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> If a picture is worth a thousand words … is a video price-
less? Maybe not, but in the United Kingdom, Will Wynne and 
his team at Arena Flowers are hoping a new video messaging 
service will rev up sales and give customers one more reason to 
choose the online retailer for floral purchases.

Two years ago, Arena Flowers, which sells throught web-
sites in the UK, Holland, Belgium, Germany, Luxembourg, 
France, Ireland, Austria and Denmark, began internally testing 
the video messaging to accompany a floral gift. This fall, they’ll 
launch the service, and put more marketing behind it, now that 
they’re confident the technical details of transactions are work-
ing smoothly. 

“We haven’t pushed it hard yet, though (the service) is vis-
ible in check-out flow,” said Wynne, who estimates that only 
about 1 percent of his customers have tried out the service so 
far. He intends to market the service more this fall. 

Here’s how it works: Customers who’ve purchased flow-
ers get the option to create their own videos or sound files, 
using smartphones, cameras or personal recording devices, 
and then upload them to the Arena site. When recipients get 
their gifts, they also get a card with a URL, which takes them to 
the personalized video or sound file from the flower giver. The 
video technology is provided by vzaar, a business video hosting 
platform, and integrated into the Arena Flowers website. Vzaar 
powers the videos on the Arena homepage, and the videos are 
uploaded to YouTube. Total cost to customers for the add-on 
service? £1, or a little more than $1.50 per video. 

“(The service is) cheap to encourage use,” Wynne ex-
plained, adding that, with his customers, novelty, and being on 
the frontline of new services, is an important advantage. “We 
don’t see it so much as a profit driver but as a point of differen-
tiation,” he said. “You want to send a video message with awe-
some flowers? Go to Arena Flowers.”

Bob Aykens, president of Memorial Florists and 
Greenhouses in Appleton, Wis., and a member of SAF’s 
Retailers Council, said U.S. florists may want to take note of 
this “very cool” technology, as long as they can implement it 
affordably. The service, he said, falls in line with a bigger trend 
— personalization — that customers have come to expect from 
retailers both large and small.

“I think a great example of the progress of customized cards 
comes right from Hallmark and how you can customize a paper 
card or even record your voice to a book so it is like grandma is 
reading it to you,” Aykens said. He’s intrigued to see how it will 
take off. “For years, people were trying to do the reverse with 
camera phones: take a picture of how the recipient reacts and 
send it back to the sender,” he said.  

Like Aykens, Wynne sees potential for this market to grow, 
and he points to the shop’s four-year-old photo messaging 
service, which lets customers upload a photo to accompany 
the order’s card (now used by about 5 percent of his custom-
ers) as proof that customization remains a big draw, particu-
larly around holidays such as Mother’s Day, and among young 
Romeos eager to make a lasting impression.

“It’s early days for video yet and so many customers say, 
‘nice idea, maybe next time.’ They’re simply not expecting (the 
video option), and don’t have relevant content ready,” he said. 
“It’s an education process, but the service is growing.” 

First Hand Account

Video Makes Flowers the star

personal delivery Customers at 
Arena Flowers can record a video for the 
recipient. Owner Will Wynne said the service 
is about offering differentiation for his brand. 
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Sell Yourself
in lieu oF, well, ‘in lieu oF’

> H. Clay Atchison III, president of 
McAdams Floral in Victoria, Texas, isn’t 
embarrassed to admit that he was caught 
off guard when a funeral director first 
asked him a question most florists have 
only dreamt of hearing: What are alterna-
tive phrases to “in lieu of flowers”? 

The question came during an 
International Cemetery, Cremation and 
Funeral Association Convention, where 
Atchison had amiably convinced a director 
from Odessa, Texas, that the phrase isn’t 
necessary in most obituaries. But when 
the director’s now-obvious follow-up 
came — “What should I suggest instead?” 
— Atkinson said he “choked” and couldn’t 
think of a single appropriate phrase.

Today, Atkinson would have no trouble 
responding to that question. He’s turned 
his red-faced moment into a resource — a 
business-sized card with a list of flower- 
and charity-friendly expressions — that 
supports funeral homes and strengthens 
the ties between the funeral and floral 
industries. Atkinson now drops off the 
cards at area homes and, through informal 
conversations and his regular newsletter, 
works to keep the issue top-of-mind with 
local directors.

Noticing more “in lieu of” references in 
your town’s obituaries? Don’t just grumble 
about the phrase to your staff. Follow 
Atchison’s proactive lead and share some 
expressions that encourage philanthropy 
without discouraging floral gifts:

The family suggests memorial contribu-
tions be sent to…

Should friends desire, memorial contri-
butions may be sent to…

Flowers are welcome. Contributions may 
be sent to…. 

Life At Work
the new rules 
oF etiquette’

> Customers texting as you try to ring 
up their order. Employees posting to 
Facebook during a staff meeting. Phones 
buzzing, beeping, chirping all day. 
Welcome to the Wild West of workplace 
etiquette — a place where screen engage-
ment competes with, and often trumps, 
face-to-face interaction. How can you lay 
down the law in your shop? Inc. magazine 
recently offered three tech rules to live by 
for a happy, civil workplace:

Set the tone. Emails, tweets and posts 
don’t have the advantage of nonverbal 
cues (smiles, eye rolls, pats on the back), 
so make sure your tone is clear in your e-
communications. Steer clear of humor or 
sarcasm unless you’re a masterful writer or 
stand-up comedian. 

Respond appropriately and promptly. 
Clear out that inbox within 24 hours. If you 
can’t get to a question within a day, email 
a response and set a deadline for yourself: 
“Thanks for your message. I don’t have 
that information on hand, but I’ll get back 
to you by tomorrow afternoon.” Change 
subject lines to pertinent headings and, 
when you add in someone to the conversa-
tion, make note of the addition: “I’m includ-
ing our lead designer, Edith, in this email to 
keep her in the loop.”

Model good behavior. If employees 
text during meetings, look in the mirror 
before losing your cool. Are you multi-
tasking (texting, chatting, LOL-ing) in the 
design room? Interrupting conversations 
for nonessential phone calls? Start with 
yourself and then train your staff. On the 
other hand, if you want to encourage your 
employees to tweet or post about your 
shop — “The lilies that came in this morn-
ing are fabulous! Come check out our 
mid-week specials!” — are you mentioning 
their cyber contributions publicly, to make 
sure everyone on staff knows you’re keyed 
in to and appreciative of the good things 
happening online? 

source: Results 
based on SAF 2011 Fall 
Holidays Survey of retail 
florists. Based on 269 
responses; response rate 
of 7 percent. 

How were Fall Weddings and Homecoming Sales in 2011 compared to 2010? 
(not including “Not applicable” responses)

Benchmark
rah! rah! say i do!

> Homecoming and fall weddings are 
staples for many florists in September and 
October, but if 2011 survey results are an 
indication, sales in both sectors could use 
a pep talk.

Last November, SAF asked retailers to 
rate their fall wedding and homecoming 
sales compared to 2010. To both ques-
tions, 38 percent of respondents said sales 
were down. 

Other results:
For fall weddings: 27 percent said sales 

were “looking up” and 36 percent said 
sales were flat.

For homecoming: 20 percent said 
sales were up , 41 percent said sales 
were even and one in five said home-
coming events aren’t relevant to their 
businesses 

well said A query about 
alternative phrases prompted Clay 
Atchison to design a business card 
tailor made for funeral directors 
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CSI: FLOWER SHOP 

CALL SERVICE INVESTIGATION

Tim Huckabee goes undercover to report the good, the bad 

and the “you better hope this wasn’t your shop.” 

Hands On
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The Analysis 
  Erica sounded proud of where she worked, which sadly, I 

don’t hear enough when I make these calls. We work hard 
in the flower business and offer a unique service. Be proud 
of your shop! I liked that Erica could tell me basket contents 
right away, comfortably and conversationally.

  All of Erica’s enthusiasm and confidence was overshadowed by 
the fact that she dramatically (and typically) undersold and un-
derserved me. I never asked, “Where do your baskets start?” But 
that’s what she told me! Sound familiar? I was trying to determine 
if what she described fit my needs (for the opening of an insurance 
office) but was misled with the crazy (typical) “nice size” reference. 
Have you ever seen a ruler or scale that measures “nice”? Not me! 
Perhaps Erica did not have the sales chart to describe their basket 
range by size? 

The Fix
Erica simply did not listen to me! I train in at least three retail 
flower shops around the world every week and, hands down, 
this is the one epidemic weakness costing our industry thou-
sands in lost revenue every day. Had Erica listened to me, she 
would have heard that my gift was going to a large group. She 
also would have heard that I wanted some gauge of prices and 
sizes. I never asked, “What is the least amount that I can spend 
on a fruit and gourmet basket?”

Qualify the Size
Just ask, “How many people would you like the basket to 
serve?” to determine the proper size and price range for the 
customer. A comprehensive sizing chart is included in the re-
cording of last year’s SAF-sponsored webinar, “Bigger, Easier 
Fruit & Gourmet Basket Sales.” Get your own sales chart and a 
complete plan for making better specialty basket sales at www.
giftbasketwebinar.eventbrite.com. 

Don’t Mislead Customers
Talk about the contents in the vaguest of terms — safer for you 
and easier for customers. Instead of committing to a specific 
amount and type of fruit, talk about “a wonderful selection 
of fresh seasonal fruit.” Rather than giving an exact count of 
candy bars, for example, say “a variety of delicious chocolates.” 
Check out the webinar recording so you can learn to talk in 
terms that customers easily understand, and you’ll never again 
be asked, “How many oranges will be in there?” 

Go Big!
When a customer indicates that the basket will be enjoyed by 
a large group or the card will have a lot of names on it, go BIG! 
Erica could have easily elevated the sale by saying, “For such a 
special occasion, I suggest sending our LARGE basket for the 
whole office to share! That’s priced between $100 and $125.” 
Customers cannot buy what they have not been offered!

Bottom line: Learn all of our techniques to sell by size instead of 
price and watch your basket sales soar! 

Tim Huckabee, an international flower shop sales and 
customer service trainer, is founder and president of Floral 
Strategies LLC and the American Institute of Floral Sales 
Experts (AIFSE), a retail floral sales certification program. 
If you would like Tim to test call your shop for this column, 
contact him at 800 983-6184 or tim@floralstrategies.com.

The Call
shop: a prominent Cincinnati florist
scenario:  a customer wants to order a fruit and  

gourmet basket 

employee:  Good Morning, ABC Flowers, Erica speaking,  
how can I help you?

tim:  Hi, Erica. I want to order a fruit and food basket  
for friends opening an insurance office.

employee:  Sure. Do you mean a fruit and gourmet basket, 
with delicious snack foods?

tim:  I sure do. Can you tell me how much they cost? 
employee:  Of course. Our baskets start at $49.99 and go  

as high as you want.
tim:  Let’s talk about that $49.99 one. What’s in it? 
employee:  We include six to eight pieces of fruit — apples, 

oranges and pears — four chocolate bars,  
two kinds of tea, water crackers and a cheese 
spread and loose candy.

tim:  Is that a nice size?
employee:  You bet!
tim:  OK. Put me down for one of those. 

Erica continued to chat about how great their baskets are,  
and took my delivery and billing information. I asked once 
more, “Are you sure that is a nice size?” and, again, I was  
assured that it would be. 

To register for Tim’s next SAF-sponsored webinar, 
“Dealing with Difficult Employees” on September 17, 
visit www.fsw1209.eventbrite.com. 



Hands On

 Twitter, Facebook posts     Calls to 2010 b-days, anniversaries    Change website products to reflect buying trends    Attend networking event

1
Take your 
fave wedding 
coordinator to lunch

2
Staff lunch and 
learn: New gifts 
for fall

3
Review 2011 
Thanksgiving, 
Christmas sales

4
Website update:  
Good-bye, back-
to-school. Hello, 
Halloween.

5
In-store refresh: 
New season, new 
signage

6
Post care & 
handling tips online

7
Oktoberfest ends

Post: Name 
Germany’s national 
flower? (Blue 
cornflower)

8 columbus day  
thanksgiving 
(canada)

9
Email reminder:  
Boss’ Day Specials 
available now!

10
Take your manager 
out for coffee 
Chat. Discuss. 
Laugh.

11
Tech Challenge: 
Spend 30 min on 
one new social 
media platform

12
Comp flowers to 5 
local vendors you 
admire

13
Post: Top 3 Tips for 
Local Fall Gardens

14
Open House for 
Brides and Grooms 
Show off your best 
wedding pics

15 16 boss’s day 17
Cash & Carry 
Special: Oops! I 
missed Boss’s Day

18
Schedule your 
holiday open house

19 admin day

Catch up on emails, 
sort files

20 sweetest day

Thanksgiving 
displays out

21
In-store workshop: 
Holiday Wreaths

22
Promote 
Thanksgiving 
Specials (Discounts 
for early orders!)

23
Staff lunch & learn 
411 on Thanksgiving 
centerpieces

24 united nations 
day

Give your window 
displays global flair

25
Blog post: Easy 
“ghoulish” floral 
décor for Halloween

26
Set up meeting with 
accountant for year-
end review

27
Facebook: Update 
albums with photos 
from fall weddings

28
Blog post: 
Transition fall décor 
to winter 

29
Staff lunch & learn

Holiday party 
designs

30
Mail “save the 
dates” for holiday 
open house

31 halloween
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■■ Commit to a tech-y fall. Try out one new social media 
platform  each week:  Instagram, Tumblr, Pinterest, 
Google+. Learn the basics. Find out what the fuss 
is about. Ask yourself: How can this work for my 
shop? If you come up blank, search each of those 
terms in the digital archives of Floral Management, 
www.safnow.org/floralmanagement. 

■■ Celebrate Oktoberfest with a blog post about pairing 

fall flowers with a German feast. (Check out how 

the warm, buttery shades of our mums complement 

that hoppy beer!) Better yet, partner with a local 

brewer for a local fest with libations and flowers.

■■ Invite your local monsters, princesses and ghosts over for a 

“haunted” flower shop. Send their moms and dads home 
with a real treat: a coupon for Thanksgiving flowers.

why don’t you... 

Sukkot

Sukkot

National School Lunch Week

OctOber 2012

SATURDAYFRIDAYTHURSDAYWEDNESDAYTUESDAYMONDAYSUNDAY


