More than 95%
of all florists are
suffering from

acute PSGCS!

PSGCS is caused by the
common misconception that
a Polite Staff automatically

The good news is that
there is a curel!

Symptoms include:
* repeated use of the phrase,
“How much do you want to spend?”
* beginning orders with,
“Our arrangements start at ...
¢ selling from their own pockets
* not charging accurate prices
* underusing your order-entry software
* not consistently offering add-ons
« failing to capture e-mail addresses

Call the specialists at
FloralStrategies.com
at 800.983.6184
for a free diagnosis!

gives Good Customer Service.
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BY TiIM HUCKABEE, AIFSE

breaking in

A step-by-step plan for training new employees
how to sell to and serve your customers.

I was thrown to the wolves.
Metaphorically speaking, that's how I
was trained at the flower shop where I
used to work. I was told to sit, watch
and listen to a coworker take orders.
Once she felt T was “OK,” T was let
loose on customers—with no real for-
mal training. Sadly, I was tremendous-
ly underprepared for many of the most
basic questions and situations that
arise daily in a flower shop. I'm sure I
didn’t instill much confidence in cus-
tomers during those first few days I
was on the phone.

Does this scenario sound familiar?
As T have seen in my travels to shops
large and small since 1997, it’s more the
rule than the exception. Expecting new
hires to learn your business through
osmosis is a scary way of tackling such
an important process. This month I am
going to give you a new perspective
and outline for implementing a true
customer-service and sales training pro-

gram at your shop.

Step 1: Review your materials.
What materials do you hand to your
trainees? Just pointing out various lists
posted on the walls is not enough.
Create a workbook with printed prices
for all your merchandise, computer
codes, store policies, etc. The more
information you can give to your new
hires, the less likely you are to have
mistakes because “No one ever told
me that.”

Step 2: Set an agenda. What
does a new employee walk into on his
or her first day? It’s usually a hasty intro-
duction to some of the key people and
a “nickel” tour. Here’s my advice: Really
show him or her around, and explain
your store policies and what is expect-
ed. Break this down into a simple list. It
could read, for example, “Welcome to
XYZ Flower Shop. We are happy to
have you here, and we will spend the
next [three] days teaching you all you
need to know to start serving our cus-
tomers. On Day One, you will .... On

Day Two, you will ....”

Step 3: Get the bigger picture.
Even if you are hiring someone who
worked in another flower shop, give
that person the most rounded training
possible. Allocate time (even a few
hours) for the new employee to work
in the design department, watching
how orders are filled, to help him or
her make a visual correlation between
size and price. Send the person out on
at least one or two delivery runs.
Some time devoted to helping process
flowers is a great help, too. This
“crash course” will quickly build the
employee’s product knowledge. What
about processing orders—taking
orders step by step from the printers
to the design department? Don’t forget
to walk through your Web site, too,
pointing out popular items and how

to search for products.

(CoNTINUED ON PAGE 100)
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WHOLESALE GREETING CARDS

@
&
AMERICAN GREETINGS

...says it best™

Increase your profits with stong consumer brand recognition.
Licensed greetings include Helen Steiner Rice®, Disney® & Sesame Street®.
Easy to order by design or time saving assortments. Fast delivery.

Visit www.InterGreet.com or call toll free 888-600-9354

AMERICAN FLORAL ART SCHOOL

AMERICA'S FOREMOST ScHoOL FOR FLORISTS

EXPERT STAFF:
James Moretz
Director, B.Sc., AIFD
Peter Samek, AIFD
Milane Fay
Hector Fuentes

BRANCH SCHOOLS:
Taiwan Centre
Taipei, Taiwan
Tel. (02) 5943363

Get full information now:

AMERICAN FLORAL ART SCHOOL
634 SouTH WaBASH - SulTe 210, CHICAGO, IL 60605 (312) 922-9328

The Leo Uhlfelder Company - Over 100 years ofﬁ

providing the Newest and Traditional Floral Products

Kiwi Vine « River Cane * Vine Wrapped Bamboo « Curly Willow
Red Dogwood « Birch Branch * Ting Ting Twisted & Glittered

German Statice & Eucalyptus Wreaths « Preserved, Bleached Air Dried, & Glittered Gyps
Preserved & Air Dried Mosses * Dried & Glittered Caspia * Dried Roses * Broom Bloom * Statice
Preserved Lemon Leaf (Salal) « Natural, Woodtone, Fall Mix, Natural Mix Wheats

Woodtone, Natural, Jumbo Cattails « Pine Cones, Oak Leaves, Lotus Pods
Glitter, Stardust & Ice Crystals * Honeycomb, Sieve, & Cracked Ice Ribbons
Hot & Low Melt Glue Guns & Sticks * Knives

Leo Uhlfelder Company

420 Fulton Avenue, Mt Vernon, NY 10553
Ph 914-664-8701 Fax 914-664-8728

www. Uhlfelderfloral.com |

TopWedding Vendor.com

The Fastest Growing Wedding Network in the Nation
Be the ONLY florist listed in your city!

Be the exclusive florist in your area.
Sign up online today!

BEFORE your competition does.
$199 per year.

No re-occurring billing. No contract. No hidden fees.
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(CONTINUED FROM PAGE 32)

Step 4: Play by the rules. When 1
am training at a flower shop, I ask each
employee: “If you are selling an arrange-
ment to me on the phone and you start
with a $50 price, what's the next price
you'd give me?” Sometimes in a group of
six people, I get six different prices rang-
ing from $55 to $85! That kind of
response tells me that there is no real
consistency at that store. Simply put, a
customer could speak to a different staff
member every time he or she calls and
be given a totally different set of prices!
My point here is to commit to paper all
the critical prices and policies, eliminat-
ing as many gray areas as possible.
Along with prices, you should outline
your policies for handling complaints
and replacements, handling inquiries
about weddings or donations, sending

copies of invoices, etc.

Step 5: Discuss delivery. The
delivery aspect of your business can be
daunting to new hires. Start by explain-
ing where you deliver, what the cut-off
times are and the fees. If you offer
express delivery, go into detail about
that extra service, as well: costs, time
lines, protocol. Beyond understanding
the logistics of delivery, someone new to
the floral industry also needs to be edu-
cated about how long it takes to design
an arrangement, how arrangements are
sent out with other designs, and that a
flower shop—contrary to popular
belief—is not like a pizza parlor with a
van always idling to immediately whisk
away an order as soon as a customer
hangs up. You also should address your
wire-order procedures at this point:
your fees, which service(s) you use,
how the process works, how to take

an incoming order, etc.

Step 6: Hit the keys. Your order-
entry software should be “introduced” to
new hires as an important part of your
entire business, from taking orders to

coordinating  deliveries to creating
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invoices. Your responsibility is to make
sure that new employees learn all the
major functions of the system before
they start taking orders. Otherwise, they
will create problems with incomplete
billing information, wrong product
codes, etc. If you don't already have a
training manual or DVD for your staff to
view, call the company that sold you the
software! Get your money’s worth, and
ask for all the training materials and
tools they can send you. I recommend
that you have new hires begin taking
practice orders with a coworker acting
like a customer and guiding them
through which keys to press and fields
to complete. Contact me regarding the
order-entry flow charts I have created for

all the major POS systems.

Step 7: Take the test. I hear own-
ers and managers complain about new
hires, often mentioning that they have
been with the company for weeks and
still are not doing what is expected. I
wonder if they think the employees sud-
denly are going to “get it,” or why they
even get to that point—weeks of paying
someone who they’re not sure can cut it.
Here’s an easier alternative: Test new
hires during training, and do not let
them move to the next stage of training
until they have passed. For example,
role-play being a customer, and see how
well they take orders on the system.
Give a written quiz on your policies.
When you let someone who is just
mediocre join your team, you hurt cus-
tomers and store morale.

Bottom line, the more guidance you
can give your employees from the start,
the better they will represent your busi-
ness. I have seen how just a little train-
ing can go a long way to make new
hires feel welcome, empowered and

excited about working in our industry. M

Tim  Huckabee, AIFSE, is president of
FloralStrategies, an on-site training organization
for retail florists based in New York,
N.Y. For further help with selling, contact him
by phone at (800) 983-6184 or by e-mail
at contact@floralstrategies.com, or visit
www.floralstrategies.com.

WWW.FLORISTSREVIEW.COM | AUGUST 2007



