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Feature Preparing for Valentine’s Day

Adrian ParsonsV
alentine’s Day will fall on a Saturday in 2015, and this is often met with a variety of responses 

from industry members. Most take a fairly negative view of the Saturday impact, lamenting 

the loss of sales to o!ces and CBD locations. It is often felt that Valentine’s Day romantics opt 

to send to their loved one at their workplace to make a public declaration of their love and 

Making "owers the gift of choice 
this Valentine’s Day

a#ection. Some pundits say the sending of "owers to a 

workplace also drives new purchases, as it prompts fellow 

workers to organise their own "ower gifts. And a small 

percentage of the population may even argue that romantics 

with multiple partners prefer the workplace as a gift destination 

so as not to cause any con"icts on the home front!

Whilst the CBD "orist is likely the most a#ected by a weekend 

Valentine’s Day, other "ower industry members such as 

supermarkets, weekend markets and possibly online "ower 

vendors would welcome this opportunity to increase foot 

tra!c and sales volume on one of the biggest "ower-giving 

occasions of the year.

“One of the key marketing tools will be social media as 

a way of engaging with the high frequency Valentine’s 

Day purchasing demographic 20-30 years old or  

Gen Y.  Social media marketing o�ers an e�cient and 

e�ective way to stay connected with Gen Y and an 

insight into what may capture their attention and 

shape the opinions of this generation. “

The risk of lost revenue

A 15 per cent drop in "ower sales is often quoted in Australia, 

UK and USA when Valentine’s Day falls on a weekend. There is 

no concrete market research to assess how and where this drop 

in sales is relocated in terms of consumer spending habits. 

However, there is no doubt that overall, Valentine’s Day 

consumer spending volume is maintained. So this means that 

the "ower industry will lose sales volume to other products, all 

because of unwillingness in our industry to invest in targeted 

consumer promotion.

A serious concern for the Australian "ower industry is our meek 

and inactive response to this weekend Valentine’s Day scenario. 

We appear to simply accept a 15 per cent drop in sales, and  

not grasp that fact that the overall consumer spend will be 

maintained at Valentines Day but with that 15 per cent of 

potential sales revenue being re-routed into other gift options.

The Australian "ower industry Valentine’s Day sales trends over 

the past %ve years have been steady and showing acceptable  

 

growth, relative to 

overall retail landscape trends. This steady cut "ower 

sales growth at Valentine’s Day has been driven mostly by good 

luck, as our core product is deemed the gift of choice for most 

Valentine’s Day consumers. Whilst competing consumer 

products such as chocolates, jewelry and lingerie invest heavily 

in Valentine’s Day promotion, our industry on the whole relies 

on the consumer’s perception that "owers are the most 

appropriate gift to impress their lover.

We can possibly continue to obtain steady Valentine’s Day sales 

growth in a Monday-to-Friday scenario. But when it comes to 

potentially hefty pro%t losses in relation to the other two days 

of the week, some proactive industry activity is needed to 

tackle our consumer marketing. Let’s not take these losses 

lying down – let’s shout out to our customers that "owers are 

the incomparable way to send a message of love on every 

single Valentine’s Day, every single year.

Flowers - The Gift of Choice

I have driven an initiative to address the issue and have been in 

discussions to develop it further with Flowers Victoria. I have 

long recognised the problem of reduced weekend Valentine’s 

Day sales for the "ower industry, and am keen to make a 

proactive response. The team at Flowers Victoria and I are 

encouraging all members of the industry to get behind a 
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Preparing for Valentine’s Day
30 tips for 
a smooth 
Valentine’s 
Day 

V
alentine’s Day is very hectic for those  

who work in the industry. Everyone in the 

world wants red roses, and they all want  

them on this one day, February 14th. And it’s not  

like you can stockpile them in warehouses six months 

in advance, or put them back in the warehouse if they 

are unsold.

So for all of us working in the industry, but especially  

if you’re a "orist at the front line, columnist Andrea 

Caldecourt has compiled 30 suggestions on how to make 

your Valentine’s Day go a little more smoothly in 2015. 

campaign to maximise "ower sales and 

provide a counterpoint to other gift-

based industries, which represent 

powerful competition that may only 

increase in the future if left unchallenged. 

“A serious concern for the Australian 

!ower industry is our meek and 

inactive response to this weekend 

Valentine’s Day scenario.“

The Gift of Choice is the central theme 

and proposed marketing phrase of the 

campaign, the goal of which is to raise 

awareness amongst consumers of "owers 

and their importance for Valentine’s Day 

2015. This could include customer-

focused promotional materials at "orists 

and other retail outlets which would carry 

the message, and a targeted plan to 

deliver the message in a timely and 

e#ective way in the lead-up to Valentine’s 

Day. Information and support will be 

provided to retailers to help them 

"orists to adopt innovative ways to drive 

"ower orders in the few days directly prior 

to the day, therefore allowing them to 

access the workplace delivery market. 

One of the key marketing tools will be 

social media as a way of engaging with 

the high frequency Valentine’s Day 

purchasing demographic 20-30 years old 

or Gen Y.  Social media marketing o#ers an 

e!cient and e#ective way to stay 

connected with Gen Y and an insight into 

what may capture their attention and 

shape the opinions of this generation. 

Additional measures will likely be 

discussed with the industry as the 

campaign is developed.

Join in and get active

With your support, the campaign to 

reclaim "owers as the perfect gift of 

choice on Valentine’s Day next year can be 

a marketing success story. And with 

successful marketing come consumer 

con%dence, increased pro%ts and a 

stronger future for our industry. Contact 

me using the details listed below to learn 

more and get involved.  

E: adrian@wafex.com.au 

 The Run-up: Tips 1-12

1 Prep as much in advance as you can. 

Make bows, fold cello to size, %ll up 

your rack of greetings cards. It may 

seem like weeks away but the more 

you can do now, the less you’ll be 

stressed nearer the time.

 (if you haven’t 

already!) The more detail you can give 

them about your order needs the fewer 

last-minute questions on the day. 

Specify varieties, growers if necessary, 

acceptable substitutes, stem length 

ranges, how much discretionary spend 

s/he has.

3 Plan what you will do if a) you sell out 

as fast as you’d anticipated. It doesn’t 

matter what you decide to do in both 

those cases – just that you’ve thought 

about it!

4 Check your till is full of change – and 

you have spare till rolls. Train everyone 

in how to use the EFTPOS machine. 

Make sure you can still take money 

even if there’s a power cut.

5 Make sure you can get access to 

all places when taking orders. 

There’s nothing worse than not 

being able to deliver a fresh 

bouquet. Ask for alternative options 

of where to deliver if buildings are 

closed or recipients are absent.

6 Get all your maps, toll tags, gps 

programs, together so that when 

you have to make 101 deliveries in 

rush hour tra!c, you’re ready to go. 

Sign up for tra!c update tweets or 

program your radio for tra!c news. 

Have o*ine versions of maps in case 

of "at batteries or signal loss. 

Highlight any one-way streets, 

diversions, or roadwork maintenance.

7 Prep your media response. Your local 

media might contact you to a) do a nice 

human interest story on local 

or b) a nasty story on imports, imagined 

price hikes etc. Make sure you know 

what you would say in advance – and 

who from your company would say it 

– so you’re not caught on the hop. Prep 

an email reply that you can send instead 

of an interview.

8 Make sure all your sta! are on 

board with the extra hours they’ll 

need to work. Get temp sta# on 

standby, rope in family and friends if 

necessary, and ensure you have 

up-to-date phone details for everyone.

9 Brief drivers if you have them, make 

sure they’re on board with the hours 

and routes. Pin up numbers for local 

cab companies in case of emergency 

or illness.
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10 Get delivery vans serviced now. Check 

tyres, fuel and water levels, coolant and 

lights. Better safe than calling RACQ on 

your busiest day.

/case with bottles 

of water and soft drinks, plus fruit snacks. 

Put a stash of granola bars, nuts and 

dried fruit under the counter. No-one has 

time to eat properly but at least you can 

snack healthily.

 You know you’ll 

cut yourself/get a headache/put your 

back out.

  Pre-orders: Tips 13-21

13 Encourage early ordering. Use 

techniques from other retail sectors – 

have an early cut o# time for phone and 

website orders. Have a limited number of 

they’re gone they’re gone’. Make the 

bouquets slightly cheaper if ordered 

now, and keep raising the price a little 

each day.

It’s the symbol of the day but not 

everyone wants the cliché. Show what is 

available that is seasonal, or native, and 

other popular red "owers, that they can 

show their love with.

 It’s a 

fact! Some "owers have no or low 

pollen and so aren’t a problem for 

people with allergies. Keep a list of 

these "owers handy. 

 – order a 

Valentine’s Day bouquet AND an 

not yet married, a birthday bouquet. 

You could o#er free delivery, or free gift 

wrapping, to encourage the on-the-

spot order.

17 For real romantics, o#er a ‘once a 

month’ option to continue showing 

their love throughout the year. Every 

14th of the month you’ll send a bouquet 

for them.

18 Don’t forget the guys! Not every 

bouquet has to be long-stem red roses. 

Make a few macho-style bunches for 

women to give to men.

19 Clearly explain any additional 

charges upfront. People don’t mind 

paying for these if they can see what 

they are paying for. Slipping in an extra 

$10 or $20 at the end of the order 

process only annoys, if you’ve budgeted 

for a certain amount.

– free pick up in person, delivery anytime 

on 14th, delivery within set timeslots. This 

is how the big retailers do it – and they 

charge accordingly! Make sure you do 

the same.

21 Make it clear you are not an order 

gatherer. Show how much of the 
bouquet cost goes on "owers, how 
much on wrap, how much on delivery. 
Compare this to the order gatherer  
fee and demonstrate your value to 
your customers.

  On the day – Tips 22-30

2

rose types. Line up rose types in bud 

vases: a supermarket sweetheart rose, a 

50cm African/Indian rose, a 60cm Dutch 

rose, and an 80cm Colombian/

Ecuadorian rose. Add in a local-grown 

rose or a scented garden-style tea rose to 

this display. That way, customers can see 

exactly what they get for their money.

23 Flag up attributes in shop – scented, 

local-grown, premium grade, seasonal, 

native. Use symbols or chalkboard picks. 

Share your knowledge with customers 

and make it easy for them to choose.

budgets – single stem, 6 roses and %ller 

"owers, 12 non-roses, 12 classic red roses, 

12 roses and %ller "owers, etc. You know 

the score.

25 Don’t forget to o!er something really 

that’s 144 roses! By setting a 
high benchmark you 
recalibrate the value 
of all the other 
options. If 

there’s no moon to aim for, how do you 
reach the stars? And you never know – 

you might get an order for 144 roses that 
you wouldn’t have got without o#ering 
it as an option!

26 Make some super-impressive 15th Feb 

 for the guys that 
forgot. There’ll be some.

27 Take photos throughout the day and 

tweet/post too if you can. It shows the 

e#orts to which you go to get the 
"owers out there to customers – and 

keeps them aware of any issues (tra!c 
jams, crop failures) that you encounter. 
Maybe delegate this to a junior team 
member – or even one of your children 
– to do, throughout the day.

everyone’s spirits up. For you that 
might be calming classical or energising 
dance music. If there’s a team of you, 
make sure everyone gets a turn of their 

music choice.

29 Don’t forget to stop and breathe 

occasionally. If you feel your blood 

pressure rising, count to ten (or 100), go 

out the back and scream, make a silly 

face, shake it all out with a little dance. 

Something to get you back on your 

happy track.

30 At the end of the day, reward 

everyone – and that means you too 
– with pizzas and beer. Or cheeseburgers 

and beer. Or a sta# barbie and beer. 
Either way, take time to say, we did a 

bloody good job. Here’s to next year. 

www.australian!owerindustry.com.au
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Discover your inner creativity 

with 130+ pages of modern and 

trendy Valentine’s inspired gift 

packaging and plush toys.

2015 Valentine’s 
Catalogue Out Now

www.koch.com.au

Cash"ow cues

H
ere is a brief checklist of ideas that might help as you  

handle your %nances for what is likely to be one of your 

busiest days of the year, Valentine’s Day, from Ianthe Gibson 

of Gibson Clark Chartered Accountants.

a. Ensure that you have enough employees rostered on for the 

day. This may involve hiring contractors to deal with the 

extra workload. When hiring contractors, you should ensure 

that you meet your superannuation obligations. If you hire a 

contractor as an individual, you may still be liable for their 

superannuation  and WorkCover.

b. Ensure that you have the funding to purchase additional 

stock for the day. This may mean ensuring that you have an 

overdraft or a Line of Credit in place. You don’t want to be 

held back in making sales and gaining pro%ts by not having 

su!cient funds available. You should also check to see that 

you have good trading terms with your suppliers.  

c. Check on your pricing for the day to ensure that you are  

on par with your competitors. You will want to remain 

competitive but at the same time make a good pro%t margin.

d. Look at how you can gain a competitive advantage. For 

example, if you use Google Adwords, you may want to 

review your spend on Adwords for the day to ensure that 

your website is getting on the %rst page of any Google 

searches. You may also want to engage the services of a 

Search Engine Optimiser (SEO) so that your website is 

correctly set up to appear at the top of any Google searches.

e. Look at cross-marketing strategies with complementary 

businesses in your area or businesses that you know in your 

network. You could look at o#ering deals, such as a discount 

at your store if goods are purchased at another store. For 

example, you may team up with a chemist or a gift shop 

and o#er discounts if certain goods are purchased. 

f. Due to the increased revenue for the day, your Business 

Activity Statement for the March quarter will be higher  

than other quarters. The March BAS is due at the end of 

April if you lodge 

yourself or the end of 

May if you lodge 

through an accountant. 

A good idea is to put 

aside the GST (i.e. 10% 

of your sales) into a 

separate account so 

that the money is there 

when you need to pay 

your BAS. 

g. If you do have surplus 

cash"ow for the month, 

you may want to 

consider ‘parking it’ in 

your home loan o#set 

account. This will 

reduce the interest on 

your home loan and 

you can draw it out and 

put it back into the 

business account when 

you need it.

h. You will have increased 

pro%tability and 

cash"ow for the month, 

so think ahead about 

how you will handle the 

tax implications. You 

may want to look at 

putting some money away into superannuation.  

This will depend on your circumstances. You can put in a 

maximum of $35,000 if you are over 50 and $25,000 per year 

if you are under 50.

It is always advisable to seek independent, professional 

guidance for the e#ective and pro%table %nancial management 

of any business. 

www.gibsonclark.com.au

Preparing for Valentine’s Day


