
N
early every
day Emilia
Borz, owner
of Bouquet

Florist and Gifts in Sacra-
mento, Calif., gathers
her employees for brain-
storming sessions to try
to come up with ideas to
keep her shop running
smoothly, efficiently, and
profitably. It’s a great
way to keep the team engaged and let them know that their
opinions are important. During a recent team meeting they came
up with an idea to have Santa visit their shop during the holidays.
She says, “people go to the malls and face crowded parking lots,
wait in long lines, and pay $15 to get a picture of their kids with
Santa. We promoted through an email campaign and also sent

an announcement through Facebook,” says Emilia.
“The promotion was for everyone who spent $10

at the store; they would be able to get a free
picture with Santa.” They also put a big

sign on the roof of their shop that read,
“Santa is coming.” It sparked interest
and generated numerous calls. Santa
and the photographer were friends of
Emilia whom agreed to help during her
promotion. Another friend played Christ-
mas music on the violin. “People were
dancing, and the children loved it,” says

Emilia. “It’s great to have family and friends
to help out as well as a great staff!” The

photographer took over 30 photos, which
translated to that many additional sales, and

Emilia has a new generation of customers that
will remember this fun, little tradition. January
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SantaMakes

EMILIA BORZ HOSTED
SANTA AT HER SHOP

�
As 2011 starts we are beginning a new “Innova-
tor of the Month” contest, so please continue to
send your ideas to innovators@bloomnet.net.

Want to increase sympathy sales by
enhancing your relationships with
funeral directors? We went right

to the source for ideas. “Work together,” says
Greg Jones, owner of Jones Funeral Service in
Oconto Falls, Wis. “Funeral directors have many
details to take care of when consulting with a
family, so florists need to reach out and have
things be as convenient as possible.”

For instance, Greg suggests making sure
that funeral homes in your area have the same
sympathy floral selection guide that you would
show your customers. “When I’m with a family,
the fact that they can see the same book they
would see in the flower shop makes it easy for
the family to thumb through the book and get
ideas.” Then, all Greg has to do is either direct
the family to the florist whose book they saw, or,
call in the order for that particular arrangement
himself.

Another key element in growing your relation-
ships with funeral homes is an obvious one: stay
continually in touch and top-of-mind. “We call
funeral directors on a daily basis,” says Rebecca
Madden, who along with her sister Angela Willis
and mom Dolores Ann Flowers (shop owner)
run Blue Angel Parkway Florist in Pensacola, Fla.
Along with the phone calls, donate products for
use when funeral homes have special ceremo-
nies. For example, a local funeral home held a
Christmas candlelight service this past Decem-
ber and Angela was ready to help. “We donated
poinsettias.”

Greg goes on to explain that funeral directors
and families can be very appreciative of florists
who make it easy to know exactly who sent
certain flowers. A florist that Greg works with
takes photos of all the sympathy arrangements
she delivers to Jones Funeral Service...and on
the back of each photo she writes the name of
the person(s) who gave the flowers. Such atten-
tion to detail goes a long way in helping grateful
families write thank you cards.
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