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MAKING 
MOVIE MAGIC

D
irect marketing is an important part of
small business marketing, and with
new state-of-the-art digital printers it
has become a powerful way to reach
customers. Direct mail marketing in-

cludes sales flyers, brochures, postcards and other
print materials that are distributed to your cus-
tomers. Did you know research shows that four out
of five sales come from existing clients? Your cus-
tomers want to purchase from businesses they
trust. “So many florists just use the standard stuff
they get at their local office store, but it doesn’t
make them stand apart,” says Julie Markert, of
Catherine’s Gardens in Oak Forest, Ill. She uses dig-
ital printing specialists 123Print. Direct marketing is
effective because it reaches a target market and
cost efficient because you can produce short runs
in small quantities to suit your needs. Here are
some things to consider when planning a direct
marketing promotion: 

● Timing: Plan for seven days plus printing time for
your campaign to reach its audience; 

● Photography: Show the customer what they’re
getting with great photos and they’ll be more
likely to connect you. Remember though, less is
more. You don’t want to clutter your message; 

● Contact information: Include more than one way
for your customers to contact with your shop.
Some people prefer phone, others e-mail. 

● Discounts and Incentives: Offer your customers
early order incentives and value-added discounts. 

● Build your database: Keep an up-to-date database
containing your customer’s address and e-mail and
continue to build it with new customers.

❋ BLOOMNET AND 123PRINT ARE 
LAUNCHING A MARKETING PROGRAM 
UNLIKE ANY OTHER HELPING YOU PREPARE
FOR THE HOLIDAYS WITH ABUNDANT
CHOICES AND COMPETITIVE PRICING! 
VISIT WWW.PRINT.BLOOMNET.NET 
FOR MORE INFORMATION!

Christine Vasconcelo made the most 
of a Valentine’s Day partnership

I
f you remember, last month BloomNet and 
1-800-Flowers.com announced a partnership
with Warner Bros. on their “Valentine’s Day”
movie. All BloomNet florists received a promo-
tional kit filled with sweepstakes forms and

posters. Well, Christine Vasconcelo of Bloomingdays
Flower Shop in Tampa, Fla., took the idea and ran with it. “When I
found out 1-800-Flowers.com partnered with Warner Bros. on the
movie, I was thrilled because I’m a BloomNet Florist,” says Chris-
tine. “I just thought to myself how can I incorporate that into my
marketing plans?” Using social media to spread the word, Chris-

tine came up with a package that included a dozen
roses, a card, tickets to the movie, and a chance to

win the 1-800-Flowers.com Movie Sweepstakes—
an all-expenses-paid trip to Hollywood. 

She turned to Facebook to begin her promo-
tion, sending messages to all her fans and at-
taching the movie trailer to build excitement.

Christine’s message was focused on those buying
flowers for Valentine’s Day—men! The message sug-

gested what’s better for your significant other than just a
dozen roses? A dozen roses and a ticket to a romantic movie.
Christine created urgency and pre-booked orders by writing,
“please call me—I can help you! If you call me early we can
plan…if you call late…well.” She added, “guys get your mind off
the football game and order your flowers today!!!”Christine says
Valentine’s Day sales were great and the response was fantastic.
Facebook is a tremendous way to reach customers and build your
business. By being selected “Innovator” of the month, Christine
will receive a floral design kit, a recognition plaque, and a $250
check on behalf of BloomNet! 

Submit ideas to innovator@bloomnet.net. BloomNet is pleased
to announce winners are now eligible for a grand prize to be
awarded in January 2011 for a Luxury Included®  Vacation for two
to any Sandals Resort. For rules, visit www.MyBloomNet.net.
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