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y creating videos, you can help
drive traffic to your site and
business to your shop. And
making a video can be a sim-
ple process utilizing just your

computer, software, and a hand-held
camera, says Nachi Desai,
vice president of en-
terprise architecture
and business
intelligence,
1-800-Flowers.com.

For starters, it may
be a good idea to in-
troduce your shop to
people. This can include
talking to your employees on
camera, shooting the inside of your shop
and providing promotional information
about specials you run. After the introduc-
tory video, follow-up by creating short,
memorable segments discussing insight-
ful care and handling tips, positioning
yourself as an expert. Nachi recommends
providing a professional perspective in a
personable way by using such phrases as
“we do such and such at the shop” to
make the tips standout. He believes
videos should be about making florists
part of the social fabric of their communi-
ties. He also recommends using catch-
phrases in the title so that when web
users are looking for useful tips on spe-
cific flowers, they will be able to find your
video. For example, use a phrase like
“rose care” in the title. Since flower giv-
ing is often revolved around certain times
of the year, Nachi says florists should
shoot holiday-themed videos, using titles
like “Thanksgiving bouquets.” After
shooting the video, he recommends link-
ing it up to YouTube. You can also embed
your YouTube videos onto your site or
blog. Once you have the video up, post
to friends on your preferred communica-
tion medium about it and for them to
comment. “Putting up videos and inter-
acting with them on social media is crucial
to growing a trust relationship with the
customer,” says Nachi.

If you have a YouTube video, please e-
mail it to floriology@bloomnet.net, and
we will post it on our Facebook page.

Capitalizing on the
rapid growth of texting

L
enox Village Flowers in Nashville, Tenn. has been in busi-
ness for just over a year, and owner Kathy Harriman has
been aggressive in her marketing efforts and trying to keep up
on the latest technology. “We’ve been on the social marketing scene for
a while and have our web page, but thought it was time to try something

new,” says Kathy. “You always hear on CNN and MSNBC that texting is the next
big thing so I thought I should look into it.”

Currently they are sending about 2 texts a week. Kathy warns that you don’t
want to send out too many and spam your customers to death. The first one they
tried was a 20% off discount and then Kathy attempted a cash and carry offer
and the orders started to trickle in. “The cash and carry is a great way for us to
compete with the mass markets, because we can offer a $15 to $20 arrangement.
Why would they go to one of the mass markets when they can get a florist ful-
filled design for the same price?” It’s also a great way to get rid of some of your
excess inventory.

Kathy just started the program and has built her customer list to about 80 cus-
tomers and it keeps growing. Kathy puts a card on every arrangement that goes
out the door. Customers can sign up on her shop’s website to be entered into
her database so they can start receiving promotional offers.

By being selected BloomNet’s Innovator of the Month, Kathy will receive a
$250 check, a designers kit and recognition plaque. She will also be eligible
for the Innovator of the Year and could win a Luxury Included® vacation for
two to a Sandals Resort! Submit your ideas to innovator@bloomnet.net.
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