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Viewpoint BY MACKENZIE NICHOLS

CONFESSIONS OF A

FLOWER SHOP EMPLOYEE

> A customer enters the flower shop,
breathes in and exclaims, “It smells
wonderful. You must love working here.”
| smile in agreement, adding that | am
now accustomed to the smell. | am
thoughtful about this exchange, espe-
cially as my day is particularly chaotic.

For me, the draw of working in a
flower shop is the natural beauty of the
product — the crisp smell of a hyacinth
is purifying, and the luxurious pattern of
a dahlia evokes nostalgia for my grand-
mother's garden.

| am a part-time florist at Tiger Lily
in Charleston, South Carolina. | moved
to the south 10 months ago from Boston,
Massachusetts, where | studied jour-
nalism at Northeastern University and
worked for Fern by Boston Rose Florist. |
moved to Charleston because | was tired
of the snow and wanted to explore a dif-
ferent part of the country.

Upon moving to my new home, | saw
the Tiger Lily delivery vans around town
and contacted the general manager to ask
if she was hiring. She asked me to come
in, and | auditioned with a dozen red roses
and a free-range mix arrangement. The
audition was intimidating, but to my ex-
citement, | was hired on the spot.

Since joining Tiger Lily and learn-
ing more about the floral industry, I've
realized that those at the shop were
probably excited to find me, too. It's hard
to find young, experienced employees
who aren't afraid of long, physical work.
Owners, frustrated by the challenge of
building strong teams, may sometimes
wonder: What makes a good employee
stay? What makes her leave?

For me, the benefits are many. There
is never a moment of rest at Tiger Lily.
Even on a slow day, there's something that
needs to be done. Whether | am answering
the phones, daily arranging or producing
for weddings, | am always on the go.

| kneel down to pick off a plant’s
browning leaves, and | am interrupted
when a customer calls to place an order.
A driver returns from a trip and is ready
to go on another excursion across town,
and | still have four more arrangements
to complete. In the midst of producing
10 identical centerpieces for a wed-
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ding, | realize that
| am running out
of greenery and
must improvise. |
come home tired
— yet fulfilled —
every day.

And then
there's the on-
going positive
reinforcement. When | am working as a
daily designer, | feel pride when | receive
positive feedback from either a customer
or a colleague. | feel accomplished on
wedding setups when | see my pieces
naturally complement a table setting.

There are certain drawbacks to work-
ing for a flower shop that | think could be
off-putting, particularly to younger work-
ers. Managers must cut back hours dur-
ing the slow seasons in late summer and
early winter. Some may be disheartened
by the mundane work such as washing
buckets and vases, or cleaning the shop.
For those who are looking for a year-
round job making money quickly in a laid-
back environment, they may be hit with
the reality that working for a flower shop
is quite laborious.

But here's my advice to owners who
want to draw in young, capable workers
who have the potential to work in your
shop for years: Offer encouraging words
during those particularly taxing days.
Get to know your employees’ interests,
and promote creativity. Bring humor and
energy to the workplace. Provide oppor-
tunities for internships and urge senior
members to mentor the younger staff.

Above all, | want floral arranging al-
ways to be a part of my life. | adore mak-
ing art with the nature that surrounds us.
When customers say to me, “You must
love working here,” | look to the flowers
perhaps instead of the hundred vases
that need cleaning and think to myself,
“Yes, | do.”

Mackenzie Nichols is a freelance
journalist and a floral designer at Tiger
Lily Florist in Charleston. She earned her
bachelor's degree in journalism from
Northeastern University and has two
years of experience in the floral industry.
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What Inspires Us

The most famous customer service
story of all time is about a guy in the
1980s who walks into a Nordstrom
department store in Fairbanks, Alaska,
puts two snow tires on the counter and
asks for his money back. Despite the
fact that Nordstrom doesn't sell snow
tires, the sales clerk looks at the price
tag on the tires, reaches into the till,
pulls out the equivalent in cash and
sends him on his way.

Now, whether this actually hap-
pened is still up for debate (Nordstrom
has both validated and denied it over the
years), but the tale nonetheless elevated
the notion of an unconditional guarantee
as standard business practice.

Fast forward 30 years. If only offering
a money-back guarantee were all it took
to gain repeat buyers, right? Customer
service experts say the most successful
retailers today, the ones getting repeat
business, are providing a seamless shop-
ping experience that leaves the buyer
thinking, “Well, that was easy.”

Eliciting that kind of a snap judgment
is, well, anything but a snap. It takes
more than a no-questions-asked guar-
antee. And more than a friendly, affable

sales clerk on the other end of the phone
or counter. Experts agree it's countless
carefully orchestrated processes behind
the scenes that evolve painstakingly over
time and eventually become part of your
business's standard operating proce-
dures and, as a result, your brand.

Senior contributing editor Mary
Westbrook went on a hunt for floral re-
tailers who have deliberately evaluated
and refined the way they serve customers
and have profited as a result. In “Beyond
Impressed,” (p. 23), you'll see what these
processes look like and how they come
together to create a goof-proof and rave-
worthy customer experience. In addition,
this month’s Snapshot (p. 12), Talent
(p. 16) and Quality (p. 48) departments
show how your displays, your employees,
and the product in your coolers can be
part of your customer service brand.

Also in this issue:

Mark Anderson debunks some of the
conventional thinking surrounding dis-
counting during high volume periods and
shows how strategically-timed Mother's
Day offers can draw in new (or long lost)
customers and help with inventory man-
agement (p.14).

More Online AbbiTIoNAL RESOURCES ON WWW.SAFNOW.ORG

Derrick Myers, CPA, CFP, asks you to
ignore topline sales for a few pages and
instead take a look at whether your de-
sign room practices are helping or hurt-
ing your bottom line (p. 36).

Brad Denham's missive on getting
out of a rut (p. 18) might be just the
nudge you need to try some of the many
new ideas shared this month.

Finally, speaking of exemplary service:

In “Telling the Industry’'s Story,” (p. 30),
we give a special shout out to the 100-
plus floral industry members who ignored
the forecasts of snow and sleet and trav-
eled to Washington, D.C., to represent
our industry on Capitol Hill. 4%

floral ¢s=
management

VALENTINE’S DAY RESULTS
How did your shop's sales for
Valentine's Day 2017 compare

to the industry's overall? Check
out SAF's full coverage of the
holiday, including florist feedback
as well as the results of both the
SAF-commissioned consumer
poll as well as the survey of SAF
retailers. safnow.org/vdayresults

FRESH OFF THE HILL

Once you've reviewed the recap

of SAF's Congressional Action
Days (p. 31), be sure to check out
the video interviews of several
attendees, conducted after they
met with lawmakers on the Hill.
You'll see firsthand why it's an
extradinary and empowering
experience. safnow.org/cadvideos
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MR. PAAL GOES

TO WASHINGTON

How do you make a case to a
congressional committee to
consider the floral industry’s
interests as they craft legislation?
Just ask Skip Paal (p. 40), of
Rutland Beard Floral Group,
based in Catonsville, Maryland.
Or, better yet, check out his
testimony and watch him in
action. safnow.org/moreonline

MOTHER'S DAY

RESOURCE CENTER

SAF has all kinds of tools to help
you drive sales and profits for
Mother's Day, from full tutorials
on pricing and streamlining your
operations, to online graphics
and much more. Check them out,
at safnow.org/moreonline.
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SAF Member Benefit!

Y WetBlast

20 minutes of intense online
learning. 10 minutes of Q&A.

Watch &

Learn Now!

EETETEY
5 Steps

to Profitable Weddings
and Events

In just 30 minutes, you'll learn
how to:

B Upsell — Help clients allocate
all of their floral budget.

B Sell out — Maximize the
number of clients you can take.

B Side sell — Maintain your
brand while taking on small
clients.

More webinar topics:

B Mother’s Day Pricing for
Profits

B Party Like a Pro

B The Generations of
Flowers Study

B How Much is Your Business
Worth?

B |s Your Workplace
Drug-Free?

SOCIETY of
AMERICAN
FLORISTS

(l // Your Growth is Our Business

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
12 issues for $49
24 issues for $74
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Spring Is fleeting but my
design is

Each spring, nature’s beauty awakens in a breathless transition
that begs to be captured. My simple, elegant arrangement pairs
delicate blooms with silver wire for a modern flair. It appeals to my
sophisticated customers seeking nontraditional design elements,
while also satisfying my budget-sensitive clients who need a higher
visual impact with fewer fresh products. Let your creativity flourish
with fresh design ideas at oasisfloralproducts.com/inspire.

EINLSSS'S IIIIIIII
FLORAL PRODUCTS

SMITHERS -0ASIS NORTH AMERICA s U.S.A. 800-321-8286
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Be a featured designer!

Kaylin Potter from Casper, WY,
sure awakened our creativity
by inspiring this design. Enter
our Inspire Desigh Showcase
on Facebook for a chance to
inspire designers worldwide.
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Experience Matters

> As a long-time educator, consultant
and presenter, | would like to bring to
SAF's attention an issue that is affect-
ing our industry at-large. | know SAF is
already aware of the “changes” in the
industry, as we discuss these at every
WEF&FSA and SAF convention. Having
discussed and shared my thoughts

below with other industry notables “off
camera,” | feel confidant sharing this
with SAF. What | am writing below is
not popular, yet it's (my) reality.

SAF exists because of old-time
educated industry leaders: growers,
shippers, brokers, wholesalers and
“traditional” brick and mortar retailers
and their wire service committment
and dedication, like mine, to the indus-
try and SAF. It's all we've got!

Floral Management's emphasis on
newer and upcoming professionals
in the wedding industry field is espe-
cially troublesome (“Raise the Roof,”
March 2017). | am writing this as a
balance, not as an objection. “Upbeat”
keeps everybody happy!

As you have covered numerous
times, the U.S. floral industry is facing
serious challenges. New-entry, unedu-
cated professionals do not believe in
gathering to learn. Call it the counter-
culture! Trade associations have few
members or are defunct. (As a long-
time board member of the California
State Floral Association | can share
that we have 193 paid members!) New

alex-ndra Deluxe Garden Roses

F A B M
Exceptional Garden Roses
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www.alexan dra-fa'l_‘ms.’.nom

FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

Previous Page™|“Contents™|"Zoomin— |~ Zoom out | Front"Cover-|"Search issue™|"Next'Page ﬂ%nagemenl

industry entries learn mostly online.
Specifically, YouTube, Pinterest and
Facebook are the new “bible.” There
are a lot of preachers out there, many
of whom have never been to one pro-
fessional course, class or workshop or
convention!

Education and skill are key. Many of
the industry members, some of whom
you covered in the wedding issue, are
relatively new, enthusiastic and very
exciting. Just what every bride wants.
But, there is a but...

In speaking to large floral wholesal-
ers who used to sell to flower shops, they
have been actively marketing to the new
“florist.” Three large, well-established
wholesale operations have told me they
“can't keep up with the turnover with
the newly acquired wedding designer
companies.” After all, the floral design
business is “easy in, easy out!”

| would really like to see a bal-
anced article about lifetime company
owners/designers and how they see
the industry in the long term and
real- time strategies; i.e., ask [former
SAF President] Charles Kremp, AAF,
[of Kremp Florist in Philadelphia] and
other SAF retail members.

| know many of the people you
have covered personally, and they say,
“Times are tough, and | have no idea
about tomorrow.” Simply “charging
more” is not the answer in our
increasingly commoditized industry;
i.e., the now nationwide Trader Joe's
low-margin supermarket is selling 10
stems of miniature calla lilies at $8.99
yet charging $5.00 for a calla lily
boutonniere seems easy! The budget-
minded bride has all this information
from just about every wedding blog.

My points: Write a balanced real-
time report on what we can do to
thrive in our skill-driven industry. Ask
those who have made SAF and Floral
Management a mainstay. Yes, new
blood is exciting, enthusiastic and
exhilarating! As an instructor | support
many new “wannabes.” After six years
of (Dutch) horticulture education and
apprenticeship, | was one myself. &

René van Rems, AIFD,

Rene van Rems International,
René Floral Design Studio
Carlsbad, California
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generated by SAF’s public relations and social media
programs, such as the Petal It Forward campaign.
And these supporters helped make it happen. Read
about Petal It Forward at safnow.org/petalitforward

and view the video at aboutflowers.com/youtube.

That’s how many consumer impressions have been
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IF YOUR SUPPLIER IS ON THIS LIST, THANK THEM!

PLATINUM:
$20,000 or More

Growers
Asocolflores

Suppliers

Smithers-Oasis USA/
Floralife

GOLD:
$15,000 - $19,999

Suppliers
Syndicate Sales, Inc.

SILVER:
$10,000 - $14,999

Wholesalers

Delaware Valley Floral
Group

Kennicott/Vans/Nordlie

BRONZE:
$5,000 - $9,999

Wholesalers
Pennock Co.

Suppliers
Accent Decor, Inc.

Growers
Equiflor/Rio Roses

{\‘\% Flo “’e,,

sgt\((

b

SAF PR FUND

COPPER:
$1,000 - $4,999

Wholesalers

Amato Wholesale
Florist

Baisch and Skinner

Wholesale Florist, Inc.

Bay State Farm Direct
Flowers

Cleveland Plant &
Flower Co.

Dreisbach Wholesale
Florist

DWF Wholesale Florist
Co.

Flora Fresh, Inc.

Greenleaf Wholesale
Florist, Inc.

Hillcrest Garden, Inc.

Mayesh Wholesale
Florist, Inc.

Mueller Supply Inc.

Pikes Peak of Texas, Inc.

Sieck Floral Group

The Roy Houff
Company

Tommy’s Wholesale
Florist, Inc.

Suppliers
Candle Artisans, Inc.

Design Master color
tool, inc.

Floral Resources
Sacramento

Growers

Burnaby Lake
Greenhouses

Miaflora Farms LLC
Ocean View Flowers
Oregon Flowers, Inc.
Sun Valley Floral Group

Washington Bulb Co.,
Inc.

Importers/Distributors
Liberty Blooms
USA Bouquet Company

FRIEND:
$100 - $999

Wholesalers

Allied Growers, Inc.

Berkeley Florist Supply
Co. in Miami

Dillon Floral Corporation

Ensign Wholesale Floral

Frank Adams Wholesale
Florist Inc.

GM Floral Co.

Gassafy Wholesale
Florist, Inc.

Georgia State Floral
Distributors

Henry C. Alders
Wholesale Florist

Inland Wholesale
Flowers, Inc.

J.B. Parks Wholesale
Florist

Want to help sell more flowers

(and see your name on this list)?
Support the SAF PR Fund!
safnow.org/prfund; jsparks@safnow.org

Louisiana Wholesale
Florists, Inc.

Lynchburg Wholesale
Floral Corp.

Mears Floral Products

Metro Floral Wholesale,
Inc.

Miller Sales Wholesale
Distributor

Reeves Floral Products
Inc.

Rojahn & Malaney Co.

Schaefer Wholesale
Florist, Inc.

Seagroatt Riccardi, Ltd

Suppliers

Berwick Offray LLC/
CSS Industries, Inc.

Chrysal Americas
FloraCraft

Garcia Group, Inc./
Floral Pak Co.

Garcia Group, Inc./Plus
One Imports

Highland Supply
Corporation

Lion Ribbon Co., Inc./
CSS Industries, Inc.

Reliant Ribbons, Bows
& Trims

Growers

Green Point Nurseries,
Inc.

Pyramid Flowers, Inc.

CONTRIBUTOR:
$50 - $99

Wholesalers

Coward & Glisson
Wholesale Florists

LaSalle Wholesale
Florist, Inc.

Younger & Son Inc.

© April 2017 SAF

We thank these companies who
voluntarily contributed $165,000
in 2016 to the SAF Fund for
Nationwide Public Relations, which

promotes flowers and florists to

consumers through groundbreaking

research and media outreach

as well as Aboutflowers.com,

AboutflowersBlog.com and

NationalFloristDirectory.com.
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EYE-OPENING EDUCATION, NETWORKING DESTINED FOR NETWORKING DESTINED

FOR SAF PALM BEACH 2017

-~
)
{% SAFPalmBeach2017

SEPTEMBER 6-9~133" ANNUAL CONVENTION

IMPORTANT CONVENTION
DEADLINES

June 30 Early Bird Supplier Expo

Aug.9 Early Bird Registration

Aug.11 Hotel Reservations

safnow.org/annual-convention

> Picture this: a slate of more than three-
dozen experts on hand offering advice to
improve your marketing, cut your costs,
increase your sales and more; a ballroom
full of exceptional flowers in contention
for Best in Show; and networking op-
portunities around every corner of an
opulent oceanfront destination.

SAF Palm Beach 2017, the Society
of American Florists' 133 annual
convention, returns to The Breakers in
Palm Beach — one of Florida's most
historic hotels — Sept. 6-9, and some
members are already counting down
the days.

Corri Levelle, owner of Sandy Rose
Floral in North Hollywood, California,
admitted to “stalking the SAF website
in anticipation of registering.” She at-

tended the convention last year, lured by

the exotic Hawaiian location, and was
blown away by all she learned. “What |
found was a vital group of professionals
committed to sharing, growing and en-
couraging each other,” she said. “It was
an experience | will never forget and will
repeat whenever possible. Can't wait for
another shot in the arm!”

Excited for her fifth convention,
Rakini Chinery, AAF, AzMF, owner of
Allan’s Flowers & More in Prescott,
Arizona, looks forward to reconnecting
with friends and asking fellow attendees
to reveal their best promotions and ad-
vertising strategies.

At SAF Marco Island 2014, a florist
told her about “Wine and Design,” a
program that combines floral design
classes, mingling and adult beverages.
“We do it monthly now, with 20 or more
people attending these fun evenings,”
she said.

She also appreciates the diversity of
speakers who cover a slew of pertinent
topics, including branding, social media,
profitable design, customer service
and effective managing. “Continuing to
educate ourselves and our staff is the
primary way we, as florists, can stay
relevant in the ever-changing world of
commerce and retail,” she said.

First-time attendee Darlene
Dolbow, owner of Ramone's Flowers
in Wilmington, Delaware, signed up

GOOD TIMES Excited for SAF Palm Beach 2017 — her fifth SAF convention — Rakini Chinery, AAF,
AzMF, (center) owner of Allan’s Flowers & More in Prescott, Arizona, took in a program at SAF Maui

2016 with Robert Bryant, AAF, AIFD, of Flowers By Robert Taylor in West Covina, California, and Tiffany

Wesseler of Eagledale Florist in Indianapolis.

FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

EARLY BIRDS Nicole Palazzo of City Line
Florist, Inc., in Trumbull, Connecticut, and
Frank Zepeda of Murrieta V.I.P. Florist in
Murrieta, California, grab front-row seats for
an educational session at SAF Maui 2016. “This
will be my second convention and my mom'’s
fourth,” Palazzo said of SAF Palm Beach 2017.
“We wouldn’t miss another for the world!”

in hopes of reinvigorating herself. I
think it will make me excited to come
home and try something new,” she said.
Additionally, she can't wait to check out
the Outstanding Varieties Competition.
“I'm very interested in learning about
new products and where to get them,”
she said.

Nicole Palazzo and her mother, Sue,
owners of City Line Florist in Trumbull,
Connecticut, are “over the moon” with
excitement for SAF Palm Beach 2017.
The Palazzos met their accountant
(Derrick Myers, CPA, CFP, PFCI), sales
mentor (Tim Huckabee) and Hortica in-
surance agent at past conventions.

“The networking alone makes the
trip worthwhile,” Nicole Palazzo said,
adding that SAF offers a higher caliber
of educational sessions that she hasn't
found anywhere else. She's eager to learn
new ways to capture her market, find
top-quality flowers at the best price and
manage employees to make her work en-
vironment the best place it can be.

“This will be my second convention
and my mom'’s fourth,” she said. “We
wouldn’t miss another for the world!”

Get a sneak peek at the program-
ming for SAF Palm Beach 2017 at
safnow.org/annual-convention. ¥

Previous Page™|“Contents™|"Zoomin— |~ Zoom out | Front"Cover-|"Search issue™|"Next'Page {{{ggggﬁmm


http://WWW.SAFNOW.ORG
http://www.safnow.org/annual-convention
http://www.safnow.org/annual-convention
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/

Previous Page™|“Contents™|"Zoomin— |~ Zoom out " Front"Cover-|“Search issue™|"Next'Page

ST. LOUIS, BOSTON AND LOUISVILLE ADDED
TO SAF 1-DAY PROFIT BLAST TOUR

> Professionals who want high-quality floral business education at an affordable
price can count on SAF's 1-Day Profit Blast to deliver information on sales, tech-
nology, management and design. The Society of American Florists has lined up
three more Profit Blast events this year: July 22 in St. Louis, Sept. 23 in Boston and

Nov. 4 in Louisville, Kentucky.

Registration for each is $139 early bird for members and $99 for each additional
attendee from the same company. To offer first-class education at a low registration
fee, SAF partners with wholesalers to offset the event's cost. For example, the St.
Louis Profit Blast is sponsored by Baisch & Skinner and DWF.

Steve Frye, Baisch & Skinner's vice president and general manager, said he be-
lieves attendees will leave the event with a wealth of vital information that will help

to inspire them as they run their shops.

“The concept of the 1-Day Profit Blast is great. It's close to home, doesn't take
a lot of time or resources and it allows attendees to experience the benefits of SAF
membership in a meaningful way,” Frye said. “Attendees learn about key elements of

BRING THE TEAM Brad and Lisa Golter (far right)
brought five team members from their shop,
Longmont Florist Inc. to SAF's 1-Day Profit Blast in
Denver last fall. From left: Linda Perkins, Sue Price,
Dawna Masteller, Lexi Ramstine and Barb Vigil.

their business, visit one-on-one with
prominent industry vendors and grow-
ers, share thoughts and ideas with
their peers and perhaps most impor-
tantly, come away with the genuine
sense that they're members of a na-
tional organization that has their best
interests in mind.”

Jacobson Floral Supply is sponsor-
ing the Boston event on Sept. 23; and
the Bill Doran Company is sponsoring
the Louisville event on Nov. 4. For de-
tails, go to safnow.org/1-day-profit-
blast. 4

|
GET READY FOR MOTHER'’S DAY WITH SAF'S WEBBLASTS

> Webinars are a convenient way to get
the education you need, when you want
it — all with just the click of a mouse.
The Society of American Florists
hosts its next 30-minute WebBlast,
“Mother’s Day Mania,” on April 19
at 3 p.m. Eastern. TeamFloral leads the
20-minute presentation plus 10 minutes
of questions and answers. Register now
to participate in the live WebBlast at
safnow.org/webinars. It's free for mem-
bers; $29.95 for non-members.
Members have exclusive access to
SAF's WebBlast recordings, including
“Mother's Day Strategies for Buying &
Marketing" presented by Vonda LaFever,
AIFD, PFCI, of TeamFloral and Bill
LaFever, PFCI, of the Bill Doran Company.
“Mother's Day Pricing for Profits” with
FloristWare's Mark Anderson; and “5
Questions to Ask Your Team the Week

After Mother's Day"” with Derrick Myers,
CPA, CFP, PFCI, of Crockett, Myers &
Associates, Inc.

Other presentations available:
"5 Steps to Profitable Weddings and
Events” with Ryan O'Neil of Twisted
Willow Design; “The Generations
of Flowers Study” with Marc Goulet
of Russell Research; and “Is Your
Workplace Drug-Free?" with Hortica's
Connie Turner, SPHR. ¥

ONLINE LEARNING
Vonda LaFever, AIFD, PFCI,
vice president of TeamFloral,
presented “Are You Leaving
Money on the Design
Bench?” and co-presented
“Mother's Day Strategies for
Buying & Marketing.” Both
30-minute WebBlasts are
available free to SAF members at safnow.org/
webinars.

SAF in Action

SAF’S PROM RESOURCE
CENTER HELPS FLORISTS
ATTRACT TEEN SHOPPERS

CHEAT SHEET At
safnow.org/prom,
members can copy
and paste social
media messages
and grab graphics
to capitalize on
SAF's Prom Quiz.

WHICH
PROM FLOWER
FITS YOUR

4 PERSONALITY?
£

putflowers.com/promquiz
T4

> Flowers are a staple of the prom

experience, and if florists can make teen

customers happy during this time, they
can count on having loyal customers

for years to come. To get assistance

promoting your prom business,
members can turn to the Society of

American Florists’ Prom Resource

Center at safnow.org/prom.

It provides members with 36
suggested messages and seven graphics
to post on social media. The graphics
show corsages that illustrate each
prom flower personality featured in
the interactive quiz on SAF's consumer
site, AboutFlowers.com/promquiz.
The suggested social media messages
are tailored specifically for Instagram,
Twitter and Facebook. Messages include:
m For Instagram: Prom season is here

and you need the perfect flower

to fit your style! Which flower

are you? Take the Prom Quiz and

see. Go to aboutflowers.com/

promaquiz! #prom #promdress

#prom2017 #prom2k17

#seniorprom #juniorprom
m For Twitter: What celeb BFF would

you want in your prom group? Tell

us at http://bit.ly/promquiz!

m For Facebook (where you will find
their moms, aunts, family friends):
Know a teen planning for prom?
Check out this fun quiz to see what
flowers might fit their personality!
aboutflowers.com/promquiz
“It's no secret teens love to share

their opinions and participate in social

media engagements,” said SAF Vice

President of Marketing Jennifer Sparks.

“The Prom Quiz, suggested social media

messages and graphics make it easy

for busy florists to promote their prom
business in a fun, creative way to teens
and their parents.” ¥

The magazine of the Society of American Florists (SAF)
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BY MARY WESTBROOK Snapshot

BE OUR GUEST

> In-store, a goal at Monday Morning Flower and Balloon Co. in
Princeton, New Jersey, is two-fold: Make life easy — for customers and
for staff — and make everyone feel comfortable.

That philosophy extends to production. “We restyled our design
area almost a year ago,” said Georgianne Vinicombe. “We put
everything more central to the designers. Each station is just a few
steps away from our large walk-in and the sinks.”

Still, that idea — easy, comfortable — is especially clear in the retail
area, where open space, bright colors and signs and product galore
- Ex'f I engage all of customers’ senses while ensuring staff members can get

their jobs done efficiently and happily. ¥

THE MORE THEY

%M@ [/ KNOW Vinicombe
displays logoed signs
g[l[lf reminding customers
'%. ({ of store services,
s ay

products and potential
Gifé

add-on items.

I'M WORTH IT The cheerful,
conversational language on the
store's signage taps into the
shop’s brand as a go-to place for
designs for all occasions. Word
choice matters to Vinicombe: She's
been known to gently (but firmly)
correct employees’ grammar,
and team members are coached
on how to respond consistently
and on-brand to emails.

SIGN, SEALED, DELIVERED
Clear prices and labels — created
with a little personalized flair

in handwriting — help make

the shopping experience less
intimidating for customers. The
approach has some research to back
it up: Marketing professors at Clark
University and The University of
Connecticut found that consumers
“perceive sale prices to be a better
value when the price is written in a
small font rather than a large, bold
typeface,” according to CBS News.

KYO MORISHIMA PHOTOGRAPHY
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The Right Price sy mark ANDERSON

RESOLVING THE HOLIDAY DISCOUNT DILEMMA

> There is an old, ongoing debate about
the wisdom of offering discounts to
encourage advance ordering at major
floral holidays.

Those in favor of the practice argue
that advance orders let you buy sooner
and with more confidence, in larger quan-
tities and at lower prices than buying at
the last-minute, when you must fill orders
as they come in. The approach can mean
real savings and peace of mind.

Those who discourage the practice
usually have a fast retort: “It's Mother's
Day. Customers are going to buy from
you anyway. Why give anything away?"

That response is logical. (Cocky, but
logical.) A lot of other retailers are going
to try and beat you to that sale. Some
of them will even be masquerading as
you, at least online. But if you are certain
you're going to get a sale anyway, and
having it on the books well in advance
won't change the way you buy (or the
way you sleep at night), then there is no
reason to discount.

A Third Option

The problem with this discussion is that
it assumes a simple binary position:
discount or don't discount. A better
approach, made possible by technol-
ogy and modern pricing practices, is to
discount only to the extent it helps you,
with a focus on the people that need

a discount to buy. To get to that sweet
spot, ask yourself two questions:

1. How much do you value having orders
on the books?

If advance orders help you buy cheaper
and sleep better, than you should plan
on discounting more aggressively, both
in terms of the size of the discount and
the number of people to whom you
offer it.

If you are confident sales are going to
materialize, then you can be less aggres-
sive in your discounting, but it should
still be an important part of your holiday
marketing plan.

2. Who gets the discounts?

This depends on your answer to the first
question. If you really, really want to

get orders on the books soon, then you
probably want to discount to everyone.

If, however, you are certain that
some customers are going to buy from
you anyway, then don't discount to
them. Instead, the value you offer these
customers is convenience and better
service. When you reach out to them,
stress that you have handled their
needs in the past and can do it again
this time.

Even if you feel supremely con-
fident in your ability to close lots of
sales, that doesn’t mean you shouldn't
discount at all. This year, pay special
attention to the people your data says
are not likely to order for Mother's Day.
Maybe they used to send mom flowers
and stopped. Maybe they switched to
a competitor. Maybe they buy roses
at Valentine's Day but go to brunch on
Mother's Day.

Whatever the case, if they didn't
come to you for flowers last year, they
aren't likely to this year. You want to
change their buying behavior, and dis-
counting is a great way to do it.

Best Practices for Discounts
For best results, a few principles can help
make your discounts more effective.

Always use charm pricing when
discounting. If a price doesn't end in a
nine, people just don't believe they are
saving. You don't have to use cents, but
whatever you use, the last number has to
be a nine.

Provide an offer long in advance
of the holiday, but with a short cut-off
time. It helps you get orders on the
books sooner and also acts as a hurdle
— a customer who isn't serious about
saving money won't be interested in
placing their order before they have
even started thinking about Mother’s
Day. We'll sell to them at full price later
(maybe with a discount for a Friday
pick-up). The cut-off date should be
tight to create a sense of urgency. If you
send the offer on a Monday four weeks
before the event, the cut-off date should
be later that same week. You can then
follow up with a “last chance to save”
offer the following week, again with a
cut-off a few days later.

Another strategy is to offer special
(unique) products/bundles for ad-
vance ordering and/or customers you

14 FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG
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MOTHER’S DAY

¢SALE ©

don't expect to buy. Maybe a neighbor-
ing business will give you coupons for
$10 off their product or service, and
adding these to the bundle makes a
price comparison more difficult. This
makes your early bird special look a

lot more special without getting into
percentages.

How do you decide how much to
discount? By keeping the two key objec-
tives discussed earlier in mind: to buy in
advance at lower prices and to activate/
reactivate customers you did not expect
to buy otherwise. How much you dis-
count depends on what you're willing to
give up in margin and invest in gaining or
regaining customers. 4

Mark Anderson is founder and presi-
dent of FloristWare. When he's not
developing and servicing POS soft-
ware, he's pursuing his other passion,
pricing strategy, as a contributor to

Business.com as well as through pro-

gramming at SAF and other industry
events. mark@floristware.com
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Tornadoes have an appetite for destruction.

‘\0,’ And we have an appetite for protection. Our specialized
h O rt I C a insurance solutions help offer peace of mind. Rest easy.
A brand of the Sentry Insurance Group Call Hortica Insurance at 800-851-7740.
. Hortica® property and casualty coverages are underwritten, and loss control services are provided, by Florists’ Mutual Insurance
125 years and counting. Polessovrages, enchts and dieoteare ok vl n al tates. 6o ple o omplte coveage dotals
77-5E
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www.hortica.com
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NNA DRZYZGA
ead Designer,

Monday Morning Elower and Balloon Co:
Prin?ton, \|

> When Alanna Drzyzga first walked
through the front door of Monday
Morning Flower and Balloon Co. about
six years ago, she thought, “I like it here.’
That's because the shop, headed by
Georgianne and Kevin Vinicombe, was
clean and organized. “Everything was
labeled,” Drzyzga explained. After more
than a decade in the industry, she knew
that some shops make getting and stay-
ing organized a low, low priority. Her
positive first impression — that the shop
was warm, inviting and ready to serve

— proved correct. Today, that's the very
impression Drzyzga herself works hard to
convey consistently to every customer.

1

How | Started.

“My first position here was customer care
coordinator. We can get a little one-sided
in the floral industry. You see the flow-

(EMPLOYEE SPOTLIGHT

\

ers, design them and send them out the
door. Working as a care coordinator, | saw
things from a customer’s perspective.
Words we use all the time make no sense
to a customer, but they slip into our con-
versations: Fill to value? What's that? I'm
aware of that now, and how it can nega-
tively affect a customer’s experience.”

How | Operate.

“We have procedures in place for every-
thing. | love it. Everyone writes emails in
the same format, signs them the same
way. We have a process for sending out
invoices. Other shops I've been in, there
wasn't a place for everything. Here, we
have a binder for every wedding, driv-
ing directions for every venue. It's a
well-oiled machine. All that organization
empowers people. It's never, ‘Oh, | can't
do that thing or answer that question

If you aren't asking your
best employees to share
your current job openings
on social media, you may
be missing out on an
excellent and inexpensive
way to recruit top talent
— year-round and for
part-time or seasonal
help. “A highly engaged
employee is the most
effective recruiting tool,”
explains Patrick
Cummings of Human
Resources Inc. in Crofton,
Maryland. “Encourage
your employees to use
social media to spark the
interest of talented
contacts.”

because Alannaisn't here." We all know
how things work, and so the customer
never has to wait either.”

Most Challenging Part.

“You have to match your customers’ feel-
ings — so you're dealing with a wedding,
and then in the same day, a sympathy
design. That can be taxing. Sometimes, a
person may complain because her roses
didn't last, but the real problem is her
mom passed away, and her mom used to
give her roses. She's grieving. You have to
dig — and listen. Humanity has ebbs and
flows of emotion.”

Why | Stay.

“Every day is different. That's huge for me.
Every day, | know I'll learn something new
and create something new. | like that. It's
constant learning.” ¥

16

3 Habits of
Unhappy Managers

Want to be a great boss? Be
honest with people — even
whenit's hard. That's a
message behind the new
book “Radical Candor: Be

a Kickass Boss Without
Losing Your Humanity," by
Kim Scott, who has held
management positions

at Google and Apple. Ina
recent interview with Forbes
magazine, Scott detailed three
less-than-candid behavior
patterns bosses fall into that
can sabotage any business:

“Ruinous Empathy”
Scenario: You watch

an employee make a
minor mistake and don't
offer a correction.

Better path: Dole out
corrections clearly and
quickly, so that employees
learn proper procedures
and don't repeat offenses.
“Rise above your empathy
and realize that it's your own
feelings you are protecting,
not theirs,” Scott said.

"Obnoxious Aggression”
Scenario: In the midst of

FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

Mother's Day prep, you

lash out at your manager

in front of your staff over

a missed deadline.

Better path: Take a breath
and remember that everyone,
even you, can make a mistake.

“Manipulative Insincerity"”
Scenario: You're
disappointed with your
lead designer's plan for a

summer collection, but you
gush to her that it's fantastic
— and that she's fantastic
— while secretly thinking
up ways to redo her work.
Better path: Worrying

if people like you is not

a path to profitability or
loyalty. When you disagree
with someone or don't

like an outcome, speak

up and speak candidly.
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CUSTOMER
SERVICE
TRAINING

BIGGER
WEDDING
SALES

Tim Huckabee, FSC
President
FloralStrategies

STAFF
MANAGEMENT

INCENTIVE

PLANS Meet your new business coach!
FOR STAFF

I’m Tim Huckabee and for 20 years my company,

TRA"\I{:IIE\I\I(\;I FloralStrategies, has been empowering florists to increase
their average sale by 20% or more! We visit your shop or
EMPLOYEES Je SEIE DY SR ¢ y g
teach by webinar, your choice.
SALES We have over 5000 happy customers: ‘Mom and Pop’
EDUCATION . . .
shops, big stores, new businesses, 3rd generation shops,
POS city florists, country stores. All have seen immediate results
TRAINING from our very affordable program. And you will too!
BIGGER Visit floralstrategies.com/FMS3 to receive a free sample
FUNERAL sales training workshop for your team.
SALES
PROFITABLE
o |OrQl
I_ Call us on 800.983.6184 or visit
AND MORE! STRATEG I E S www.FloralStrategies.com to learn more!
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FIGHTING BACK AGAINST ‘GOOD ENOUGH’

> Inertia is something we all face. Looking
back at the 14 years of my floral career, |
now recognize periods of time in which
we didn't make much movement, either
forward or backward. It seems clear now
that our biggest competitors were not
order-gatherers and supermarkets but
simply the status quo — getting too com-
fortable with things being “good enough.”

Interestingly, during these periods of
stagnation we always felt busy; however,
we eventually realized that doing nothing
new was just as bad as doing the same
thing over and over. It wasn't that we
were too lazy to try new ideas or rou-
tines — we just let inertia take over.

To understand what held us back,
and what could be holding you back, let's
turn to Isaac Newton.

Bucking the ‘Law of Inertia’
Newton's First Law of Motion accurately
describes that state of our business dur-
ing periods of inertia: An object at rest
will remain at rest unless acted on by an
unbalanced force. An object in motion
continues in motion with the same speed
and in the same direction unless acted
upon by an unbalanced force. This means
that there is a natural tendency for peo-
ple to keep on doing what they're doing.

In our case, although we were doing
a large volume of business, we weren't
growing the areas of our business that
were most important to our long-term
profitability.

In fact, almost every florist | speak to
goes through periods of time where they
feel they are simply going through the
motions of running their flower shop as if
it is on autopilot. If you are happy with the
current state of your business, maybe this
Groundhog Day-style process works for
you; however, we found that the “wash,
rinse and repeat” process of running our
flower business was actually counterpro-
ductive to our long-term goal — growth
— and the happiness of our team.

As a former franchise florist, our
quest was to reduce dependency on
wire orders. Without building our own
brand, though, that shift was never
going to happen. Once we started com-
ing up with unique ideas to start build-
ing our own direct business we could
feel momentum gaining.

The same is true when attempting
to jump-start your latest, greatest en-
trepreneurial endeavor. The idea alone
will not make you successful; one must
actually start the process of bringing that
idea to life.

You may view large
floral businesses as
having a competitive

advantage, but it's
actually easier to test
a new idea and gain
favorable results as a

smaller florist.

Most successful founders will tell
you that their first idea wasn't their most
successful, and they usually don't end
up where they began. For example, our
original plan was to build a 20-store
flower franchise, but our most successful
flower ideas (opening a wedding florist
and wholesale flower market) happened
only after we were forced to shutter six
retail store locations. Had we not applied
an unbalanced force (closing stores) to
disrupt the motion and path of failure we
were headed down, it surely would have
been a much different outcome. After all,
failure and success are very similar. Both
are like riding a train: once you start, the
inertia keeps you going.

Newton’s Second Law

of Motion in Action

Everyone unconsciously knows Newton's
Second Law: Heavier objects require
more force to move the same distance as
lighter objects.

This law applied in our case in 2010
when we made the decision to abandon
our failed franchise dreams. By having
a smaller mass (store count) we could
more easily utilize the force (resources)
we had to rapidly accelerate our plans to
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profitably rebuild our business. Applying
this law resulted in exponential sales
growth in six short years, from $4 million
in annual revenue to more than $9 mil-
lion annually.

While you may be hesitant to try new
things because your operation is small
or you don't feel you have the scale to
take on new ideas, consider the fact that
it takes less effort to increase your sales
when starting at a lower number. This
means that while you may view large
floral businesses as having a competitive
advantage, it's actually easier to test a
new idea and gain favorable results as
a smaller florist. If the fear of failing big
is holding you back, consider that as a
small florist you can better limit your risk
but still move the needle with smaller
marketing investments as compared to a
large order-gatherer.

For example, one of our most suc-
cessful marketing ideas has been to pro-
mote free flower giveaways on Facebook
at key floral holidays in order to incent
people to walk in our store. While the
ROl has been amazing, the more suc-
cess we have had and the larger we have
grown the more we have to risk in inven-
tory and ad spend in order to continue
obtaining the same sales lift.

Understanding and applying Newton's
Laws of Motion to your business ideas
could be just what you need to jump-start
your success. What's stopping you from
getting started? As Albert Einstein once
said, “Failure is success in progress.”
(More on that idea in another column!)

Brad Denham is a
founding partner
in Arizona Family
Florist, the parent
company of Arizona
Florist, Arizona
Flower Market and
LUX Wedding Florist and winner of
Floral Management's 2012 Marketer
of the Year Award. He oversees the
strategic business development,
including branding, web development
and e-commerce strategy, of all of the
brands. Arizona Republic and BizAZ
Magazine have named Denham one of
Arizona's top entrepreneurs.
brad@azfamilyflorist.com
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MAGNUM

MAGNUM

XXL FLOWER HUNDREDS OF PETALS STRONG STEM LONG LASTING BEAUTY

The word ‘magnum’ means ‘big’, and this is exactly why we called this disbudded chrysanthemum Magnum.
Its flower is huge: to call Magnum a size XXL is no exaggeration! Not only does its flower get even bigger in the vase
as the weeks go by, but it also becomes more spherical. This large eye-catching white flower with bright green at its centre is simply
packed with petals. In fact, Magnum has so many ray petals that the flower never opens completely to reveal any disc petals in
its centre, even after weeks in the vase. Magnum is an ultra-strong variety that has passed every transport and post-harvest
shelf life test with ease — and without any sign of petal damage or loss. These chrysanthemums are delivered in a net —

not to prevent any damage but simply to get enough of these large flowers into their box. This unique flower with its high petal

count, sturdy stems and beautiful green leaves has already reaped rave reviews. With the introduction of Magnum,

Deliflor is taking a new step in chrysanthemums. Magnum will become available in quantities
of around 40,000 stems a week early in April.

More information
www.deliflor.com, info@deliflor.com, www.facebook.com/deliflor

DEL/FLOR
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Fresh Choices TrenD-SETTING TIPS FOR BUYING FRESH CUT FLOWERS AND GREENS

BEGUILING BULBS

> Last month, on the eve before Winter Storm Stella
blanketed the Northeast and mid-Atlantic with snow,
| spied multiple Facebook and Instagram posts from
friends — not a professional florist among them —
who made sure they had flowers before hunkering
down. Among my favorite captions: “I've got my
buds to keep me warm” (beneath a shot of tulips)
and “bread, milk, daffodils.”

Emblematic of spring and rebirth, bulb flowers
seem to revitalize even the dreariest of dispositions.
“They're definite crowd pleasers,” said Kathy Dudley,
owner of The Bloomery in Butler, Pennsylvania,
who grows and sells cut flowers in the Pittsburgh
area. “Everyone’s so happy when they return. They

K

practically sell themselves!” Even in sunny Sarasota,
Florida, where temperatures seldom drop below 60 F,
people go crazy for bulb flowers. Beneva Flowers

& Gifts recently featured daffodils in the shop’s
“Twenty Dollar Tuesday” special and sold out by 10
a.m. “Customers recognize that they’re seasonal, just
like peonies, which gives them incredible value,”

explained Doris Jolly, vice president of weddings

and events. Additionally, she said, the city has many
retirees who moved from up north and feel nostalgic
remembering the start of springs gone by.

Designers share consumers’ affection for bulb
flowers. “Tulips, with their continued stem and
flower growth, add a great flowing line,” said
renowned designer and educator René van Rems,
AIFD. Vince Butera, AAF, AIFD, PFCI, speaks about
irises in similar terms. “Their long, slender stems
lend an artistic touch that’s especially good for
Asian-inspired designs,” said the owner of Butera
the Florist in York, Pennsylvania. That said, he's
not averse to cutting irises down to place in low-
mounded designs. “For a recent party, | paired irises
and hyacinth with hydrangeas and large roses in a
short glass cylinder,” he said. “The bulbs provided
great visual texture against the fluffy blooms.”

Here’s a round up of bright, beautiful bulb flowers

to put a spring in your step. %

Katie Hendrick is a contributing writer of Floral Management.
khendrick@safnow.org

‘CARLTON’ DAFFODIL
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WHITE AMARYLLIS
Holland America Flowers
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‘PAPERWHITE’ DAFFODIL

‘GALAXY' FREESIA
Holland America Flowers

RED AMARYLLIS
Holland America Flowers

‘SAVILLA' FREESIA
Holland America Flowers
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Fresh Choices

‘SANTORINI’ FREESIA ‘TROUVADOUR' FREESIA ‘ANTARCTICA’ HYACINTH
Holland America Flowers Holland America Flowers Oregon Flowers

PURPLE FREESIA ‘AIOLES’ HYACINTH ‘BLUE GIANT' HYACINTH
Skyline Flowers Sun Valley Farms Sun Valley Farms

‘SPLENDID CORNELIA’ HYACINTH ‘ANNA LIZA" HYACINTH ‘BREST’' FANCY TULIP
Sun Valley Farms Sun Valley Farms Sun Valley Farms

I \

‘PACIFIC PEARL' FANCY TULIP ‘CASA BLANCA' IRIS 'HONG KONG' IRIS
Sun Valley Farms Sun Valley Farms Sun Valley Farms

‘NEVADA’ IRIS ‘SKY DIVER' IRIS ‘TELSTAR’ IRIS
Sun Valley Farms Sun Valley Farms Sun Valley Farms
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GANG'S ALL
HERE At Tipton &
Hurst, there's a 10-
foot rule. As soon
as a customer steps
inside, any employee
is empowered and
expected to say
hello. Pictured | to
r: Howard Hurst,
president; Ann
Gunti, controller;
Chris Norwood,
vice president;
Freda Rice, flower
manager.

It was the brunch heard around the world. Or, at
least, around the Internet.

In March, Cat Deeley, an English actress, singer
and model, ate at Tom George in Los Angeles, and
the swanky hot spot did not live up to her expec-
tations. Deeley did what disgruntled customers
everywhere do these days: She took to Twitter to
complain about the food (“terrible”), the manager
(a"moron"; an “amateur”) and the overall restau-
rant (“disgusting”; “the worst").

Since Deeley is a celebrity — she co-hosts
the TV show, “So You Think You Can Dance?”

— media outlets, including People and Glamour,
picked up her Twitter rant, amplifying her com-
plaints. In a matter of hours, Tom George, which
the foodie website, Eater, described last October
as “seriously beautiful” with “dapper Italian flair,”
became linked in the minds of millions of people
with Deeley's single disappointing meal.

And maybe the brunch was a bust — the food
overcooked, the waitstaff frazzled, the manager in
a surly mood. (Her waiter, for his part, pushed back
against Deeley's version of the story.) The truthis,
what actually happened during that two- or three-
hour period doesn't matter. Deeley, the customer,
was disappointed, and she let lots of people hear
about it, fast.

Celebrities may not walk through your door (or
navigate to your website) to buy flowers, but all of
your customers have platforms aplenty to air their
grievances should you disappoint them. When
something goes wrong, a miffed customer can tell
family members, friends, co-workers and strangers
all about that experience in a matter of seconds.
What's more, customers today are comparing you
to every other business, not just other retailers, ac-

Previous Page™|“Contents™|"Zoomin~ |~ Zoom out™|

cording to Shep Hyken, an expert in customer ser-
vice, and frequent contributor to Forbes magazine.

“Someone goes to a luxury hotel and has an
amazing experience, and then she heads to her
local florist and she expects the same level of
service,” he said, subconsciously or not. “Florists
aren’t competing anymore against other florists or
gift providers. They're being compared to everyone
who delivers any kind of service. Period.”

That includes places such as Amazon (vast
warehouses and one- or two-hour delivery) and
Nordstrom (high-end offerings and generous re-
turn policies), along with Zappos and Zara's (high-
tech inventory systems a local florist can only
dream of). Gulp.

And yet, florists know how to provide great ser-
vice. The industry is built on a foundation of service:
helping people express emotions, making them com-
fortable, providing support in times of joy and sorrow.
New tools and new tech may heighten consumers’
expectations (and certainly, make them less patient),
but these shifts, say customer service pros and many
seasoned florists, also provide new opportunities —
chances to dazzle and overwhelm, to seal a deal and
turn a fair-weather customer into a lifelong loyalist.

There's real money to be gained from being the
business that does the dazzling. Hyken pointed to a
NewVoiceMedia report that found that some $62
billion were lost in 2015 because of poor customer
service. A flawless customer experience or mis-
takes that are quickly corrected not only increase
loyalty and sales, but ultimately compel today's
consumer to “share” and gush online. This month,
we talked to florists, along with experts from out-
side the industry, about how to get more raves
from your customers.

The magazine of the Society of American Florists (SAF)
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BEYOND IMPRESSED

Frank Gallo, of Frank
Gallo & Son Florist in
upstate New York,
offers extended hours
for delivery and tightly
edits his website
offerings, particularly
around the holidays.

RANT GETTER:

RAVE EARNER:

Let's return to that $62 billion fig-
ure for a minute. That number, Hyken
pointed out, is up 50 percent from 2013
(when NewVoiceMedia conducted a
similar study).

“I don't think that [increase] means
customer service is getting worse,” he
added. “I think it means that the bar is
getting higher and higher.”

In other words, customers expect
more. Chief among those expectations:
They want the buying process — every
step of it, whether they're shopping in-
store, online or by phone — to be easy.

That means that websites need to
be edited (and optimized for mobile),
showrooms have to be organized, team
members must be cross-trained, and
policies that force you to say no to a cus-
tomer should be changed so that you can
say “yes” more often. (Compare: “Sorry.
We can't get that design to your daughter
today,” to “Sure! We can get that design
to your daughter today through our rush
delivery, for $XX.") ; :

In Appleton, Wisconsin, Bob - “Your website is like )
Aykens, AAF, of Memorial Florists & ; your storefront today.”
Greenhouses said that he's constantly :
rethinking policies and procedures, : 3 FRANK GALLO
looking for inefficiencies that can drain ]
profits and create pain points in the
buying process.

“Any system or procedure that is

. . . LOUIS TORRES PHQTOGRAPHY
complicated for our staff is going to
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be complicated for our customers,”
Aykens explained.

Recently, for instance, he's been
revamping the business's delivery de-
partment, significantly streamlining the
fee structure and reducing the overall
number of zones.

Aykens, who plans to have this new
system fully implemented by Mother's
Day this year, said that his own goal has
been twofold. He wants to make deliv-
ery more profitable, but he also wants
delivery procedures to be easier for staff
— and, therefore, customers. (Though,
admittedly, there is a learning curve for
staff with the new system, he said.)

“It's always a balance,” between prof-
itability and customer service, he said.
“We've been profitable in delivery in the
past, but | know we can do better,” while
providing in some cases faster service.

In fact, many florists say they've ad-
justed delivery practices to provide better
service — easier and, often, faster. Call it
the Amazon Prime and Prime Now effect:
Consumers around the country are grow-
ing accustomed to finding items online,
buying them and having them in their
homes in a matter of hours. Aykens, for
his part, has been experimenting lately
with using Uber drivers for late-in-the-
day deliveries, rush orders that come in
after the main work is done and Aykens
already has sent his drivers home.

For an additional fee, Frank Gallo, of
Frank Gallo & Son Florist in upstate New
York, offers delivery before 9 a.m. and
after 6 p.m. In the past five years, he's
also added two delivery vehicles to his
fleet, and invested in updated GPS tech-

nology, so that orders can get out faster
and more efficiently.

Online, Gallo — and many other flo-
rists — are working to create tighter edits
and narrow selections so that customers
aren't overwhelmed with options, par-
ticularly in the run-up to a major holiday
such as Mother’s Day. That's a good idea,
said Hyken, who added, “A confused
customer doesn't buy.” (He's also quick
to add, “That doesn’t mean a typical
customer doesn't like options.” Be sure to
allow customers who do want to browse
to see other pages on your site and your
social media platforms.)

“It's become a cliché to say this,
but your website is like your storefront
today,” Gallo said. “Having a concise
menu of items is crucial. At holiday time,
we go in and edit the amount of items
that we have available. It makes it much
more streamlined and more efficient.” It
also makes the buying process less com-
plicated for the customer.

At Monday Morning Flower &
Balloon Co. Inc., Princeton, New Jersey,
Georgianne and Kevin Vinicombe have
started placing more emphasis on em-
ployee cross-training, to ensure that
each member of their 14-person team
is equipped to field just about any cus-
tomer concern or need.

“For a while, our employees were
becoming more specialized,” Georgianne
said, “but [today] we need our team mem-
bers to fill different roles, so that custom-
ers aren't sitting around waiting for me
to come out of a wedding consultation.”
(Read more about Vinicombe's approach
to employee management on p. 16.)

In Appleton, Wisconsin, Bob Aykens
has been working on a draft document
that fully captures his philosophy on
customer service. He's also engaged
help in the past year from a third-party
to improve his online brand and social
media presence.

RANT GETTER:

RAVE EARNER:

One trend that's very clear in customer
service: Customers now have the ability
to reach out to businesses through an
untold number of platforms, not only via
phone and email, but also social media
messaging, texts and independent
apps. And those messages aren't com-
ing in exclusively during business hours.

In Little Rock, Arkansas, Tipton &
Hurst's eight-member management team
takes an all-hands-on-deck approach
to fielding customer inquiries and com-
plaints. Messages sent to the company's
primary email (comments@tiptonhurst.
com), voicemails, social media pings and
online review notifications are automati-
cally delivered to all eight people. During
business hours, the person who sees the
message first responds to it (and sends a
note to the other team members, alerting
them that the situation is under control).
Outside of work hours, one manager is
always "“on call” to respond.

“We try to respond to every com-
munication from any customer in less
than 10 minutes, 24 hours a day, seven
days a week, 365 days a year,” said
Howard Hurst.

When a customer thinks that Tipton
& Hurst has goofed, the company goes
above and beyond to try to make things
right, Hurst added. The company's guar-
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> BEYOND IMPRESSED

HANDCRAFTED At
Monday Morning
Flower & Balloon Co.
in Princeton, New
Jersey, designs
include special tags
designating which
team member created
the arrangement.
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Eight Ideas to Try Now

Customer service is a big topic, its finer points
hard to pin down. (Really, everything you do
relates to service, right? Florists are in the
service industry.) In that spirit, here are eight
ideas florists have implemented to improve
service — practical, tangible ideas — that you
can borrow and put into place right away.

o Be Generous. Don't put yourself in the posi-

tion of haggling with customers who already
feel wronged. In Little Rock, Tipton & Hurst
offers a generous guarantee on all designs. “A
lot of times we'll give customers a gift card of
equal value,” explained Howard Hurst. If they
redeem that gift card, the shop can shine (and
recapture what might have been a lost cus-
tomer). Still, research shows that few custom-
ers ever redeem gift cards, Hurst noted — a
stat that adds more fuel to the "be generous”
argument. (What do you have to lose?)

o Reward Positive Behavior. Customers who

provide you with feedback are doing your busi-
ness a huge favor. Reward them, Hurst said.
His company, for instance, enters customers
who complete surveys into a drawing for a gift
card. Last Valentine's Day, Tipton & Hurst re-
ceived 300 responses.

o Mind your Greetings. Do your employees

greet customers who come into the store?
Before you roll your eyes and say, “of course,”
consider another question: Have you trained
all of your employees to greet customers? At
Tipton & Hurst, there's a 10-foot rule, Hurst
said. Once a customer sets foot in the door,
any employee who is within 10 feet of that
customer needs to offer a quick greeting — it
doesn't matter if the employee is a part-time
worker, manager, or design or sales team
member. “Customers need to be greeted and
need to feel welcome,” Hurst said. In a similar
vein, all Tipton & Hurst employees wear lo-

goed clothes, so customers can quickly iden-
tify who is on staff.

o Meet, Train, Repeat. When it comes to de-

livering great customer service, don't take
any lessons for granted, Hurst said. He and
his team meet regularly to talk about new
services, products and complaints. Training
requires that repetition, he argued, especially
in the lead-up to a major holiday, when things
around the store can become frantic. “My
son's a college golfer, and his coach told him
you need to hit the same shot 100 times every
day so that you can hit that same shot under
pressure,” Hurst said. “It's the same thing with
service; it needs to be automatic.”

9 Focus on Details. Hurst also trains his sales

team to confirm every detail for phone orders.
“We train them to review the information and
say, 'Does that sound good, have | got every-
thing correct?” he said. “Ninety percent of the
issues related to complaints come down to
communication. If you get all the details right,
you are 90 percent done.” Again, this may
sound like common sense, but unless you are
reinforcing the importance of double-checking
to your staff, you can't be sure that critical task
is happening.

o Personalize Every Experience. Florists have

a huge competitive advantage when it comes
to making gifts personal, said Jen Rodstrom,
of the Temken Group, a research, consulting
and training firm specializing in customer
service. Never miss an opportunity to flaunt
your local roots, or to remind customers that
you are a local, family business, staffed by real
people. In Princeton, New Jersey, Georgianne
Vinicombe sends a letter to new customers,
welcoming them to Monday Morning Flower &
Balloon Co.,and includes a “designed by" card
with the designer’s name and photo for each
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arrangement. Her shop also sends follow-up

letters to recipients ("We hope you enjoyed
your gift and we'd love to help with your future
gift-giving needs."), along with “we miss you"
letters for customers who haven't ordered

in nine months. The shop also uses personal
phone calls for delivery confirmation.

o Start with a Smile. In upstate New York, Frank

Gallo trains his staff to answer the phone with
a smile. It makes a difference, he insisted. “For
florists, face-to-face interactions with custom-
ers are a pretty small percentage of business,”
he said. “Our rule is: You answer the phone
with a smile and an upbeat tone. Customers
can tell.”

o Be a Big Thinker. Articulating your overall

philosophy on service probably falls pretty
darn low on your to-do list; but in Appleton,
Wisconsin, Bob Aykens has been dedicating
more time to putting his thoughts on paper.
Inspired by the book, “Kemo Sabe Wisdom:
Practical Ways to Help Your Business
Succeed,” by Tom Yoder, Aykens is currently
putting the finishing touches on a comprehen-
sive document that addresses corporate cul-
ture and standards. The document will cover
his mission statement, along with things that
every employee needs to do (greet customers,
use people's names, walk people to products,
rather than pointing them in a general direc-
tion, etc.). Aykens said that he hopes that
document helps him address a challenge that
many floral industry members face: high turn-
over. “Ten years ago, 70 percent of my staff
had been with me with 25 years or more, but
that's not the case anymore,” he said. “Now,

if you get two years out of somebody, that's
pretty good.” The manual, he said, could help
instill more consistency across his team, and
build up the workplace culture. - M.W.
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Georgianne and Kevin Vinicombe of
Monday Morning Flower & Balloon Co.
cross-train employees to help provide
better, more consistent service.

antee policy promises 100 percent cus-
tomer satisfaction, and Hurst also wants
all of his employees, not just the manag-
ers, to feel “empowered,” to take owner-
ship of any mistake and any correction,
he explained. Indeed, the company's tag
line, prominently displayed online and on
marketing materials reads, “Guaranteed
satisfaction since 1886."

“I tell everybody that comes to work
for us, 'l am giving you full authority and
responsibility to do whatever it takes to
satisfy the customer,”” he said, including
refunds, gift cards, new designs and, oc-
casionally, all of the above. “I want raving
fans, customers who feel indebted and
amazed. They're going to be the ones
who tell other people about us.”

Responding quickly is especially im-
portant when it comes to online reviews,
said Jen Rodstrom, of the Temken Group,
a research, consulting and training
firm specializing in customer service.
She recommends that companies
respond to all reviews, positive and
negative, and “indicate if they've made
any improvements based on that [cus-
tomer] feedback.”

“That way, anyone else who comes
to check out the reviews can see that the
florist is invested and taking [the com-
ment] seriously,” she said.

Hyken agreed.

“Every comment should be responded
to, and responded to quickly, preferably in
minutes,” he said. “If you have a negative
review, reach out [to the customer] and
say, ‘Wow, it's obvious you weren't happy.
| want to fix this for you."”

Once you've made things right of-
fline, he added, return to the thread and
thank the customer in that same forum
for allowing you to fix the problem.

“Ideally, the customer will close the
loop and thank you,” ensuring that any
future customers who happen upon the
initial negative comment will also see
that happy resolution.

By the way, Hyken added that there's
no need to fret over a less-than-perfect
star rating on Yelp, Google, Facebook,
or any other site. In fact, a study from
Northwestern University found that con-
sumers tend to see businesses that have
perfect ratings as less than credible —
many consumers are even suspicious of
businesses with only raves. (They won-
der if the business might be paying for

those glowing reviews, in violation of site
policies, or asking friends/neighbors to
weigh in with fake reviews.) The "“ideal”
review, the study found, is closer to 4.2.

“People want to see complaints,”
Hyken said. More to the point, “they want
to see how you respond to complaints.”

Yelp, in particular, has been a thorn
in the sides of many small-business own-
ers. (Google “Why do small-business
owners hate Yelp?” and you'll see pages
of results, most of them very familiar to
florists.) Chief complaints about the site:
a process that some say makes removing
fake reviews cumbersome, an algorithm
that can feel downright mysterious, and
an over-emphasis on bad experiences.
(Customers who are miffed are just
more likely to post.)

Aykens said he's experienced the
headache of Yelp firsthand, which is part
of the reason he engaged a third-party to
help manage his shop’s online presence and
brand. (Keep reading for more on that.)

“| think, like a lot of florists, we were
doing a subpar job with social media for
a while,"” he said.

Caught up in the rigors daily work
demands, online reviews would go unan-
swered for days or even weeks. Aykens
knew that situation was unsustainable,
which is why the business has a more
proactive approach today.

“Next to quality, customer service is
the most important thing,” he said. “So
when we weren't handling [online com-
plaints] well, that's the kind of thing that
was keeping me up at night.”

Moreover, Yelp receives about 145
million unique visitors a month, ac-
cording to DMR, which tracks digital
marketing stats. Small-business owners
ignore or writeoff the site at their peril,
said Rodstrom, who urges retailers to
take a two-pronged approach with Yelp:
Respond to every comment, and encour-
age customers who are happy with your
business to take their compliments and
post them publicly.

“Our research shows that consumers
are much more vocal about bad experi-
ences than good experiences,” she said.
“So we'd encourage florists to actively
ask their customers who have a posi-
tive experience to post on Yelp, because
[those customers] might not even be
thinking about it, but would be delighted
to when asked.”
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> BEYOND IMPRESSED

CONSTANT VIGILANCE To ensure that
customers see your shop as being responsive
to their needs, experts suggest monitoring

=\ Akanass State it Asociaton and responding to all reviews, positive and
negative, across platforms, including Yelp,
Google and Facebook, among others.
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Create a ‘Customer-Centric’ Culture

Shep Hyken, a bestselling author and expert in customer service, said the letter D
may conjure images of near-failing grades in school, but, for retailers who want to
create a “customer-centric culture,” there are six “D’s” to remember. He recently
shared those points on his website hyken.com:

Define it. “Customer service is part of your brand promise,” Hyken explained. "It is
what you want your employees to deliver. It is what you want the customer to ex-
perience. Make it clear and make it simple.” For example, he added,"Ace Hardware,
known for their customer service, is known as the ‘Helpful Hardware Place.’ They
have defined customer service as being helpful, and in their hiring, training and cus-
tomer interactions, they make it clear that helpful is what they are all about.”

Disseminate it. "Don't keep it a secret,” he said. “Just because you've defined the
customer service experience, at this point, it's just lip service. Now you must train
your employees on how to deliver it. The Ritz Carlton hotel chain has laminated
cards with their ‘credo’ and several other important core values, printed on it. Each
employee carries the card with them, and in many cases, has memorized it.”

Deploy it. “It's time to execute,” Hyken said. “The employees have been

trained. Now it is time to implement and act on the customer service initia-

tive. Everyone must know it and be on board with it — even people who don't have
any contact with your customers. They have internal customers whom they sup-
port. Customer service is everyone's job.”

Demonstrate it. “Now that everyone knows it and has been trained, everyone must
demonstrate it,” he explained. “Leaders must, through their actions, show everyone
how it's done. And everyone else should do the same. Everyone becomes a role
model for how to deliver amazing customer service.”

Defend it. “If you see someone doing anything contrary to what you want the cus-
tomer to experience, you step in to help,” he said.” This isn't about reprimanding or
calling someone out for doing something wrong. This is a teaching opportunity, and
treated as such, creates a culture that comfortably empowers employees to deliver
great customer service.”

Delight init. “Take pride and delight in the success you have with your customers,”
he said. “Celebrate the success of the company, and individuals who have demon-
strated amazing customer service.” = M.W.
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Hyken advocates a similar approach.
“Don't buy [a positive post]. Don't beg
for it. Don't grovel,” he said. “When
people say,'You guys are so friendly,’
you should immediately say, ‘Thank you
so much! Can you please mention that
on Yelp?""

Yelp, for the record, discourages
business owners from asking directly
for reviews but doing so is not a viola-
tion of the site's Terms of Service, ac-
cording to Brian Patterson of Marketing
Land, who investigated the issue last
year. Paying customers to post or re-
move a review is a violation.

Many experts also suggest asking
customers to consider removing nega-
tive reviews, or amending them, once a
complaint has been resolved.

And, if monitoring and responding to
online reviews constantly feels like too
high a bar for your business, remember
that third-party companies are available
to help lighten the load. About a year ago,
Aykens signed on with one such company
(Bloomerang Solutions, founded by for-
mer florist Art Conforti, PFCI), a decision,
he said, “made a world of sense,” consid-
ering the potential investment of time and
energy all the platforms require.

“It's like having a police officer to man-
age the flow,” Aykens said, noting that he
has worked closely with the company to
shape responses, and still frequently re-
sponds on his own to specific complaints.

RANT GETTER: Business
that’s taken for granted

RAVE EARNER: Asking
for feedback — and
showing thanks

Want to know what customers really
think about your business? Ask them.
“Small businesses have a huge advan-
tage as far as knowing who their custom-
ers are,” Rodstrom said. “They know their
customers personally, can develop a real
rapport with them, and can truly under-
stand their needs. They can make the extra
effort to know customers’ preferences,
special occasions, favorite flowers, etc.
Especially in an industry like flowers, those
extra niceties can make a big difference.”
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Customer surveys, through com-
panies such as SurveyMonkey or
InstantSurvey, also can help retailers
capture more realistic views of custom-
ers' experiences, said Hyken. The catch? Y E A R = R O UND
They need to be conducted correctly.

“Surveys need to be sent as close to
the purchasing event as possible,” he said.

@ @
“And they need to be really, really simple.
It should never take longer to complete the . !
survey than it did to complete the order.” : \
) I

Hyken recommends using a simple
numeric system, from one to five, or
one to 10, to rate the overall experi- { !I '
ence, along with one or two follow-ups. ' & F R E S H
("What would it take for us to raise our
rating by one number?" is a question he
likes.) Open-ended questions (“Why?")
also can encourage customers to share
detailed feedback.

Hurst has been sending out customer
surveys for about two years, and says
he's come to rely on them. Customers
receive a survey link with every purchase,
and those who respond are entered into a
monthly drawing for a $100 gift card. The
shop has had 2,300 surveys returned
since it started using the program; on
Valentine's Day 2017 alone, 300 people
completed surveys, out of the roughly
3,000 who received them.

While the vast majority of responses
—"99 percent”"— are positive, Hurst said
that the surveys provide additional oppor-
tunities to make mistakes right, and to have
meaningful, memorable conversations with
customers. He, for instance, regularly calls
customers to thank them for positive survey
responses, and for taking the time to pass
along kudos regarding his staff.

“I'll call a customer up and say, ‘Miss
Jones, that was so nice of you recognize
Barbara,” he said. “’I've shown her your
comment, and | just really wanted to say
we appreciate you recognizing that good
service.' Customers tend to remember
that, and the staff likes the recognition.”

Both Vinicombe and Aykens take a
similar approach: Vinicombe sends out
surveys weekly,and Aykens sends them
out at the end of every month.

“l always gain something that we can
improve on,” Aykens said. “Or I'll get five
or six things that we can share with staff
as compliments.” ¢

2

SunValley.
800.747.0396

Mary Westbrook is the senior contributing fsvg.com

editor for the Society of American Florists.
mwestbrook@safnow.org
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Among the nearly 120 floral industry members who braved the snow
for CAD: Oscar Fernandez, Equiflor/Rio Roses; Corrine Heck, Details
Flowers; David and Pat Armellini, Armellini Express Lines; Sharon
Roeser, Alex Atwood and (front and center, bent over) Liza Atwood,
Fifty Flowers; Patricia and Glenn Sprich, Baisch & Skinner Wholesale;
Jodi McShan, McShan Florist; Jamie Kitz, Sakata; Norman Northen,
TMFA, and Dianna Nordman, Texas State Florists Association, Mollie
Meulenbroek, Studley Flower Gardens; Chris Drummond, AAF,

Plaza Flowers; Susie and Nicole Palazzo, City Line Florist Inc.

BY MARY WESTBROOK

Neither the threat of snow nor
extreme partisanship could keep
SAF members from advocating
for the floral industry.

When 119 growers, wholesalers, retailers and sup-
pliers gathered March 13-14 in Washington, D.C., for
SAF's 37" Annual Congressional Action Days (CAD),
they received some straightforward advice on meet-
ing with lawmakers and legislative aides: Tell your
story. It can make a real difference.

“Civil discussions lead to meaningful change,” said
SAF President-Elect Bill Doran, as he welcomed CAD
attendees. “Lawmakers can't make decisions without
hearing from a broad swath of people.”

For Liza Roeser Atwood of Fifty Flowers in Boise,
Idaho, putting that advice into practice was easy.
Earlier this year, she and her team were forced to turn
away orders after they failed to find laborers to help
harvest seeded eucalyptus. So when Atwood joined
with the other members of the Idaho delegation, she
used that story toillustrate the industry’s critical need
for practical solutions to the country’s current, broken
immigration system — and her story hit home.

“That really opened their eyes that there is a cri-
sis,” said Atwood, a longtime floral industry member
but first-time CAD attendee who said she was moti-
vated this year to attend because she wanted to help
effect lasting change. “I'm here talking with the law-
makers who when they get to the floor can stand up
and vote for our business, to keep it in business.”

Despite the threat of a major snowstorm, CAD
drew its largest crowd in more than a decade, with 35
first-time attendees and a total delegation represent-
ing 30 states. Many SAF members who traveled to
Capitol Hill on March 14 to meet with lawmakers and
key staff members said they found people to be more
receptive this year to the industry's issues — tax re-
form, immigration reform and increased funding for
the Floriculture and Nursery Research Initiative (FNRI).
Some credited that change to the new administration;
others said the possibility of snow, which threatened
the D.C. area but ended up hitting harder farther north,
helped clear the halls of Congress, giving aides and
lawmakers a little more time to spend in meetings.

The magazine of the Society of American Florists (SAF)
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TELLING THE INDUSTRY’S STORY

“I found people were looking for infor-
mation — they were very interested,” said
Paul Fowle of DVFlora in Miami, Florida.

Indeed, minutes after he and the
New Jersey delegation left one repre-
sentative's office, they received an email
from aide, reminding them to send fol-
low-up information on FNRI, and why the
floral industry needs the government's
help in bringing that private-public initia-
tive back to its previous funding levels.

“The fair share argument worked,”
he added.

Paul Brockway, AAF, of Conklyn's
Florist in Alexandria, Virginia, noted that
the pre-meeting prep from SAF experts
helped his group feel ready to meet with
lawmakers and staff. He was pleasantly
surprised to find staff members who
were informed and ready to listen.

“Turns out that the staffers were well
aware of the issues, leaving us ample
time to tell our stories and explain how
our positions affect the industry, our
state and the future of the world as we
know it,” he said.

Nancy Hooper of Norton's Flowers
and Gifts in Ypsilanti, Michigan, a fourth-
time CAD attendee, also noted a shift in
his reception on the Hill this year.

“Previously, it seemed we would
always get ‘'no,"” she said. “[Lawmakers
and staff] would agree but always tell

000000000006 OCOCGOGIOGNOGNOIOGNOOS

m Support comprehensive tax reform
by simplifying the tax code and
reducing rates, but excluding
imported floral agricultural products
from a border adjustment tax.

m Oppose stand-alone mandatory
E-Verify legislation, including
S$.179, the “Accountability Through
Electronic Verification Act,”
which SAF's Senior Director of
Government Relations Shawn
McBurney said would “cripple
our agricultural economy.”

m Include a $250,000 increase for the
Floriculture and Nursery Research
Initiative in their formal requests to
the Appropriations Committees.
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1. lllinois delegates Ed Cronin, FTD, Inc.; Jennifer Zurko, Ball Horticultural Company; Jenna, Megan and Dave
Mitchell, AAF, Mitchell’s Flowers and Events; Mike Klopmeyer, Ph.D., Darwin Perennials; Marvin Miller, Ph.D.,
Ball Horticultural Company. 2. Ohio delegates Jason Waits, Bloomtastic; Karen Oie, Smithers-Oasis; Debbie
Straub, Floralife, and a congressional aide. 3. Florida delegates from left: Ben Powell, Mayesh; David Armellini,
Armellini Express Lines; Mike Valade, Teleflora, Inc.; Patricia Armellini; and Corrine Heck, Details Flowers.
4. Brad and Cheryl Denham, Arizona Family Florist, with an aide in Sen. John McCain’'s (R-Ariz) office.
5. Mark Yelanich, Metrolina Greenhouses; Dana and Emma Cook, Julia's Florist and (standing) a congressional
aide in the office of Senator Richard Burr (R-N.C.). 6. An lllinois congressional aide soaks in the issues from
Mike Klopmeyer, Ph.D., and Mona Haberer, Hortica 7. David Clark, Syndicate Sales, and son, John. 8. From
right: Liza Roser Atwood, Sharon Roser and Alex Atwood in the office of Sen. Michael D. Crapo (R-ldaho).
9. Oregon delegates Scott Isensee, Frank Adams Wholesale Florist; Shirley Lyons, AAF, PFCI, Dandelions
Flowers and Gifts; Helene and Martin Meskers, Oregon Flowers, and a congressional aide. 10. Michigan
delegates Tim Galea, Norton's Flowers & Gifts; and Rod Crittenden, Michigan Floral Association.
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TELLING THE INDUSTRY’S STORY
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Stephanie Vance of Advocacy Associates helped at-
tendees practice their pitch before the meetings on
Capitol Hill. She cautioned SAF members that they
might end up walking alongside junior aides on the way

to other meetings, or getting only a few quick moments — but she
also said that with a strong argument and great story, every second
counts. Another tip from Vance: Always follow up. Invite lawmak-
ers to your business, she said.

—

I “It's so important for you to go to the Hill and make
sure members know what's important to you,” empha-
sized small business attorney Jessica Summers, of
Paley Rothman.

Joe Bischoff, Ph.D., one of SAF's lobbyists with
Cornerstone Government Affairs, explained the ins and
outs of Floriculture and Nursery Research Initiative

4

Tuesday to support a “modest” increase that would restore the

funding; CAD participants asked lawmakers on

fund to earlier levels. “[FNRI] is a partnership be industry, the aca-
demic community and the federal government,” he said. “We're
not just asking for money from the government. It's about leverag-
ing dollars.”

Jim Carter, vice president of government affairs at

Emerson, a diversified global manufacturing and tech-

nology company based in St. Louis, Missouri, and a tax

reform adviser on the Trump Transition Team, briefed
attendees on tax reform on Monday. “This administration is more
attune to checking off campaign promises than others,” he said.
Tax reform is something [President Trump] campaigned on. |
would be shocked if we didn't have something this year.”

While trade was not a key issue for CAD this year,
because the new administration is focused on trade,
Alice Gomez, one of SAF's lobbyists with Cornerstone
Government Affairs, made a brief presentation on the

president’s position on high-profile agreements, including Nafta,
which could ultimately affect floral industry members.
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Congressional Action Days attendees
had plenty of time to prepare for their meetings on the Hill,
during a breakfast and a legislative briefing, where they sat with
attendees from their states. Top: Dianna Nordman, Texas State
Florists Association, and Jo Buttram, Shirley’s Flowers & Gifts in
Rogers, Arkansas. Center left: Jamie Kitz (left), Sakata, Morgan
Hill, California; Joost Bongaerts, Florabundance, Carpinteria,
California. Center right: Shirley Lyons, AAF, PFCI, Dandelions
Flowers & Gifts, Eugene, Oregon; and Helene and Martin Meskers,
AAF, Oregon Flowers in Aurora. Bottom: Jodi McShan, center,
McShan Florist, Dallas, visits with attendees from other states.
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us, 'It's impossible.’ For the most part
this year, we saw a lot of agreement and
support.”

Lee Sorensen, Design Master color
tool, Inc., attending CAD for his second
year, agreed.

“This year we had a lot more access
and they were a lot more receptive, tak-
ing more notes,” he explained. “We just
got more time with them.”

Alan Tanyoue of Floralife in
Walterboro, South Carolina, said he
too found “receptive” audiences in his
lawmakers' offices, including that of
Sen. Lindsey Graham (R - S.C.), where
a counsel to the senator reaffirmed the
legislator's commitment to comprehen-
sive immigration reform. (This year, the
SAF delegation lobbied specifically for
fixes to the troubled E-Verify system.)

Longtime CAD participant David
Armellini of Armellini Express Lines
in Palm City, Florida, helped guide the
Florida delegation in its discussions of
the industry’s effort to exclude imported
floral agricultural products from a border
adjustment tax, an issue that could have
a "huge impact” on the Sunshine State,
he said.

“We don't want to see flowers priced
out of the market,” he said, as the state
group prepped for its meetings before
heading to Congress. “We're prepared to
walk on to the Hill and state our case.”

Another member of the Florida del-
egation, Corrine Heck of Details Flowers
in Ormond Beach, said she found it
helpful to have experienced CAD partici-
pants like Armellini in the group, as she,
a first-timer, learned the ins and outs of
lobbying from SAF and Beltway experts
and other industry members.

“I learned so much from the veterans
from my state,” she said. “l had many
great takeaways, talked to so many won-
derful business owners and really feel
that it was a positive experience.”

First-time attendees (and mother-
daughter duo) Sue and Nicole Palazzo
of City Line Florist in Trumbull,
Connecticut, picked up a handy tip from
SAF Chairman Shirley Lyons, AAF, PFCI,
of Dandelion’s Flowers & Gifts in Eugene,
Oregon: Stop by all of your lawmakers’
offices, even if you don't have an ap-
pointment. That approach — and a real
hometown connection — paid off when
they stopped by the office of Rep. Jim

Previous Page™|“Contents™|"Zoomin— |~ Zoom out " Front"Cover-|“Search issue™|"Next'Page ﬂ{gg_é;?mem

Himes (D-Conn.) and Nicole noted that
one of the staff members there was a
customer of the shop. The mention got
them a little unexpected face time.

“Big or small shops, we are all affected
in one way or another with the issues that
go on,” said Nicole, adding that she plans
to become a regular at the event.

Jeremy Lohman of Scott's House of
Flowers in Lawton, Oklahoma, another
first-time attendee, admitted that he was
skeptical at first, unsure if CAD would be
worth time away from the business.

“l'initially thought that | could not
make a difference, but after attending
[CAD], | realize | can,” he said, add-
ing that he found conversations among
industry members, who represented all
segments of the supply chain, as benefi-
cial as Capitol Hill meetings. "l was able
to meet a variety of people in the industry
and broaden my scope of knowledge.”

First-timer Larry White, who has
worked at Smithers-QOasis for 19 years,
called CAD event a "bucket-list” item —
a chance to “come to D.C. and actually
participate ... in our legislative process.”

That message is likely music to the
ears of Karen Fountain, AAF, of Flowers
‘n’ Ferns in Burke, Virginia, who has been
attending CAD for decades and recently
wrote an impassioned Viewpoint in Floral
Management on the importance of CAD.

“It's necessary for our senators and
representatives to hear our stories about
our businesses,” Fountain said. “By going
to Capitol Hill year after year, we estab-
lish ourselves as a leading association
who takes pride in our industry. We gain
their trust, which allows for more dialog
by our SAF staff throughout the year.”

And, for all the headlines about how
contentious Washington has become,
several CAD members who came to the
event said they found moments of real in-
spiration, and even joy. That was the case
for Paul Fowle, of Delaware Valley Floral
Group, who happened upon a 100-per-
son group representing Baptist churches
across the country singing patriotic songs
on the steps of the Supreme Court.

“I'll file that under ‘something you
don't see every day,'” he laughed. "It was
a special memory from the trip.”
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EDITOR’S NOTE: This is the sixteenth in an
18-month series that tackles essential flower
shop accounting, financial management and
benchmarking best practices. See previous

columns in the digital archives, safnow.org/
floralmanagement.
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Why Does Design Room
Efficiency Matter?

Efficiency is the root of high perfor-
mance. If you don't provide an envi-
ronment where your employees can
function at full capacity, without unnec-
essary distractions, wasted motion or
missing tools and equipment, they can't
deliver the production you require to
make your company profitable.

Florists, like other business owners,
are always looking for ways to increase
sales as the solution to all of their finan-
cial problems; however, if underlying
processes are not running efficiently, then
greater sales may just exacerbate the
problem. So let's take the time to analyze
the design room, where lost productivity
can really hurt your bottom line.

What Makes Design Room
Efficiency Tricky?

Flower shops don't run at peak efficiency
for many reasons. Most important, few
people take the time to study how de-
signers spend their time at work. Are
they diligently working at the design
table or are they spending hours look-
ing for flowers and supplies? Maybe
they have to answer phones and wait on
customers throughout the day or break
up dedicated design time with trips to

fill vases. Those trips and tasks add up.
Every minute a designer is away from the
design table costs you money.

No one understands the distractions
and frustrations that the designers run
into better than the designers them-
selves. That's why it's important to begin
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any conversation with the designers. Ask
them what tasks, processes and setups
are causing wasted time. Let them help
guide you toward the changes necessary
to make things run more smoothly.

Still, don't forget to look at yourself
and evaluate the impact that you have on
your staff's use of time. Perhaps you are
the root of some of their distractions. Do
you often interrupt or redirect your key
designers in a way that removes them
from their primary functions? Often, our
reliance on our key personnel can have a
detrimental effect on their efficiency.

By being aware of your actions,
watching what your designers actu-
ally do during the day and talking with
them about where they are losing time,
you will be able to find ways to save the
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designer time and increase their time

at the design table. This increased at-
tentiveness will make the company more
money and the designer more valuable,
which ultimately means more money for
them as well.

Best Practices

A first step to improved efficiency: Have
your production, or designer output,
goals clear at the beginning of the day.
Each designer should know what his or
her production level is — approximately
10 times their pay rate. Designers also
must know any specific expectations
and direction for the day, including any
special events or arrangements that
need their attention. Managers should
use the “production levels” of their de-
signer to extrapolate the design hours
required to handle the anticipated pro-
duction for the day, week and month,
when making up work schedules. For
example, a $15-per-hour designer
should produce $1,200 of product (not
counting delivery income) in an eight-
hour shift ($150 times eight hours).

Recipes and standardized designs
can work wonders in this area. After
all, the whole reason that anything gets
standardized is to make its replication
simpler and increase efficiency. Most
florists already use this approach for
holidays, but it works well for everyday
designs, too. Having your head design-
ers create standard arrangements,
which can then be replicated by less
skilled junior designers, will make
your business much more profitable.
Standardized arrangements on your
website, and reducing the overall num-
ber of options, will also make produc-
tion, purchasing and inventory more
efficient. In addition, standard arrange-
ments, at different price points, should
find their way into your cooler. That way
as soon as your designers have com-
pleted the day's work, they can quickly
identify what needs to be done to refill
the cooler.

On arelated note, don't let designers
design from flowers buckets. Have them
pull flowers they need for the arrange-
ments before they start to design, based
on recipes or event planning notes. This
will help them design more quickly,
and they won't stuff the arrangements.
(Adding just one extra stem in each de-

sign can raise your costs by $10,000 or
more in a year.)

To pinpoint lost time or opportuni-
ties for improved efficiency, have your
designers track their time for one busy
or holiday week and one normal busi-
ness week. Find out how often and for
how long they leave the design table to
get supplies, fill vases, answer phones,
etc. Use this information to determine
if it would be less costly and more pro-
ductive to hire a helper/runner to assist
your designers. Whenever possible in
your shop, strive for a clear separation
of duties. Having lower-paid employees
answer phones, process and pull flow-
ers, manage inventories and deal with
customers will allow your higher-paid
designers to function more efficiently
and stay on task.

Make sure that the design area is
organized and clean. | can't tell you how
many shops | have been in where there
is stuff piled everywhere. This makes it
difficult to navigate the store and almost
impossible to find anything. Think about
the time you waste in your shop look-
ing for items you know you have — or
worse, the money you waste replacing
them. People function better in a clean,
clutter-free environment. If you have
clear, consistent organization, everyone
knows where everything is. So if some-
one is out or the manager is busy, no one
is held up waiting for answers or trying to
find something. Clear aisles not only help
with efficiency, they are imperative in
regards to safety.

If possible have a water source at
each design table. Much of the designer’s
day can be lost walking back and forth
to the sink to fill vases for arrangements.
Having a source at their workstation is
efficient and profitable.

Make sure that the designers have
the proper tools and they are clean,
sharp and in good working order. If those
tools tend to wander, label each with the
designer’'s name.

Analyze the layout of your store
and design room. Make sure that the
space is being used as productively
as possible. | have seen shop owners
turn their business around simply by
reconfiguring their store and giving the
business a fresher, more streamlined
and modern look that was also more
efficient in its design.

In this age of technology | have seen
different ways of handling technologi-
cal interruptions, like cell phones and
texting. It's up to the owner/managers to
decide what will work best at your shop.
| have seen both extremes, meaning poli-
cies where no one is allowed to have cell
phones at their workstation to policies
where, not only are devices allowed, they
are necessary for looking up designs
online and even marking arrangements
completed in the POS system. As long as
production levels are where they belong,
| would not worry too much about the
occasional texting.

Don’t Do This:
Don't simply allow your designers to set
their own pace. It is human nature to
make a task fill the time that you have
available; therefore, you need to encour-
age your staff to look beyond the imme-
diate task and be thinking about what's
next. For instance, make it standard prac-
tice that if a designer doesn't have enough
orders to keep them busy for the day, they
should start working on filling the cooler.
Where possible, create an air of
friendly competition so that your de-
signers challenge each other to heights
of higher production. Also consider
stimulating production through the
use of incentives. Just remember that
incentives are still a part of payroll,
and need to be processed as such and
included when analyzing production re-
sults. Look for more on incentive-based
pay in a future article. {

Derrick P. Myers, CPA, CFP, PFCI,

is president of Crockett, Myers &
Associates, a financial management and
accounting firm that has been working
with florists for more than 30 years.
derrick@crockettmyers.com

@\
I
GO DEEPER

Floral Management has covered
shops that experimented with
incentive-based pay. Find

out more at safnow.org/
moreonline.
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|
MARYLAND RETAILER TESTIFIES TO CONGRESS

> When an influential House com-
mittee convened in March to discuss
small business issues, a longtime floral
industry member was present to share
his story — and make the case for the
industry at large.

Skip Paal, AAF, of Rutland Beard
Floral Group, headquartered in
Cantonsville, Maryland, was one of
four small-business owners asked to
address a special hearing of the House
Small Business Committee, “Making
Washington Work For America’s Small
Businesses.”

Paal, a fourth-generation florist and
a member of the Society of American
Florists' board of directors, outlined the
challenges his business faces, including
the rising cost of health care and the dif-
ficulty of uncertain and unclear regula-
tions, including those related to overtime
laws and tax reform.

“While the overall economy is cer-
tainly in better shape than it was several
years ago, it is important to understand
that our industry and small businesses
all over the nation are still experiencing
significant challenges which are prevent-
ing entrepreneurs from fully attaining
the American Dream,” Paal said, noting
that his company'’s health care premi-
ums are set to increase by more than 30

percent — a spike that represents a con-
tinuation of a years' long trend under the
Affordable Care Act.

Paal, who also participated last week
in SAF's annual Congressional Action
Days (see p. 30), also discussed the
potentially “devastating” effects of the
border adjustment tax.

“Eighty percent of the flowers sold
in the United States are imported,”
he explained to committee members.
“There is no domestic capacity to meet
the demand. Flowers are not a necessity
like food or housing. If our products are
taxed at a higher rate, those costs will
translate to higher prices and consumers
will shift their spending to other prod-
ucts where flowers have traditionally
been appropriate.”

Paal also made a thoughtful plea for
committee members to put themselves
in industry members' shoes, particularly
when it comes to “lack of clarity in legis-
lation and regulations.”

"It is impossible for small busi-
nesses to make decisions and plan
when legislation and rules are con-
stantly changing,” he said. “| have
discussed the challenges | face with
several of my peers in different seg-
ments of the floral industry. Every
single person told me their greatest

concern was either uncertainty or lack
of clarity.”

This isn't Paal's first time mak-
ing his case, and the industry’s, to
Congress. In 2015, he testified before
the Subcommitte on Health, Education,
Labor and Pensions of the House
Education and Workforce Committee.
At the time, he admitted to some
nerves beforehand, but said he soon
settled into the role.

“The nice part was, there was no
wrong answer,” he said. “l just had to talk
about what's going on in my business.” ¥

MAKING A CASE Skip Paal, AAF, was
one of four small business owners asked to
share small business challenges with House
committee on Capitol Hill in March.

FTD SPRING CAMPAIGN PUTS SPOTLIGHT ON WOMEN

> This spring, FTD has been using two female-friendly holidays
— International Women's Day (March 8) and Mother's Day
(May 14) — to bookend an eight-week-long campaign focused

on women and flower-giving.

T g

FEMALE FOCUS Visitors to the Philadelphia Flower Show
earlier this month were encouraged to take pictures and share
them to social media as part of FTD's #ILooktoHer campaign.

FTD kicked off its #lLooktoHer campaign March 8 with a
giveaway of 5,000 bouquets in Chicago and then continued
the effort at the Philadelphia Flower Show, starting on March

11, where the company handed out bouquets at the main

paign hash tag.

exhibition entrance, encouraging recipients to take photos
against a floral wall and then share the images on social
media with messages about inspiring women and the cam-

During the show, FTD Lead Floral Designer Andrea Ancel
hosted sessions daily at the show's “Designer’s Studio.” SAF
member Kremp Florist in Philadelphia partnered with FTD
to deliver flowers to an “influential and deserving woman in
Philadelphia” after most of those sessions.

To complement the campaign, FTD also launched a sweep-
stakes competition for member florists. To enter, florists need
to take a photo of an inspiring woman in their lives, caption
it and share it to social media. The prize, for eight winners, is
roundtrip flights for two. The deadline to enter is May 3
(FTDi.com/ILookToHer). {%
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MARTHA STEWART HIGHLIGHTS
‘AMERICAN GROWN' DINNERS

> One of the country’s most famous hosts has given her
seal of approval to a series of dinners that celebrate flow-
ers grown in the U.S.

“The American Grown Field to Vase Dinner Tour is
setting a new standard for garden parties,” according
to a recent story posted to Martha Stewart's website.
“Each event includes a tour of the flower farm, DIY
demonstrations, libations, a locally sourced meal at an
impeccably decorated table, good company and flowers
to take home. However, the best part of the dinner tour
is arguably the setting — when else do you have the
opportunity to dine in a field of blooming flowers?”

The Field to Vase series is an effort put together by
Certified American Grown, an organization that encourages
shoppers to choose domestically grown flowers. Now in its
third year, the series kicked off on March 11, at Len Busch
Roses in Plymouth, Minnesota, and includes a total of seven
events, culminating Nov. 18 at FernTrust in Seville, Florida.

“We're really excited to bring the event to Minnesota,”
SAF member Patrick Busch, owner of Len Busch Roses,
told the reporter at Martha Stewart. “We'll be utilizing our
greenhouses that we grow tulips in. We're going to set up a
200-foot table surrounded by about a million tulips.” 4%

martha stewart

Flower Farms Become Dining Rooms for
“This Cross Country Dinner Tour
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FIELD TO VASE
Martha Stewart’'s website
recently highlighted
the American Grown
Field to Vase Dinner
Tour. The seven-series
dinner includes stops
at a number of SAF
member sites, including
the kick-off dinner March
11 at Len Busch Roses in
Plymouth, Minnesota,
and the final dinner
Nov. 18 at FernTrust
in Seville, Florida.

AFE RECEIVES $100,000 CONTRIBUTION TO
SUPPORT FLORICULTURE PROGRAMS

100 GRAND Egon and Laina
Molbak, shown at their 90th
birthday celebration, are

wonderful internship programs,
and more” with the establishment
of a $100,000 AFE fund.

> The American Floral Endowment is
pleased to announce a $100,000 con-
tribution from Egon and Laina Molbak
to support AFE's floriculture programs.
“I'am thrilled to continue supporting
the American Floral Endowment with
this latest contribution,” said Egon.

“We give to AFE because they
give back to the industry with their
important research efforts, wonderful
internship programs, and more!”

The generous contribution will
establish a new named fund honoring
Egon and Laina, and will serve as a
lasting tribute of their dedication and
support of the floral industry.

The longtime industry veterans,
now retired, founded Molbak's Garden
+ Home outside of Seattle in 1956 after

supporting AFE's “research efforts,

moving to the U.S. from Denmark.

They grew the business from five glass
greenhouses with chrysanthemums and
carnations to one of the Northwest's
premier garden and home destinations.

Molbak’'s Garden + Home is now
owned by the couple's son Jens and
attracts more than one million visitors
each year. It is known for its relax-
ing cafe and wide selection of plants
and gifts, and is also a host employer
for AFE's Vic & Margaret Ball Intern
Scholarship Program.

Proud supporters of the Endowment,
Egon and Laina are heavily involved in
their community and the industry, and
have received many local, national and
international awards. Egon was also
inducted into the Society of American
Florist’s Floriculture Hall of Fame in 1990.

The Egon and Laina Molbak
Fund joins the 21 other AFE named funds
that have been created since 2011.

Read more about Egon and Laina’s

journey at endowment.org/
afe-named-funds. (%
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CONSUMERS GRAB UP FREE
WILDFLOWER SEEDS AS
GENERAL MILLS ADDRESSES
‘INVASIVE’ CLAIMS

> Customers who pick up a popular type of
cereal this spring will notice a key character
missing: BuzzBee, the friendly bee familiar to
all Honey Nut Cheerio lovers, has been re-
moved from the cereal boxes to help increase
awareness of the importance of pollinators.

The Minnesota-based “food company
is asking consumers to help ‘bring the bees
back’ by ordering and planting free wildflow-
ers for the pollinators to feast on,” according
to the Star-Tribune. The company also set
up website for people to order wildflower
seeds that will be shipped to homes at no cost.

Late in March, however, the website
Lifehacker posted a story suggesting the
seeds included in the Honey Nut Cheerios
packets, including those for forget-me-nots
and California poppies, could be invasive
and potentially harmful in some environ-
ments. The company has pushed back
against the Lifehacker post and subsequent
consumer concerns.

“In most locations, the seed mixture spe-
cies will be non-native but not considered
invasive,” said John Barrett, director of sales,
marketing and development with Veseys,
the largest mail-order gardening company in
Canada, and the company that produced the
packets for General Mills. Barrett reported
the company has received 700,000 requests
for wildflower seed packets on the first day
of the U.S. promotion; the General Mills
website temporarily crashed during the on-
slaught and the planned allotment of 2 mil-
lion packages for the program were grabbed
up injust a few days.

Find out how the Society of American
Florists and the American
Floral Endowment have worked
with other industry groups to
help promote pollinator health
while providing information
and research to the industry
and consumers at endowment.

org/bee. ¥

BUZZBEE In the first day of its
promotion to promote pollinator
health in the U.S., General Mills
received 700,000 requests for |
wildflower seed packets. & Wl

— Mary Westbrook
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THE ART AND SCIENCE OF SOCIAL MEDIA CAPTIONS

> When Beyoncé announced in February
that she was pregnant with twins, she
posted the news to Instagram using a
bright and flower-filled portrait. The post
has so far received 10.7 million likes,
breaking all kinds of social media re-
cords. While we're sure a text-only post
from Beyoncé would have gotten several
million likes, it would have packed less of
a punch.

That's because social networks are
becoming more visual every day. Photos,
and especially videos, get better organic
reach than text posts alone. People
want to see news and information about
individuals, celebrities and businesses,
instead of just reading about them.

Unfortunately, we can't all be
Beyoncé. And on social media, busi-
ness owners shouldn't toss text aside
and focus only on posting photos and
videos. Still, the right caption, combined
with quality media (photos, videos, info-
graphics, sound clips, etc.), can gain you
likes, comments and followers.

Captions, in fact, are key in social
posts. They give context to photos and
videos, let you include important key-
words, send users to landing pages and
tag other users for additional exposure.
Captions vary across platforms —
shorter posts work better on Facebook,
and longer posts that include hashtags
can perform better on Instagram — but
most great social media captions share
qualities you can learn and benefit from.

The Art of Phrasing

The challenge, when it comes to caption
text, is to cover all of the w's — who,
what, when, where, why — in about two
sentences. Again, on Instagram, you
have a little more space, but even there,
you don't want excess info that could
bore your followers.

In addition to answering questions,
your caption should also tell a story,
include important keywords, such as
brand names, colors, sizes, etc., and give
a call to action (CTA).

That may feel like a lot, but it's im-
portant to learn to write captions that
are engaging and to the point.

Here is a successful example from
Darling E Events in Johannesburg,
South Africa:

a Darling E Events [ £}

4
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The text tells a story and explains why
these photos are so striking. It's short, di-
rect and includes keywords (vases, single
flowers, wedding, luncheon and dinner
party). If the business were a flower shop,
they may have included some pricing or a
CTA to call for a quote.

Hash it Out

Something important to note here:
Hashtags belong on Instagram and
Twitter, but not on Facebook or Pinterest.
(I often see florists making this mistake).
Users used to be encouraged to use
hashtags on Pinterest, but this has re-
cently changed, as it makes the posts
look cluttered and doesn't really help
users find pins. These are the exact
reasons that hashtags should not be
used on Facebook, either. Unless you're
using a hashtag to make a point, or as
satire (#OOTD, #weloveit, #manic-
monday), or are encouraging people to
share content on Instagram using your
brand'’s hashtag, try to keep hashtags on
Instagram and Twitter.

One exception to the “no hashtags
on Facebook” rule: When you want cus-
tomers to use that tag in their own posts,
go ahead and include it, as Farmgirl
Flowers, in San Francisco, did when it
shared this nice shot, with their go-to
hashtag (#fgflove).

g Farmgirl Flowers

Sometimes you have one of those weeks when you just have to make
yourself something pretty to make you feel a little better That was this
week_ This is my something pretty

FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

If you struggle to come up with
pithy, appropriate hashtags, here are
a few helpful tricks. First, manually
search for hashtags related to your area
or industry.

For example, say that you want to
use #florist. You can search that
hashtag and browse photos on each
platform. Here is one result from
Flower bowl, a shop in Australia, that
came up in a recent search for that
very hashtag. Notice that you might be
able to use some of the same hashtags
in your own posts.

While not all of her hashtags apply to
every florist, #shoplove, #shoplocal,
#flowersofinstagram and #floristry
could work well for many businesses.

Using your location can also help
you generate hashtag ideas. | found this
result when | used San Diego:

Obviously, this image has nothing
to do with flowers, but because you're
on the hunt for local hashtags, that's all
right. #Southerncalifornia and #cali-
fornia are both good hashtags for a San
Diego flower shop, as well.

Don't feel like manually searching
for hashtags? There are tons of handy
apps out there for entering hashtags
and searching for related hashtags.
Letstag is a great one for Android users,
while Tagomatic is great for iOS users.

A common question | get is,
“What if | post my Instagram photos
directly to Facebook? How do | make
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sure my hashtags don't end up on my
Facebook post?”

There are two answers to this. One is
that you can choose to post your photo
without hashtags, then add the hashtags
in a comment on Instagram afterward.
The hashtags included in your comment
will still make the image searchable. The
other option is to post the photo with
hashtags to Facebook, and then go in and
remove them manually. Both methods
work equally well.

Hit the Links

Linking is quite simple to do on
Facebook and Pinterest, and only
slightly more complicated on Instagram
and Twitter.

When you paste or type a link into
Facebook, it should automatically pull
up a thumbnail and the meta description
of the page or article you are sharing.
You can then remove the text link, as it
makes your post longer than it needs to
be. If, for some reason, you do not want
to see the thumbnail photo and descrip-
tion (perhaps you want to upload your
own photo, or you want a text-only
post), you can click the X in the top right
corner to remove it, and leave only the
text link.

When you pin something using the
“Pin It" button, or add a pin from a URL,
your pin will already be linked to the page
you'd like it to be on. If you're adding a
pin from a photo, you will need to add
the URL manually.

For both Twitter and Instagram, it's
best to include the text link in each of
your posts. A workaround of this on
Instagram is to update your profile URL
to whatever link you are featuring, and
instead of repeating the link in your post,
simply say, “Link in bio.” (See below.)
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The Tags

Tagging is the ultimate way to friend
fellow business owners on Facebook.
Tagging is simple. When you're ready to
mention a business in your post, type the
@ symbol and start typing the name of
their page. Click on the correct one, and
it will be included as hyperlinked text in
your post, meaning that when users click
on it, it will take them to that business's
page. Tagging may not be available if a
business has it turned off in its privacy
settings. In this case, just mentioning the
business, or making the business name a
hashtag on Instagram, will do.

Below, Floret Flower Farm in
Washington tagged Design*Sponge, a
popular design website, to thank them for
allowing the owner to contribute an article.

When they tag the page, it is shown
not only to their followers, but also to the
followers of the page they tagged, in-
creasing the reach of the article. (Note
that in the example, the admin could
have removed the text link in the caption
to make it shorter, as once the thumbnail
pops up featuring the article photo, it is
linked to the article.)

2 Floret Flower Farm

[ '

I'm so excited to be over on Design*Sponge sharing my top tips for getting
W GESKNSDONE. COM

of your cut flowers. Enjoy! hitp /fiwww d
to-make-fresh-flowers-las

Delina Wells Grace and Erin - What a wonderful collaboration! Congrats on
your first book Erin!
ke Reply ©1
Madeline Wilson | have your book & | read it from cover to cover already! | just
& love you & your flowers{bought lons & seeds) | & .3 -
Like - Reply ©1
.j Floret Flowsr Farm Thank you!
i

ke - Repl

Remember that if you're looking to
tag people on your business page, you
will be able to tag them only if you are
friends with them on the personal profile
tied to your business page.

One time that it's a bad idea to tag
iswhen you're talking about a brand that
you carry in-store. If, for instance, you
carry Pandora bracelets in the gift sec-
tion of your store, tagging their page
makes it easy for customers to click over
to that page and buy from them directly.
Instead, just mention brand names or in-
clude them as hashtags on Instagram.

Embrace Emojis

. The Farmer's Daughter

Flowers

(come hang with us on snap chat for our behind the scenes

absurdities, TFDaughterpgh)

1 share

QR Annie Kasier So pretty
Bl Lie Rep :

Using emojis is a great way to express
emotions and add something special to
your posts, without taking up too much
space. Emojis work great on all social
media platforms, as well as in email
body copy and subject lines.

| love the example above, from The
Farmer's Daughter in Pittsburgh because it:
m Uses hashtags to catch your eye.
m Uses a high-quality photo.
m Has short and entertaining text.
= Gives followers a specific CTA. ¥

Crystal Vilkaitis is a social media
teacher, owner of Crystal Media
heycrystalmedia.com, and founder of
Social Edge, a membership website for
retailers on social media trends and
changes, socialedge.co.
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Business of Design

SPRING SENSATIONS

> “Bulbs, please!” — that request dominates early
spring orders at Helen Olivia Flowers in Alexandria,
Virginia. “After months of darkness and cold weather,
our clients are eager for a new season,” said owner
Rachel Gang. And nothing signals warmth and rebirth
like a big bunch of daffodils, irises, hyacinth or tulips.
When making a design with these natural mood
boosters, Gang groups flowers in like bunches. “Bulb
flowers continue to grow after they're cut, and if

you spread them out, the arrangement can begin to

CHARTREUSE CHARMER

Low and lush, this design — one of the shop’s best sellers
— encapsulates a garden’s splendor yet still fits nicely on a
coffee table, dining table or reception desk. Design time: 30
minutes. Wholesale costs: $43. Suggested retail price: $175.
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look chaotic and sloppy — like you have these floral
tentacles going every which way,” she explained. Her
technique alleviates the growing pains and “keeps
everything looking purposeful, beautiful and chic” for
several days.

Here, she shares two designs that deliver smiles to

customers’ faces — and pretty profits for the shop. ¥

Find complete recipes at safnow.org/moreonline.

Katie Hendrick khendrick@safnow.org

PINK PIZAZZ

Rolled aspidistra leaves frame a hand-tied bouquet of
tulips, making the fuchsia petals pop. “We love this design
because it's simple and elegant, which really resonates
with our clientele,” Gang said. Design time: 20 minutes.
Wholesale costs: $39. Suggested retail price: $130.
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Powerful, Affordable & User-Friendly
POS/Shop Management Software

Save time and money while increasing sales

and profits. The features you need without the $4® rtoristivere
cost and aggravation of wire service systems.

The freedom and flexibility you want without the

limitations of other independent systems.
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New Products svsHeia SANTIAGO / SSANTIAGO@SAFNOW.ORG

SWAG THAT INSPIRES WAGS

RUFF RIBBON

What could be cuter than a puppy made out of
carnations wearing a “collar” made of grosgrain
paw print ribbon? Lion Ribbon's exclusive pet
line is icing on the cake for animal lovers. Find
choices in a variety of colors and prints to match
customers’ affections. > LionRibbon.com

SO FRESH AND SO CLEAN

Fido and Fluffy are precious. Their aroma? Not so
much. These candles offer an attractive solution.
When lit, their enzyme formulation attacks and
removes pet odors. They come in three fresh
fragrances: Mango Berry Tea, Orange Popsicle
and Island Breeze. > ClassicCityGift.com

HYDRATION EQUATION

Does canine halitosis have you down? Never fear; Dog H20 is here. The Australian-based
company filters and cleans water—just drop specially formulated dental tablets into
Rover's water fountain. Each tablet lasts roughly four days. > MyDogH20.com

A GIFT WITH SOUL
Dog lovers will find these decorative stones
irresistibly fetching. Available with an array of
messages, which run the gamut from cheeky
to poignant, they make a nice addition to dish
gardens or even small bou'que'ts. They co}me with COAT CARE
a hanger on the back, nja}(mg it easy to display on This vegetable-based shampoo and conditioner
walls, fences, or outbuildings. > KayBerry.com . . .
set detangles and enriches coats while reducing
excessive shedding and dander. (Allergy
sufferers, rejoice!) Organic fair-trade shea
butter and glycerin nourish the skin, locking
in moisture to reduce dryness and scaling.
Powerful antioxidants repair skin damage, which
can trigger shedding. > EarthBath.com
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SEPTEMBER 6-9~133"" ANNUAL CONVENTION

World-Class Business Training —- Powerful Connections . Creative Inspiration

~ Register by
Aug. 9 and
save $205!

Program Preview:

* Finding, Attracting and Keeping Top = Online Advertising = Supplier Expo
Talent = Social Media = Sylvia Cup Design Competition
' Floral and Design Trends = Care & Handling = Stars of the Industry Awards Dinner

' Staying Profitable Amid Rising Labor = QOutstanding Varieties Competition = And much, much more!
Costs .
= Premier Products Showcase

’ SAF SOCIETY of
A
N\ Avissicay
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Minimum order is three consecutive months: $35 per month for 3 lines. Display classified: $75 per inch. A confidential ad costs $50 in addition

to the cost of space for the ad. Contact Sheila Santiago at ssantiago@safnow.org or (703) 838-5225.

EMPLOYMENT OPPORTUNITIES

LFLORASEARCH, INCJ

Key employee search firm for
supermarket, chain store, horticulture,
hard lines, floral. Employer paid fee.
Candidate contact encouraged,
confidential, always free.

1740 Lake Markham Rd. « Sanford, FL 32771
PH: 407-320-8177 « Fax: 407-320-8083
Email: search@florasearch.com

L Web site: www.florasearch.com

.

Longest established florist in NJ.

Competitive Salary.
Relocation assistance.

employment@fischerflowers.com
609-927-3823, Ext 200

www.fischerflowers.com/employment

REFRIGERATION

Refrlgerators For Flowers

G

COMBO WALKINS, STORAGE, REACH-INS
800-729-5964

www.flotaire.com

EVENTS

SAF Member Benefit!

Y WebBlast

20 minutes of intense online
learning. 10 minutes of Q&A.

Watch & Learn Now!
——

@ Point of Sale and Websites
i Sites start at $29/mo

We have over 40 years of experience in
the retail flower business

SAF Member Benefit!

Enroll for a no cost hassle
free solution

to your

bad check

collection

problem.

=> Get the
checXchange '
mobile™app *
today!

46 FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

%
85 Off Your Prescriptions?
For Free? You Bet.
With the SAF/Hortica Prescription Discount Card,

healthcare prices are just a little less painful.
Get your card today and start saving!

Prescription
Discount Card

{) SAF
Socnrry iy, Hortica

Member: 142407524
Group: RX275

This is not insurance.

"
) I

Call Med One Select at 866-717-1471

Need a
Speaker?

Contact a PFCl speaker to
lead your event. Search by
name, state and expertise at
safnow.org/pfci.

PROFESSIONAL
FLORAL

\;\ // COMMUNICATORS
INTERNATIONAL

SAF Member Benefit!

&
¢

o'.‘

Il for discants.

Enjoy rewards. \‘

For more business service discounts:
safnow.org/business-discounts.
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SAT., JULY 22, 2017 SAT., SEPT. 23,

Renaissance St. Louis Boston Marriott Marriott Louisville
Airport, St. Louis, MO Peabody, Peabody, MA Downtown, Louisville, KY
Sponsored by Sponsored by Sponsored by

Baisch & Skinner and DWF Jacobson Floral Supply the Bill Doran Company

Four leading floral industry experts will teach you how to:

1 1
Connect with customers online Su ppl ier Showcase!

mm, : 5
Satisfaction = Expand your merchandise horizons by
é Discover hidden profits guaranteed, connecting with new fresh product,
¥ Oryour money hardgoods and technology suppliers.
q@ Enhance your design skills and profitability back! Suppliers, contact Laura Weaver

to inquire about exhibiting, Iweaver@
safnow.org.

——

‘.’ Perfect your sales and customer service approach

“This was my first conference and “We took our

it was amazing! | came backtoour entire staff. Why?
store with information that | was It is important that
able to use to make myself and ﬁ everyone is on the
our staff more productive almost same page, and

immediately! The presenters here are really on their game.” everyone is impacted by different presentations.”

— Anthony Munoz, Village Greenery & Flowers — Marsha Jones, Littleton’s Woodlawn Floral Inc.
Houston, Texas Littleton, Colorado

SOCIETY of
AMERICAN

‘(( / FLORISTS Register today: safnow.org/1-day-profit-blast
Your Growth is Our Busines
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Quality BY TERRIL A. NELL, PH.D., AAF

48

TOTAL FLOWER CARE, SIMPLIFIED

> Thirty-eight years ago, Philip Crosby
wrote “Quality Is Free." In that book,
he described quality management
techniques for the automobile and elec-
tronics industries, demonstrating that
shrink can be reduced significantly, and
products guaranteed to work properly,
simply by ensuring that they are assem-
bled correctly. Quality and profitability
are lost when employees fail to use the
right part or install parts incorrectly, he
argued. “We must define quality as ‘con-
formance to requirements’ if we are to
manage it,” he wrote.

When you think about it, the same
principles apply to floriculture. Indeed,
a total quality management framework
would place responsibility for proper
care and handling on each individual
who touches a flower, from harvest to
sale. Managers monitor the process and
ensure that each step in the handling pro-
cess is correctly implemented every time.

How do you implement that level
of oversight, professionalism and qual-
ity at your shop? Fifteen years ago, the
American Floral Endowment developed
basic protocols, the “Three C's" that
shops of every size can put into practice
right away.

Cooling, Cleanliness, Care

AFE's Three C's are cleanliness, cooling
and care. Flower quality and vase life de-
pend on these three factors. Let's take a
closer look at each variable.

Cooling. Cold temperatures con-
serve the stored sugars that are essential
for flower opening and extended vase
life. Increased temperatures deplete
these stored sugars rapidly. Also, flowers
are more sensitive to ethylene at warmer
temperatures. The optimum storage
and shipping temperature for nontropi-
cal flowers is 34 F to 36 F. Every degree
above these temperatures decreases
vase life. The vase life of 'Valentine' rose
decreased from 14 days to five days
when stored at 49 F compared to 35
F. Tropical flowers, on the other hand,
should be stored at temperatures of 50 F
to 55 F to avoid chilling injury.

Cleanliness. Cut flowers must ab-
sorb water and sugar for optimum vase
life. Dirty buckets and reused solutions

contain microbes that are absorbed into
the stem, blocking the uptake of water
and causing flowers to die prematurely
due to water stress. Buckets should

be scrubbed with commercial flower
bucket cleaners to thoroughly sanitize
the buckets. Design tables, clippers, and
cooler benches and walls should also

be cleaned on a regular basis to prevent
fungal spore contamination.

Care. Commercial hydration solu-
tions and flower foods lower solution
pH, minimize microbial growth and pro-
mote water absorption. Each of these
functions accelerates water uptake and
improves hydration for the flowers.

Mix according to label instructions to
get the best results. Using flower foods
increases flower opening and extends
vase life. Treating ethylene-sensitive
flowers with anti-ethylene products is
also critical. These products prevent
internal ethylene production and pro-
vide resistance to external ethylene gas.
Failure to pretreat ethylene-sensitive
flowers will result in reduced flower life;
petal, leaf and bud drop; and failure of
flowers to open.

Total Care

Of course, care and handling don't hap-
pen in a vacuum. Maintaining flowers at
cold temperatures, in clean conditions

FLORAL MANAGEMENT | APRIL-MAY 2017 | WWW.SAFNOW.ORG

and with proper solutions will keep flow-
ers healthy. But the value of cooling can
be lost if flowers are placed into dirty
buckets without properly mixed flower
food. All of your efforts can be wasted
if cooler shelves and walls are dirty and
harbor disease spores that can infect
and damage fresh flowers.

Still, imagine what would happen
if every cut flower lasted seven days
or more! It is possible. “Quality is free”
should become a new marketing strat-
egy for the floral industry. It's so simple:
Care for every flower properly, each and
every time. Give your customers long-
lasting flowers, and those happy custom-
ers will return. ¥

Terril Nell, Ph.D., AAF, PFCl, is
professor emeritus from the University
of Florida, a consultant to the floral
industry and the research coordinator
for the American Floral Endowment.
terrilnell@gmail.com

@\
I
GO DEEPER

Floral Management published a

care and handling checklist for retail
florists in its February issue. Get that
list today at safnow.org/moreonline.
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We've

made all
arrangements
SO your
business can
blossom.

» Our best-in-class technologies, including our award-winning POS and
web-hosting solutions, are built to run your business efficiently — connecting
you with consumers and the largest network of florists.

4 =
&

®

j

* We invest heavily in robust national consumer advertising campaigns Y ™ f \1
and develop unique and effective marketing programs and
products - all to help you acquire and retain new customers.

* We have industry-leading experience and knowledge, AN
and are always available with the support you * /
need — allowing you to stay focused on 2!
your business. .

» With over 80 years of partnership with florists,
we are 100% committed to ensuring that
every single order in our network goes to
a local florist.

teleflora.

myteleflora.com | 1.800.421.2815

:ﬂ'

Previous Page™|“Contents™|"Zoomin— |~ Zoom out | Front"Cover-|"Search issue™|"Next'Page m‘gﬁ},gemem


http://www.myteleflora.com
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/
http://www.safnow.org/

Take your ¢
business further’

Grow your business and your profits by partnering
with FTD. Our average retail order values
N« ~are the highest in the industry at over $70 and growing.
P & By purchasing FTD Exclusive containers, quality shops
/ like yours can enjoy the benefits of incremental orders.
s This is just one of the many reasons why becomjgsg“ N :

& an FTD member today will put you on a \
path to growth tomorrow.

FTD

Visit FTDi.com/ftdadvantage to keep up

with the comprehensive ways our parthérship
takes your business further. If you need
anything, call us at 800.788.9000.

©2017
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