
reach out
and touch

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

gives Good Customer Service.
The good news is that 

there is a cure!

More than 95%
of all florists are 
suffering from 
acute PSGCS!

Call the specialists at
FloralStrategies.com  

at 800.983.6184 
for a free diagnosis!

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

You made it to the summer, and the

rush of the spring holidays is just a

memory, right? Well, they will be back

before you know it, and if you’re one of

the florists for whom business slows

during the summer months, I want to

speed up your thinking about getting in

shape for the second half of the year

and beyond. Learn new habits now, and

they will become part of your store cul-

ture by autumn.

Just like you, I run a small business

and am always thinking about cus-

tomers: keeping the current ones happy

and finding new ones. This month, I

will touch on how you can address both

issues using the resources you already

have in your store. 

reminder calls
In the May issue, I discussed several

ideas for getting more use from your

order-entry system. Here’s another way

to get more benefits from your system:

You (and/or your staff) are going to

start making reminder calls. Yes, calling

customers to solicit more business. The

process I am going to share with you is

based on personal experience; I made

these calls myself for five years, so I

know they work. 

Every week I visit shops that send

out reminder postcards, and I com-

mend them for doing some proactive

marketing; however, I have a stack of

postcards from florists sitting on my

desk that I received just one day

before the event for which I was

being reminded (and sometimes the

day after). Blame the post office,

blame the printer; it doesn’t matter. If

you send reminder cards that arrive

late, your shop looks unorganized. 

To avoid having to rely on the

postal system—and to save the

postage—phone calls are a sure bet.

Phone calls work because they are

personal touches that will help differ-

entiate your shop from the competi-

tion. An added benefit of phone calls

is that you can control exactly when

you reach the customers to remind

them about their special events. 

step 1: Run the report. Pull a list

of orders that were delivered eight to

12 days from today’s date last year.

The logic behind that timing—again,

based on my own experience—is that

if you call too far in advance, cus-

tomers won’t be ready to shop and

simply will ask to be called back later.

If you call too close to the event, you

run the risk that the customers already

have shopped elsewhere.
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If you send reminder cards that 
arrive late, your shop looks unorganized. 

Phone calls work because … you can control 
exactly when you reach the customers.

Build customer loyalty and sales by making reminder
calls to clients and follow-up calls to recipients.

(CONTINUED ON PAGE 142)
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Circle No. 193 for Free Info

HIXSON’S 
SCHOOL OF 

FLORAL DESIGN
(Ohio Reg. No. 72-10-0349T)

LEARN BY UNDERSTANDING,
NOT BY COPYING 
(as in many other schools)

In no other school will you learn as
much, do as much, and be able to
advance as rapidly as at Hixson’s.

2007 SCHOOL DATES
February 26 — March 8

April 23 — May 3
June 11 — June 21 

August 13 — August 23

MASTERS’ 
WEDDING CLASS
August 26, 27 & 28, 2007

For a school brochure and a listing
of books, videos, etc. call or write:

Hixson’s School of Floral Design
14125 Detroit Ave., Lakewood, OH 44107

(216) 521-9277
wmhixson@aol.com
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step 2: Sort the list. Don’t kid

yourself into thinking that every birth-

day, anniversary and holiday order gets

marked or coded correctly by your

staff. The best approach is to pull up

each order on your list, read the card

message and then make the appropri-

ate calls. I have caught many orders

with card messages that say, for exam-

ple, “Happy 29th. Love, Tim” but were

not coded as birthday orders.

step 3: Make the calls. Call each

sender at home or the office—whichev-

er contact number was supplied when

the order was placed. Remind him or her

of the event and date, and offer some

options. If you get voicemail, cover the

same details, then give last year’s order

number for the customer to mention

when he or she calls back. And remem-

ber to leave your phone number! I will

send you a point-by-point script if you

call my office.

The reminder calls will help to keep

your existing customers happy. Now let’s

talk about how to build your customer

base with follow-up calls.

follow-up calls
I don’t want to sound like a broken

record, but trust me on the value of this

call program, too, because I made these

calls every day as part of work in a

flower shop. 

First, a story: A few years ago, I was

with a friend who needed to pick up a

suit for a business trip from the new dry

cleaner near her home. I waited in the

car while she ran inside. When she came

out empty-handed, I asked what hap-

pened. She said, “They told me my suit

would be ready today but forgot to mark

the date, so it won’t be back until

Monday. I need to find something else to

wear. I’ll never use them again!” 

I was puzzled and asked, “Did you

say anything, make any kind of stink

about the rotten service, or did you just

walk out?” She just walked out—fuming

but silent. She acted out the statistic that

I have read over and over—that nearly

70 percent of unhappy customers don’t

complain; they disappear! 

If that dry cleaner had made a follow-

up call and given my friend a chance to

explain her dissatisfaction, he might have

saved her as a customer. How the prob-

lem was settled is what she would have

remembered, not the problem itself.

Think about your customers and the

recipients of your flowers. Sometimes

you hear when someone is unhappy or

disappointed with the product or service

received, but what about those who

don’t complain, who just use another

shop or “floral service” for their next

order? Follow-up calls help address

those customers and convert recipients

into customers.

step 1: Run the report. Create a list

of all deliveries from the previous day.

The timing is critical because you want to



reach people while the flowers are still

fresh, for the reasons I mention below.

step 2: Sort the list. You can

quickly eliminate many orders. You

won’t call senders or recipients of flow-

ers delivered to funeral homes (duh!);

hospitals (I don’t know if they had

bunion surgery or a double lung trans-

plant, so I leave them alone); schools

(no one is going to get yanked from sev-

enth-period geometry class to take a

phone call in the office); and hotels (it

can be difficult to reach those recipients,

and they’re often there for just a day).

Everyone else is fair game (essentially

all the happy orders: birthdays, anniver-

saries and so on).

step 3: Make the calls. First,

identify your store and yourself, then

state that you are calling to confirm that

the recipient received the flowers that

were delivered to that address yester-

day. You also should tell the recipient

how to care for his or her gift (water the

flowers, feed the plant, etc.). 

Be prepared to hear, “Well, I wasn’t

going to say anything, but … ” That’s a

golden opportunity to convert an

unhappy recipient (and, ultimately, cus-

tomer) into a happy one. Furthermore,

you are advertising your store’s focus on

customer service with this call.

I repeatedly heard, “Thank you so

much. No other florist has ever called

me like this before.” 

Good customer service is both mem-

orable and infectious. That recipient

most likely will use your shop after that

call and tell others about the great fol-

low-up service to the beautiful flower

arrangement. Once again, to help you to

make these calls, call my office, and I

will send you a point-by-point script.

Enjoy your summer, and work on

your tan—but also work on building

your business! "

Tim Huckabee, AIFSE, is president of
FloralStrategies, an on-site training organi-
zation 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.

AMERICAN FLORAL ART SCHOOL
AMERICA'S FOREMOST SCHOOL FOR FLORISTS

Get full information now:

AMERICAN FLORAL ART SCHOOL
634 SOUTH WABASH - SUITE 210, CHICAGO, IL 60605  (312) 922-9328

EXPERT STAFF: BRANCH SCHOOLS:
James Moretz Taiwan Centre

Director, B.Sc., AIFD Taipei, Taiwan
Peter Samek, AIFD Tel. (02) 5943363
Milane Fay
Hector Fuentes

www.floralschools.com
Approved & regulated by the Division of Private

Occupational Schools, Dept. of Higher Education

WE OFFER

• Home Study Video Courses
• Day and Evening Courses
• Advanced Courses
• In-shop Consulting/Training

workshops available!
1 (800) 786-2640   (505) 884-4691

4725 Lumber Ave. NE #4
Albuquerque, NM 87109

An AIFD education partner member

OUR CURRICULUM COVERS
“Arrangements for All Occasions; 

Corsages, Funerals and Weddings”
– PLUS –

“Efficient Shop Management”
How to “Buy,” “Sell” & “Figure Markup”

TWO LOCATIONS

1 (800) 858-9854   (303) 388-7377
4800 Dahlia 

Denver, CO 80216
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