PICTURE THIS!

Dear Tim...

Customers increasingly ask us to send a picture before delivering their flowers. What's the
best way to handle this request?

WAYNE POLLACK | OWNER | PEOPLES FLOWERS | ALBUQUERQUE, NEW MEXICO

Consumers are spoiled by technology.
When shopping online for nearly every-
thing from a pizza to a briefcase, they
see a picture of their purchase (or an ide-
alized version of their purchase). When
they order flowers, expect to have a sim-
ilar visual experience and don't hesitate
to ask for a shot of their gift to be taken
at some point between design and de-
livery. Simple enough, they think. Yet we
know it's not quite so simple. That “quick
shot on your phone of what | am send-
ing my daughter” can quickly turninto a
nightmare if not handled correctly.

Look At The ‘Bigger Picture’
Only you can decide whether your shop is
equipped to send photos of designs going
out for local delivery — and how, exactly,
to make it happen. Here are a few things
that may weigh into your decision:

Staff security When staff use their
personal cell phones to communicate
with customers, I've seen it lead to
(best case) staff being contacted by
customers at all hours of the day and
evening to ask about delivery or com-
plain about an arrangement, and (worst
case) stalking issues. A dedicated
phone (or high quality digital camera —
see “photo quality” below) for photos is
something to consider.

Timing When the photo is texted be-
fore the design leaves the shop, it opens
up the possibility that customers may call
and request a change to the order — a dif-
ferent color, or perhaps a different flower.

Photo quality Some of the requests
for a different color or a larger design
happen because phone camera lenses
do not always do the flowers (or their
colors) justice, not to mention that the
customer is viewing (and scrutinizing)
the image on a tiny screen.

Labor Even with the proper setup (a
good camera, lighting, backdrop, etc.),
taking professional-quality shots of each
arrangement before delivery and texting
it to customers requires some labor.

What To Say

Regardless of whether you offer the

photo service, there's a professional

and customer-friendly way to handle
the request.

If you don't offer the photo service,
that's fine — exude confidence in the
product you're selling. If you step in with
a professional demeanor, positive at-
titude and confident response, custom-
ers quickly forget their desire to see the
flowers and rely on your word. Simply
reply: “We're not set up to do that yet.
However, the flowers will look just as | de-
scribed (or you saw online). You'll probably
receive a photo texted from your delighted
daughter.” Yup, your word as the profes-
sional is worth a thousand pictures.

If you do offer the photo service,
explain to customers that you will send
an image once the flowers are heading out
on delivery. This language subtly com-
municates that you're not sending a pho-
tograph and then holding up the entire
delivery process waiting for a customer's
“thumbs up.” Instead, the image will be
sent as a visual confirmation of the dis-
cussion you just had. ¥
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Tim Huckabee is
1 the president of
FloralStrategies,
which provides
sales, service and
POS system train-
ing. Tim has spent
the last 17 years
traveling the globe and educating florists
of all sizes to engage customers in bold
new ways while learning how these suc-
cessful shops operate on all levels. Visit
floralstrategies.com/2016-series for
Floral Strategies' 2016 webinar topics
and dates. tim@floralstrategies.com

Got a sales or service
challenge? Tell Tim about
it, and he'll tackle it in an

upcoming column. Email
tim@floral strategies.com,
or call him, (800) 983-6184.
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