the office and a
beachside wedding. Labor time: 10 minutes.
Wholesale costs: $15. Retail price: $48.

Luxurious flowers
(garden roses, hydrangeas, phalaenopsis
orchids) turn this urn into a show stopping
centerpiece, perfect for a wedding, gala, or
any client eager to make a grand gesture,
DeWolf said. Labor time: 20 minutes.
Wholesale costs: $100. Retail price: $400.

PHOTOS BY JEFF DAY OF OLD TOWN FLORIST IN PORTLAND, OREGON
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The newest fashion'in
wedding flowers!

Collection Roselily

flowers & potplants

Romantic flowers ¢ Lovely perfumed ¢ Pollen free
Exclusive Exclusive

Flowerbulb agent WWW.rose li ly. com Flowerbulb agent

www.zaboplant.nl www.flamingoholland.com
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New Products sy sHeia SANTIAGO / SSANTIAGO@SAFNOW.ORG

CHIC SCENTS OF THE SEASON

EBONY AND IVORY

Nothing signals a black tie affair quite like a
tuxedo. With the latest pillars from Candle
Artisans, Inc., you can create penguin suit
table displays. These pillar candles, available
in black and white, are unscented and

come in various heights: 2, 4 and 8 inches.
(800) 41-3733 > CandleArtisans.com

5
NO SMOKE!
Love the ambiance of candles, but don't dig
the fire risk? Mystique's flameless candles
come in a variety of shapes, sizes and colors.
The flicker flame has 750 random movements
to look just like a real flame. All it takes
are two AA batteries. > BWTC.com

STICK IT TO ‘EM

Square, apothecary matches featuring a
strike-on-the bottle design makes even the act
of lighting a candle feel luxurious. Each bottle

contains wooden matchsticks with colorful tips.

These matches are safe from water splashes
and pretty enough to showcase on a table.

(215) 978-6240 > SkeemDesign.com

=
Hﬂﬂl PWIEI]]H THE IISA HANI] POURED IN THE HSA
q.unnqwbt wilh soy was and Aocycled deet

ALLURING ALE

Forget that stale smell you've experienced in dive bars and frat house basements. Swag Brewery's

craft beer-inspired candles deliver a rich aroma to any dwelling. These 8-ounce candles are made with
hand-poured soy wax and come in three scents: Vanilla Porter, Apricot Wheat and Hoppy IPA. Light one
in your store and see how many customers you'll intoxicate. (844) 355-SWAG > swagbrewery.com

GREAT GLASS HEAVENLY HOSTESS GIFT

Swan Creek Candle Co.'s new collection features What better way to thank a friend for having
chic gilded glass, available in a variety of rich you over for dinner or the weekend than
harvest and holiday colors, as well as soft pastels with a fragrant bouquet of flowers — with
(pictured). The clean burning, lead-free, fragrant a perfumed candle to match? This candle
soybean wax candles come in 14-ounce and from Voluspa, a coconut wax concoction
24-ounce sizes. > SwanCreekWholesale.com of amaranth and jasmine, is the ultimate in

olfactory indulgence. > VoluSpa.com

SIMPLY SCENT-SATIONAL

Lavender essential oils dance with a Fir needle
soy base for a pleasantly surprising scent

to usher in the holiday season. Encased in a
galvanized pail and accented with a wooden
wick, the candle has a rustic aesthetic, perfect
for those customers who don't want an extra
dose of glitter in their Yuletide décor. (401)
789-0645 > BedRockTreeFarm.com

floral ¢
management
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Perks of
Your SAF
ﬂ Membership

Vital Industry Bottom Line Expert Consultations
Knowledge Improvement 17. Contact SAF staff for advice

1. Floral Management magazine 11. Retail Pricing Worksheet on technology, marketing and
2. Wednesday E-Brief 12. Customizable employee more

3. Washington Week in Review handbook 18 Free 15>-minute legal

4.

Sales Builders

6.

7.

9.

10. SAF Fund for Nationwide Public -
Relations raises floral awareness

consultation with attorney
Paula A. Calimafde with law
firm Paley Rothman

13. Discounts on FedEx shipping,
Paychex payroll management
services, Ford Fleet Vehicles and

Saturday Sales Wake-Up

more, and access to Association

Listing in Health Care Insurance Plans Industry WatChdog
NationalFloristDirectory.com administered by Hortica 19. Negative floral publicity
I & Empl Benefit

Web graphics and floral nsurance & Employee Benehts response
photography . 20. Government advocacy

. Education &
Wedding Flower Calculator Networking
C“;t:rl‘?(i_zab'e ‘,’“:S? re'eais 14. 1-Day Profit Blast This is just scratching
and talking points for media I
interviews 15. Retail Growth Solutions the surface.
Discounts on SAF products 16. Annual Convention
from statement stuffers to skill-
building DVDs

V-

SOCIETY of
AMERICAN
FLORISTS

Visit satnow.org today! t\((b GAF

Your Growth is Our Business
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Classifieds

Minimum order is three consecutive months: $35 per month for 3 lines. Display classified: $75 per inch. Address written replies for confidential
ads to Floral Management, 1601 Duke St., Alexandria, VA 22314-3406. Confidential ads cannot be answered by a telephone call or personal visit to
the management office. A confidential ad costs $50 in addition to the cost of space for the ad. Contact Sheila Santiago at ssantiago@safnow.org or
(800) 336-4743.

EMPLOYMENT OPPORTUNITIES PRODUCTS EVENTS

Ve s e, O SAF 442015
Key employee search firm for

supermarket, chain store, horticulture,
. t
hard lines, floral. Employer paid fee. 131t ANNUAL CONVENTION
Candidate contact encouraged, Ritz-Carlton Amelia Island | Amelia Island, Fla.
confidential, always free.

At 4

Register Now

1740 Lake Markham Rd. « Sanford, FL 32771 PROFESSIONAL .
PH: 407-320-8177 » Fax: 407-320-8083 S(,/ PFc I e safnow.org/annual-conventlon
Email: search@florasearch.com INTERNATIONAL
L Web site: www florasearch com J

Get your products in the next
Contact SAF’s PFCl at 703-838-5216;

pfci@safnow.org.

Enroll for Visit us at safnow.org/pps

discounts.

Enjoy rewards.

SAF members enjoy discounts BUSINESS FOR SALE
Business Opportunity }
of up to 21% plus rewards. 4 . .
Established Florist and
For Sale p * Gresnhouses |

12 door floral vending machine 2.2 acres and renovated barn
Call 956-645-9527 Turn Key Operation

Email: neira_bsn@yahoo.com ﬂ Chester Springs, Pa.19425

www.fedex.com/saf
Use passcode R91YMF.

(610) 721-5640

Websites and POS
For the independent florist

- Point of Sale and

Websites Bangor Maine’s #1 Florist's Business
- Try 100% Froe and Building 1s FOR SALE!

- Start at $29/mo

Over 40 years in the flower business
Visit us: www.floranext.com
Call: 415-335-6937 5’.‘@ 2 £

Maine, The WAY
life COULD be...

m Historic Building

m #1Florist for 40 years
m Owner Eager to Retire

REFRIGERATION

Building Includes:
m Shop

= Rental Space
m Apartment

Refrigerators For Flowers
GAOTAIRE

COMBO WALKINS, STORAGE, REACH-INS ) .
800-729-5964 Ph: 207-266-8354 Email: oceandend1997@gmail.com
www.flotaire.com
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The all new wedding and event
software has arrived.
Everything else is history.

Wedding and Svent Software for Flovists

Efficiently create beautiful proposals and manage upcoming events.

Save Time | Increase Profitability | Book More Events
/\{\;
www.sockoflorist.com )ecke
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There are many great reasons to at-
tend the annual SAF convention, but
my favorite reason is the Outstanding
Varieties competition. Where else
can you attend the equivalent of the
Academy Awards for flowers?

Since the early '90s, I've partici-
pated in the competition by heading up
the processing, helping to ensure each
variety looks its best during an action-
packed three-day prep period and then
throughout the competition itself.

How do the 200-plus entries get
hydrated, processed, vased and ar-
ranged for judging? I'm glad you asked.
Because the “secrets” to a successful
Outstanding Varieties competition —
one with knock-your-socks-off flowers
and plants — are also secrets you can
apply right away in your shop.

Before the two- to three-person volun-
teer crew arrives, SAF staff starts the
room prep (remember, we're guests at a
high-end hotel). They set up water, con-
nect the injector and position the flower
food jug so we don't have to tromp
through the busy hotel kitchen. They set
the thermostat as low as the hotel will
allow (about 60 F).

Take-home tip: A clean, organized
workspace sets the tone in your shop
and helps keep flowers and plants
healthy. Task junior staff members with
setup jobs each morning to get your de-
sign room off to a good start.

Because Outstanding Varieties is a
competition event, we use standard-size
vases filled with one of three Chrysal
solutions allowed: Chrysal Bulb T-bags
for lily, alstroemeria, iris and tulip vases;
Professional Gerbera pills for gerbera;
and Professional 2 holding solution for
everything else. (Comparable products:
Floralife's Bulb 100 and, for gerbera, PRG
100; holding solutions include Floralife
200 and Syndicate Sales’ AquaHold.)
As we prep the flowers, we fill five-gal-
lon processing buckets with Professional
2 so growers can hydrate dry-packed
products a few hours (or overnight) before
setting up vases. When | arrive on Sunday
(T-minus two days before the competition
begins), | start filling vases and checking
pH levels to ensure all systems are a go,
and usually | bump into growers opening
their boxes to hydrate their entries.
Take-home tip: Keep a clearly labeled
checklist of solutions and a dosage chart
in the design room. Remember that even
your most seasoned team members can
benefit from a regular refresher on up-
dates in care and handling best practices.

Things start rocking on the Monday of
convention week. The volunteers kick
into action early, unloading carts of
flower boxes, checking in entries and
unpacking boxes. For the past 10 years
or so, the core processing team has con-
sisted of the same five people, and we've
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A small
but might team of
volunteers has only
afew days to stage
more than two
hundred entries for
SAF's Outstanding
Varieties competition.

developed efficient methods to speed up
the setup process — an important detail,
considering growers often send in as
many as 200 stems of each entry so we
can cherry-pick the best 24 for judging.
Take-home tip: Take advantage of the
strengths of your team members and work
within the constraints of your space. For
example, our volunteer team flattens and
stacks boxes as we go. By doing so, we
avoid a huge cardboard mess that blocks
access to buckets and requires time to
clear out and crush at the end of the day
when everyone is tired and ready to quit.

Box cutters are more efficient than knives
or scissors when cutting plastic packing
straps: You can dig into the side of the box
at a 45 degree angle and cut straps with a
firm upward hand jerk rather than sawing
straps open with a knife or cutting them
apart with scissors. The same action cuts
open inner straps too.

Take-home tip: Make sure your de-
sign team is using the proper tools and
is cleaning and storing those tools cor-
rectly each and every day.

Handling the smorgasbord of gor-
geous blooms during OV setup is a lot of
work, but it is also a treat as we ooh and
ahhh over the entries and try to guess
which ones will earn blue ribbons.
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7] Years ago, Wesley Berry Flowers began working with one simple philosophy;
Z to exceed our customer’s expectations. Today, with five brick and mortar shops

located throughout Detroit, Michigan, we're proud to say our commitment to

customer service is still top priority, and by working with our fellow florists to
delight customers from coast-to-coast we have become one of the largest florists in the nation.

We're Wesley Berry Flowers, delivering excellence everyday.

Wesley Berry-
Ower S wesley' berry.net

Millions Delivered Nationwide!
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Simply Easier. Simply Batter, Smphy Mercury®

“FTD Mercury has streamlined our business by empowering
my employees to make a wide variety of decisions.”

— Anton Englemann,
Town & Country Gardens, Geneva, IL
FTD Florist for over 40 years

“FTD Mercury has streamlined our business by empowering my employees to make decisions
using the wide variety of information the system provides to them. Plus, FTD has a free training program
where | can send employees to get comprehensive instruction on Mercury. This is especially helpful since
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800.788.9000 | www.FTDi.com/FTDadvantage

Flowers say it better. FTD says it best.™
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