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W
hen you hear “direct market-
ing” what do you think of? If
cheesy come-ons, junk mail, and
homemade fliers pop into your
mind stop right now, open a win-

dow and let those thoughts fly away. Professional di-
rect marketing is one of the most affordable and
effective tools a florist can use to attract and keep
customers. When you hear “direct marketing” you
should start thinking “professional marketing.”

Direct marketing is so powerful because you can
put your promotional message right in the hands of
people you want coming through your door. New op-
portunities give you control and help you stand out.
Using the latest in digital customization and printing,
direct marketing saves you money and gives you
more time to do what you really love.

KEEP CUSTOMERS COMING BACK FOR MORE
Everyone knows getting new customers is important
but keeping customers is just as important. Con-
sumers have choices in every situation. The most fa-
miliar choice usually gets the business; marketers call
this top of mind awareness, and it’s key to keeping
your cash register ringing! Customers come back
more if you remind them you’re there and can serve
their needs. However, you have to do it in a way that
stands out, makes a positive impression, and reflects
your quality and professionalism. 

❋ floriology announced last month BloomNet’s
partnership with 123Print and has bundle 
packages available for Mother’s Day. Check out 
http://print.bloomnet.net for more information!

Mark Jordan keeps local community
interest by frequently ‘creating scenes’
with his window displays

E
very six weeks or so, Mark Jordan, Co-
Owner of Flowers Unlimited, treats his
store window as a blank art canvas and
begins working on a new display master-
piece. “We bought our downtown Mar-

tinsburg, W.Va., location about seven years ago, and
the first Christmas there we did a big kick-off,” says Mark. “Since
then, we change for each holiday or season and try to keep it fresh
throughout the year.” He gets his inspiration by taking trips up to
New York City as well as consults with fellow owner Anthony Hess.
A few years ago, he was able to find moving mechanic parts for his
characters on e-Bay that were actually used
by Saks Fifth Avenue. Now, he refurbishes
characters with different paint and fabrics to
create new ones. “Last Christmas, we did
The Night before Christmas, and next year,
we’re doing The Nutcracker Suite.” We do a
huge open house and cover up the window
and do an unveiling just like they do in New
York,” says Mark. They draw 400 to 500 peo-
ple, and onlookers line the street to get a
glimpse. “A lot of our community can’t make
it up to New York to see the holiday window
displays, so we try to bring it to them,” 
explains Mark. Throughout the year, cus-
tomers will come in to the store just to see
what Mark is going to do next. By being selected “Innovator of the
Month,” Mark will receive a floral design kit, a recognition plaque,
and a $250 check on behalf of BloomNet! 

Submit your ideas to innovator@bloomnet.net. If your submission
is selected you are eligible for a grand prize to be awarded in 
January 2011 for a Luxury Included® Vacation for two to a 
Sandals Resort. For rules, visit www.MyBloomNet.net. 
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Marketing Tip of the Month

❋
Looking for marketing help in getting business to your shop? One possible solution is starting a Google Ad word cam-
paign. This type of marketing campaign can give users a prominent spot on the first page of searches either at the top or on

the side of the page, and it can be done on local, state, or national levels. Google Ad words can come in the form of pay-for-click
service or site-targeted advertising for banners and text ads. With many people using it to search for flowers today, Google has 
become the virtual yellow pages of today. To find out more about it, you can go to www.adwords.google.com.

Share your tips with us by sending them to  floriology@bloomnet.net.
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