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first hand account 

Monthlong ChristMas sale Brings holly Jolly returns

By the end of December, Knowles said his total sales were 
up $10,000 for the month, and his cut flower and centerpiece 
sales were up “dramatically” over results from the same time 
period in 2014 or 2013. Even more impressive, he ended 
December with just 10 percent of his holiday merchandise 
unsold — a major improvement over previous years, when he 
found himself with up to 40 or even 50 percent of gift items 
unsold.

“I used that extra cash flow to buy Christmas items for this 
year, at deep discounts, and because I didn’t have a lot of un-
sold items, I had room to store those new things,” he said.

The timing of the sale also helped introduce or, in some 
cases, reintroduce, Rob’s Flowers to local customers. In recent 
years, a number of competitor florists have gone out of busi-
ness, and through the sale, Knowles wanted to “put a bug in the 
ear” of customers who watched another trusted shop shutter 
and were then ready to try someone new. 

“I wanted to show them what we could do,” he explained.
Missions accomplished. “We definitely saw new faces 

in, throughout the month, and I think regulars came in more 
often or spent more than usual,” because of the promotions, 
Knowles said. 

> Tired of slashing prices on unsold Christmas merchandise after 
the holiday, Andy Knowles of Rob’s Flowers & Gifts in Poplar 
Bluff, Missouri, came up with a plan last year to move more gifts 
and fresh flowers in the weeks leading up to the big day.

The shop’s “Pre-Christmas Sale” event ran from 
Thanksgiving week to Christmas Eve and was centered on a 
series of strategic, targeted discounts, starting with sales on 
the last of the fall-themed items and ending with specials on 
Christmas centerpieces and cut flower designs. Each week 
brought a new deal, and along the way, Knowles highlighted 
specific items that he knew could use a sales boost. 

While running specials leading up to a holiday may seem 
like old hat, what made the campaign new and different for 
Knowles was how much thought went into what items to spot-
light and when. Rather than taking a helter-skelter approach, 
he laid out a plan (second week, Christmas ornaments; third 
week, pre-made artificial wreaths and swags, etc.) and then 
promoted each deal through social media. 

With that consistent approach, Knowles said, “I was able to 
move holiday product through the whole season,” rather than 
seeing a rush early in the month, just after Thanksgiving, and then 
again at the end, when people started thinking about centerpieces.

all i want for 
christmas
A pre-Christmas sale 
organized to run all month 
helped Andy Knowles end 
December with $10,000 in 
additional sales and far less 
leftover gift merchandise.
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benchmark
DeCk those halls

> Last year about 53 percent of 
SAF members saw an overall in-
crease in December holiday sales. 
Among the 50 percent of florists 
who offered holiday decor services, 
about 33 percent saw an increase 
in that segment. Decor might be a 
sales area to consider (and promote 
more heavily) for the 2015 holiday: 
According to a forecast released 
in October from market research 
firm NPD, “holiday shopping could 
show the slowest year-on-year 
growth since 2009.” Analysts 
from both NPD and consultant 
PricewaterhouseCoopers told 
Reuters this fall that, when it comes 
to holiday spending, consumers will 
be looking for deals and “personal-
ized, custom services.” 

by mary westbrook Hands On

visual impact
Bite-sizeD CenterpieCes

> Last year, having watched customers 
move further and further from “tra-
ditional” Thanksgiving centerpieces, 
Shirley Lyons, AAF, PFCI, looked for a 
different way to show people how much 
flowers add to the holiday table — and 
how versatile arrangements can be. 

Instead of showcasing a handful of 
showstopper designs, Lyons and her 
team at Dandelions Flowers & Gifts in 
Eugene, Oregon, “offered groupings of 
smaller, lower vases” — think 3-inch-
tall cylinders — “that could be pur-
chased individually or in groups of two, 
three or four, depending on the table 
size,” Lyons explained. Each design re-
tailed for $20 to $25. 

Lyons showcased them in the 
cooler on a colorful placemat with can-
dlesticks and pumpkins and through 
an in-store table display that included 
a table runner and candles, along 
with other available Thanksgiving 
merchandise. 

The shop launched a similar effort 
for Christmas but saw better results 
for Thanksgiving, Lyons said, perhaps 
because the latter is the bigger “family 
gathering” event, “at least in our area,” 
Lyons explained. 

social media
up, perisCope 

> Ever find yourself wishing you could promote a “flash sale” 
in real time (ahem: move those final pre-mades from your 
cooler before closing time)? Use social media to engage 
more people in a store event?

A new app may be the answer. 
“Periscope is like Skype, in that it uses video, 

and like Snapchat, in that the video, once you post 
it, is only available for about 24 hours,” said Joe 
Barnes, the new business development manager at 
Kennicott Brothers Wholesale Company in Chicago. 

Barnes has been experimenting with the app, 
which is owned by Twitter, for about a month, 
posting videos of design shows and stocked cool-
ers to show off fresh product to customers.

Once you post the video, you can decide 
whether to make it public or available only to select 
followers, who can comment on the video in real 
time. (“Move the camera a little to the left. I want to 
see those dahlias.”) 

Barnes said the ephemeral nature of the videos is a 
good fit for the industry; after all, “If I put up a video of what’s 
in the cooler in the morning, it may not be there the next day.” But 
the ultimate success of the app, which is getting lots of attention in 
the tech world, will depend on how many people start using it. 

“Like all social media efforts, it depends on your following,” Barnes 
said. “But I think this could be big in a year or two.” (Get IT guru Renato 
Sogueco’s take on Periscope and other “temporary” social media in Plugged 
In, p. 40.) 

Source: SAF member survey “December Holidays and 2015 Valentine’s Day Intentions.” Response rate: 6.2 percent.
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