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The card fits into a larger social media and advertising 
strategy at the business, located in Waukesha, Wis. Image 
Makers also produces the shop’s TV commercials, and in re-
cent years they’ve also carved out time on production days to 
film a handful of YouTube videos.

The YouTube clips have an informal, conversational feel, 
with Marty, the shop spokesman, providing information on top-
ics such as caring for hanging baskets, choosing interior plants 
that promote better air quality and tending to poinsettias.

“We choose the topics based on what customers have 
asked us about the most, and also what our Facebook and blog 
followers are most interested in seeing and hearing about,” 
Jane said. In the past, they’ve also pulled video ideas from com-
ments posted to existing videos.  

To make the most of their ad agency — and the group’s 
high-def cameras and technical prowess — the Loppnows 
usually film four to five videos at a time and then share them, 
through email blasts, Facebook or directly on YouTube, 
throughout the year. “The YouTube videos help validate that we 
are the professionals our customers should turn to,” Jane said, 
adding that the clips also improve SEO. Among the most popu-
lar videos to date: orchid care and information on bridal flowers 
— and the fun-filled holiday greeting. 

> When Marty and Jane Loppnow send holiday greetings to 
customers, they follow basic rules: keep it simple, don’t make a 
sales pitch and have a little fun.

After years of wishing customers a happy holiday sea-
son with run-of-the-mill emails and in-person greetings, the 
Loppnows decided to inject a bit more personality in their 
2012 communication, with a slightly silly e-card that went out 
to about 3,500 Waukesha Floral and Greenhouse custom-
ers. In the clip, embedded into an email and posted directly to 
YouTube, staff members’ headshots were superimposed on the 
bodies of animated, dancing elves. At press time, the 2012 card 
had been viewed on the shop’s YouTube channel about 300 
times; the Loppnows plan to send a similar card this year.

“We received a nice response from it,” Jane said. “We 
wanted to send something (around the end of the year) that 
was purely holiday wishes.”

Jane said the idea to try something new came from 
the Loppnows’ longtime collaboration with Image Makers 
Advertising, a local ad agency. After they agency visited the 
shop to take headshots of employees, they suggested the 
lighthearted card and then the ad team took it from there. (The 
agency created the animation in-house but websites such as 
ElfYourself.com, sponsored by Office Max, provide a similar, if 
less customized template.) 

mr. & mrs, claus Because Marty Loppnow 
appears as the spokesman for Waukesha 
Floral and Greenhouse in TV commercials and 
on YouTube videos, customers have begun 
to recognize him as the “front person of our 
business,” said Jane Loppnow. Lighthearted 
and educational videos posted on the shop’s 
YouTube channel, including a quirky Christmas 
greeting, have helped boost SEO and engage 
more customers through social media.
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Finish the Year strong

> According to the experts at the website Retail Minded, the fourth quar-
ter presents plenty of opportunities to improve sales:

■■ Host a “mini event”: No time to plan a major holiday open house? 
Don’t worry. Intimate and small affairs can be profitable and easy. 
Host “an open house for customers on a random Wednesday with 
warm cider and doughnuts,” Retail Minded suggests. At the event, 
offer everyone “20 percent off during that specific time only.“

■■ Ditch the duds.  Inventory that isn’t selling needs to go. If you 
have an inventory management system, put your markdowns 
in place. If you balance the books “the old-school way, take 
a good, hard look at what’s been in the store too long.” If 
merchandise has been sitting for eight weeks, mark it down 
20 percent; 12 weeks, slash prices by 40 or even 50 percent. 
Anything longer gets a deep discount — 70 percent or more.

■■ Retrain employees. Holiday shoppers can be demanding. Get ahead 
of any potential Scrooges with a holiday kickoff session for employees 
that includes a bit of fun and a lot of information on your best gift 
items, packaging ideas and holiday designs and décor. Consider 
inviting a local police officer to give tips on preventing store theft. 

social meDia pUsh For 
cYber monDaY sales

> Get your online deals ready — and be sure to talk 
them up on social media. 2012 Cyber Monday sales 
increased by 30.3 percent compared to 2011, ac-
cording to an IBM report.  Other highlights:

■■ The number of consumers shopping online 
peaked at 11:25 a.m. EST.; another peak 
occurred at 9:10 p.m. EST.  The times roughly 
correspond with rush hour traffic in key markets.

■■ Sales generated via Facebook and 
Twitter accounted for 77 percent of all 
social referral sales on Cyber Monday 
2012. (2011 saw similar returns.)

■■ Pinterest generated 15 percent of social referral 
sales, a 105 percent increase from 2011. 

trim the tree sans reD anD green

> Looking to inject new life to your in-store merchandising for the holidays? The experts at Christmasworld in Frankfurt, Germany, 
have already revealed their looks for Christmas 2014 and 2015. The unexpected palettes might be just the ticket for customers 
(and florists) who are tired of the traditional holiday color schemes:

“Dazzling Beauty.” Luxurious shades come together 
with classic elements (orchid, painted porcelain and 
embroidery) to create a look that is decadent, yet fa-
miliar. Colors: sunshine yellow, salmon, carmine red, 
lavender blue, cool turquoise and shades of petrol in 
contrasting combinations. Materials: loose weaves, 
lacework, carved wood, colored glass, iridescent foils, 
confetti, rhinestones. 

“Silent Dignity.” With 
a nod to Japanese de-
sign aesthetics, these 
vignettes call for simple, 
elegant lines. Colors: 
apricot, lilac, mint and 
light blue, almond white, 
dark brown and black. 
Materials: Charcoal 
drawings, grasses, tree 
branches

“Geometric Gravity.” Severe and intense, this 
theme incorporates shapes and linear motifs 
found in art and nature. Colors: bright yellow, 
black and white, cornflower blue. Materials: 
brushed metal, lacquer, plastic, glass, ceramic, 
chrome, steel


