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“GIFTING” COMES
BACK TO YOU

TECH TALK

All Together Now 
THE IMPORTANCE OF 
COMBINING SOCIAL MEDIA
WITH CUSTOMER SERVICE

R
egular readers of floriology
know that we often extol the
virtues of online social network-
ing communities such as Face-
book and Twitter. After all,

millions of people are using them. Yet, as
advantageous as social sites can be, they
should not be a substitute for good, old
fashioned customer service. “Social
media will not replace the existing cus-
tomer service efforts florists
and customers are used
to,” says Katia Adams
(right), manager of web
marketing for 1-800-
Flowers.com. “Social
media is to be seen as
an additional tool that can
reach people.” For example,
Katia suggests utilizing Facebook, Twitter
and other online social destinations to
post continually-updated delivery sched-
ules so your customers will know when
their arrangements will arrive.

Without question, the very nature of so-
cial networking sites and their ability to
connect on a personal basis with existing
and potential customers can be highly
beneficial to your business. Fans, follow-
ers and tweeters can be powerful spokes-
people—communicating to their friends
and to their friends’ friends all the reasons
why they should buy floral gifts from you.

Yet, let’s not forget the customers who
actually come into your store or place an
order over the phone. They want personal
service and they deserve it. Often times,
they want to be pampered. Many times,
they rely on your expertise and artistic tal-
ents to help them create the perfect
arrangements for the memorable occa-
sions in their lives. And sometimes, they
want to be treated extra special, as if
they’re the only customers you have. The
fact is, if you make them feel that way,
they’re very likely to return.

With that said, the key to making the
most of what traditional customer service
and social media can bring to your busi-
ness is to combine them. Chances are,
you’ll find that the two will complement
each other beautifully. 

MARKETING I N N O VAT O R  O F  T H E  M O N T H

Ramona Christensen believes 
in leaving behind a little 
“gift cheer” from her shop

You might remember reading in the December issue about our
new “Innovator of the Month” program. We are excited to announce that our win-
ning innovator for January 2010 is Ramona Christensen, Owner of Blossoms in
Springfield, Missouri. Ramona has come up with a clever idea. Whenever she or
her employees visit a restaurant or other businesses, they give a Blossoms gift cer-
tificate in lieu of or in addition to a traditional tip.  

“We started thinking about ways we could drive people into our shop,” says
Ramona. “So we decided instead of giving tips, we would take the gift certificates
with us and make it double what our tip would be.” Ramona creates the gift cer-
tificates herself on her computer. Typically, the certificates are redeemable for $10,
$15 or $20 worth of Blossoms goods and they have a 60-day expiration date. 

“When we go out to eat, we get the name of the server. I then write their name
on the gift certificate and give it to them,” says Ramona. To avoid duplication
when the certificates are redeemed, she assigns a different code numbers. “Usu-
ally, depending on the service, we double the going tip rate. For example, in-
stead of a $10 cash tip on a $50 bill, we might give the server a $20 certificate.” 

The idea has been very popular, both with gift certificate recipients and with
the Blossoms staff. “We have brought customers through our door who may not
otherwise come to our shop or even know we exist,” continues Ramona. As for
employees, “they like that it makes a nice bonus for them in saving tip money.”

Blossoms is now ready to take the idea further. “We’re thinking about sending gift
certificates to police officers and firefighters, thanking them for their wonderful serv-
ice,” explains Ramona. “A policeman might come in and get a beautiful bouquet for
his wife, and then tell fellow officers about it…and we could get that business too.”

Many other florists gave us some great ideas to use, including offering center-
piece classes, going green, providing flowers for military personnel and family.
To read more about these ideas check out our fan page on Facebook at
www.facebook.com/bloomnet.net. 

Marketing Tip of the Month
Sometimes the best marketing ideas are the simplest ones. Pull out that gold-
fish bowl again and ask for your customers’ business cards for a weekly drawing for
a free floral arrangement. It’s a great way to get e-mail addresses and start market-
ing to your local customers through direct mail or e-mail. Try it and see what hap-
pens. It worked for Jim McCann’s first flowers shop, and it could work for you.  

Please share your marketing tips with us and we’ll publish them in upcoming flo-
riology publications. Send to floriology@bloomnet.net.
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