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Plugged In By Ryan FReeman

How ‘Responsive’ is YouR website?
Ryan Freeman, a member of SAF’s Technology Vendor Partners program, is one of several 
guest columnists who will be periodically invited to contribute their tech expertise to Floral 
Managemetn in Renato Sogueco’s monthly Plugged In column. 

> We’ve heard predictions about “The 
Year of Mobile” for at least five years, but 
with an explosion in tablet sales, along 
with the continued popularity of smart-
phones, 2012 was clearly the tipping point. 
Thanks to the “Four Screen Living Room” 
— TVs, tablets, laptops and phones 
glowing side-by-side — mobile searches 
on Google in the evening (after 6 p.m.) 
passed desktop search in mid-2012. 

The question of how to engage 
customers through mobile devices is 
especially important for local retailers, as 
an estimated 40 to 53 percent of mobile 
searches have more of a local intent, 
compared to 24 percent of searches 
made via desktop, according to veteran 
digital marketing and ecommerce com-

munity, Econsultancy.com. Ignoring mo-
bile consumers is no longer an option.  If 
you haven’t done so already, it’s time to 
think about making your online storefront 
mobile-friendly, via an important emerg-
ing trend known as “responsive Web 
design,” which allows for optimal website 
viewing regardless of the user’s device. 

Early Efforts, Plenty 
of Drawbacks
When mobile Internet was just for the 
techy fringe, it was acceptable to have a 
standard website that might display on a 
phone. After all, that small audience of 
early adopters expected poor results. As 
mobile use grew, forward-thinking Web 

developers made sure that the standard 
sites would at least render properly in 
the phone’s browser, even if the text was 
too tiny to read and required pinching, 
zooming and horizontal scrolling.

The shortcomings of this approach led 
to the tactic of creating a separate mobile 
site. Large companies created parallel 
websites designed for mobile devices, 
often on a subdomain (ex: m.example.
com). This approach required a significant 
investment in both IT and manpower to 
maintain content and functionality on both 
sites. Smaller businesses turned to third-
party companies that deployed quick and 
easy mobile sites, usually on a separate 
domain (ex: www.examplemobile.com), an 
option that significantly increased monthly 
costs. Both solutions were problematic. 
They created duplicate content and a poor 
user experience and they hurt companies’ 
search engine optimization (SEO) efforts. 
(More on that point later.)

Tiny Steps Forward
To combat these shortcomings, develop-
ers started deploying mobile themes. 
The website would detect a mobile user 
and serve them a stripped down (often 
generic and poorly branded) version of 
the website, typically with limited con-
tent and functionality. While this was an 
improvement over operating multiple 
sites, it still led to a poor overall cus-
tomer experience due to inconsistency 
between the main and mobile versions.

Clearly, there had to be a better ap-
proach. Developers needed to make mo-
bile browsing — and shopping — quick, 
convenient, and satisfying, while at the 
same time being realistic about the re-
sources available to business owners. Like 
most small-business owners, florists have 
trouble finding the time to maintain one 
website; operating multiple sites is out of 
the question and, ultimately, counterpro-
ductive. Good SEO is critical to online busi-
ness success, and operating two or more 
similar sites will duplicate content, divide 
link equity and cannibalize social sharing. 
This problem is further complicated by 
range in screen sizes — 4- to 5-inch smart-

phones, “phablets” (phones the size of 
small tablets), and 7- to 10-inch tablets. 

The Latest Evolution
Enter: Responsive Web design, a relatively 
new concept still, but a nonetheless su-
perior approach to website creation than 
some of its predecessors (so superior, in 
fact, that AOL has decided to convert all 
of its content properties to responsive 
formats). A responsive website will adjust 
its layout, navigation and content ar-
rangement based on the size of the user’s 
screen. This means one consumer can 
browse a page on his smartphone and 
share the link with three friends view-
ing tablets, laptops and giant desktop 
screens. Each friend will see the same 
page and content, but formatted and 
ordered in a way that is optimized for her 
screen. In addition, it’s better for SEO: All 
links go to one domain, with no duplicate 
content. It’s Google’s preferred method 
for serving mobile users. That streamlined 
benefit likewise applies to sharing via so-
cial media: one link suits all devices.

Good Design Comes at a Cost
With responsive Web design, a designer 
must think in terms of designing for five or 
more different canvases while using mostly 
the same elements. It’s a revolution in de-
sign philosophy, and it comes with a cost. 
Good responsive design — not yet avail-
able through cheap overseas labor — can 
take up to twice as much time in design, 
planning and coding, so expect to pay a 
premium, but with the understanding that 
it allows you to better serve customers. 

Ryan Freeman, a fifth-generation florist 
and 18-year Internet marketing veteran, 
is president of Strider Search Marketing. 
Strider provides responsive ecommerce 
websites and SEO services for florists 
through their Florist 2.0 brand. Ryan is 
also a popular educational speaker at 
florist business events.

one page, three ways Responsive web design 
means your website looks the same, whether viewed on an 
iPad, shown here, a mobile phone or a PC. (Test this one 
out on all three devices, www.CountryLaneFlowers.com.)

GauGe  
YouR Response
To see if your site behaves “respon-
sively”  when viewed on mobile 
devices, use this free tool: http://
responsive.is/. 
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GooGle’s A+ sociAl PlAtform
> Let’s be honest about Google+ (plus), 
Google’s social platform: You probably 
don’t know many people who actively use 
it. You may have never even heard of it. 
But it’s big. With 359 million active users 
(according to GlobalWebIndex), Google+, 
which launched in the summer of 2011, has 
surpassed Twitter’s numbers and is second 
only to Facebook’s 700 million users. You 
can see where I’m heading, right? Yes, this 
is another social network you need to join.

Try to not view this as another techie 
chore. Like Facebook and Twitter, Google+ 
has its unique value propositions, which 
may positively impact your online busi-
ness even more than some of the older 
social networks. Plus, we’ll give you step-
by-step instruction on getting started. 

Familiar Features
There’s a reason we referred to Google+ 
as a social platform, rather than a network. 
But before delving into its differences, let’s 
discuss what it does like its rivals. 

■■  Add friends! Like Facebook or 
Twitter, Google+ includes a profile 
that links to your spheres of influence. 
Google+ goes further by letting you 
classify friends, placing them into 
“Circles” (think: family, college pals, 
colleagues, floral industry peers), 
allowing you to share specific content 
with specific people. See google.
com/+/learnmore/circles/.

■■ Join Google+ Communities. Similar 
to Facebook’s groups, Google+ 
communities facilitate conversations 
with people who share an interest. 
You can join public communities or 
create private ones. Visit google.
com/+/learnmore/communities/.

■■ Express interest. “+1” is to Google 
as “like” is to Facebook. If you find 
something interesting in a Google+ 
post — or on a website that includes 
Google+ links — you can “+1” it. 
Check out google.com/+1/button/.

Exclusive Operations
How does Google+ distinguish itself from 
Twitter and Facebook? For starters, it 
boasts a feature called “Hangouts,” a vir-
tual meeting place where you can collabo-
rate by exchanging instant messages and 
multimedia or by participating in real-time 
video conferences of up to 10 people. Even 
better? Collaborators can be on any de-
vice: desktop, tablet or smartphone. Visit 
google.com/+/learnmore/hangouts/.

Hangouts are great, but in my opin-
ion, the most killer advantage of Google+ 
is that it ties into all other services in 
the Google ecosystem (email, calendar, 
docs, maps, images, etc.). And let’s 
not forget that Google has more than 
80-plus percentage market share of all 
desktop and mobile searches. Facebook 
and Twitter have no such leverage; they 
are solely social networks.

As you populate Google+ with useful 
content and people begin to give you “+1s,” 
your brand’s relevance will grow and, sub-
sequently, your ranking may rise. Google’s 
algorithms for its ranking results will 
always be a mystery, but you can safely 
assume that using their social platform 
only helps. If you’ve done your homework 
from previous Plugged In columns (built 
a  Google Places listing, used Adwords, 
uploaded videos to your YouTube (owned 
by Google) channel), this is just one more 
step in embracing Google’s potential. 

Getting Started
Jump-start your Google+ efforts by cre-
ating a Google account if you don’t yet 
have one – any of the aforementioned 
links have a button to “create an account.” 
Consider using your shop email address 
to keep it professional. Also, be sure to 

use your real name, not a business name, 
or Google may suspend the account. (It’s 
okay to have both a personal and busi-
ness account with your name.)

Now visit google.com/+/business/. 
Hit “Create a Google+ Page” (on the right 
side).Download clearly outlined steps 
at google.com/+/business/assets.
getstarted_guide.pdf. Below are sugges-
tions to make your page stand out.

■■ You’ll be asked to write a tagline 
about your business in 10 words 
or less. Choose your description 
wisely as this gives users a taste 
for your brand and is critical 
to appear in search results. 

■■ Next, select a high quality image 
of at least 500 by 500 pixels to 
represent  your shop. (Might we 
suggest your logo?) For the cover 
photo (another feature similar 
to Facebook), show your talent 
with the best 2120 by 1192-pixel 
snapshot of a recent event or an 
incredible horizontal arrangement. 

■■ The last area to flesh out is the 
About section. Here, you should add 
links to all your online properties: 
Facebook, blog, Twitter, etc. This is 
a great opportunity to tell Google 
where you do business online. And 
finally, add lots of photos and videos 
to entice users to follow your page.
Yes, Google+ is yet another social 

property to manage, but this one has im-
pact that resonates in the fastest grow-
ing revenue stream in your business, 
your website. So it is a must. 

Renato Sogueco is SAF’s chief 
information officer and the liaison 
to SAF’s Technology Committee. 
rsogueco@safnow.org 

expanding your social circles 
Google+ offers features the other more 
established social networks don’t , such 
as “hangouts” where you can do virtual 
meetings and and videoconferencing.

HORTICA - Floral Management Ad
Destruction Series (FIRE) - 4 Color Ad
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Professional Pinning
> After last month’s column, you’ve mas-
tered basic Pinterest skills. Now, let’s put 
the hottest social media platform to work 
for your business.

Get Started 
Log out of your personal account and 
click “Join Pinterest.” Sign up again, this 
time using the business email you use to 
manage your shop’s Facebook page.

Next, create a username. Because 
this is your professional site, choose 
something simple and easy to remem-
ber. Ideally, you can coordinate user-
names across social media platforms, so 
you have a strong, consistent brand, not 
to mention fewer usernames to memo-
rize. I recommend using your business 
name, as one word without spaces (re-
natosflorist). Your username will be your 
Pinterest URL (www.pinterest.com/
renatosflorist). 

Fill in the rest of the form and hit 
“create account”. You technically have 
a professional Pinterest now, but you’re 
not quite ready to start pinning. 

Prep Your Website 
You’ll want to make it easy for custom-
ers to engage with your shop by making 
your website pin-friendly. To do that, add 
a Pinterest button on all of your website 
pages. An even better way to encourage 
pinning: add a “Pin It” button next to 
every product photo. You may need help 

from your web provider to do this. For an 
example of a florist using this technique, 
visit raimondisweddings.com. (You’ll 
find complete instructions on embedding 
a “Pin It” button on web pages at  
pinterest.com/about/goodies.)

Build Up Your Page
As you start to populate your Pinterest 
page, pay attention to your website’s 
existing subsections or taxonomy: ”Get 
well,” “Anniversary,” “Wedding,” etc. To 
ensure your website and Pinterest page 
complement each other, create boards 
that reflect these business categories 
and position these boards as a product 
catalog on Pinterest. 

Once you have solid (and highly 
searchable) categories, how about 
a board for daily specials? Seasonal 
sales? Wedding themes and colors? 
Some florists also add boards with 
non-floral themes (home décor, fash-
ion). These give your page a personal-
ized touch, show users where you find 
inspiration, and position your page as a 
place to linger and explore.

If you want to drive serious buyers to 
your website, you can add a price to pins 
by typing the dollar sign ($) followed 
by the numerical price in the descrip-
tion area.  (Remember, people can’t buy 
products directly from Pinterest.)

As a general rule regarding descrip-
tions, keep them short but loaded with 
strong keywords (flower variety, color, 
arrangement description and venue). 
If you get comments, add more detail 
about the product in a reply.

Collaborate on Boards
As you found out last month you don’t 
have to go at Pinterest alone. You can 
allow contributors to post pins on a 
board. Doing so is easy: Choose the 
“+Contributors” option.

Your staff members — particularly 
those who are already familiar with 
Pinterest — are obvious candidates to 
help build your Pinterest catalogs, but you 
really want pins from other users. Why 
not create topical boards such as “favorite 
wedding bouquets,” and ask favorite cus-
tomers or brides to contribute content? 
Your board will immediately go from pro-

motional to collaborative — and the spirit 
of sharing is what Pinterest is all about. 

The obvious risk is that someone 
might post a gorgeous arrangement 
from a competitor’s website; but, re-
member, you have creative control. Ask 
customers to post from the wedding 
section of your website.

Cross Post and Engage
If you have a vibrant Facebook fan page, 
promote Pinterest by adding it as an ap-
plication. As with most things, there’s 
an app for that. Recall we wanted you 
to create the Pinterest account with the 
same username you used for Facebook? 
Log into Facebook with that account and 
visit www.woobox.com/pinterest. Click 
“Install Pinterest Tab” and follow the 
prompts. The next time you visit your Fan 
page, you’ll see your Pinterest Boards

For savvy florists, Pinterest is a 
powerful tool to separate your business 
from the competition. Good luck and 
happy pinning. 

Renato Sogueco is SAF’s chief 
information officer, the liaison to 
the SAF Technology Committee 
and a regular contributor to Floral 
Management. rsogueco@safnow.org

forcible pinning Raimondi’s Florist 
makes sure brides who like what they see 
can easily pin (and tweet, like and share) 
photos of bouquets and other bridal pieces 
when they visit the shop’s wedding site, by 
including the “Pin it” icon under each photo. 

Pin-WorTHY PHoTos
What draws your eye to pins? Beautiful 
photos. When you take your own, you 
don’t have to worry about copyright in-
fringement  and you know that your pho-
tos will be unique to your shop. Find out 
the five key items in your photography 
toolkit, at safnow.org/moreonline.
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Give a Hoot
> Your first foray into social media was 
probably Facebook, and managing just 
that was easy. Then, before you knew 
it, social marketing grew into a monster. 
You suddenly started tweeting custom-
ers on Twitter, enticing mobile users into 
your shop with Foursquare specials and 
building b2b sales with professional peers 
on Linkedin. How do you oversee this ex-
panding online presence? 

This month, we explore one stream-
lining solution: Hootsuite Pro. Yes, “Pro” 
implies a paid membership, but for $5.99 
a month, you may find the many extra fea-
tures Hootsuite Pro offers over free tools, 
such as Tweetdeck or Seesmic, make it a 
sound operating expense.

The Basics
Before we get into features avail-

able with Hootsuite Pro, let’s talk the 
basics offered in the free version. You 
may want to consider the free Hootsuite 
or Tweetdeck, if your only social media 
activity is Facebook and only one person 
manages the page.  

If you are familiar with Tweetdeck, 
you’ll find lots of parity in Hootsuite. 
Both programs let you make simultane-
ous posts, including photos and links, to 
Facebook and Twitter. Hootsuite stands out 
from Tweetdeck, however, with its ability 
to also post to LinkedIn, Foursquare, Ping, 
fm, MySpace, mixi and even a Wordpress 
blog. As of this writing, Tweetdeck’s “new” 
version removed the ability to post to these 
social media programs, so if you have the 
older version, don’t upgrade.

Both Tweetdeck and Hootsuite ease 
the time constraints of social media by 
allowing users to schedule posts. Some 
social media enthusiasts call this “unau-
thentic,” but you run a busy flower shop, 
so let’s be pragmatic and write all your 
posts in the morning and schedule their 
publication throughout the day (and 
night). But rather than scheduling posts 
at precisely 11 a.m. or 1 p.m. when myriad 

people might, try 11:21 a.m. 
or 1:49 p.m.

Both programs are 
user friendly: they monitor 
your social media presence 
and display information 
in columns (see graphic) 
such as Twitter feeds, 
mentions and direct mes-
sages and Facebook wall 
posts, status updates and 
photos. Hootsuite would 
also include discussions in 

LinkedIn and other social media sites not 
monitored by Tweetdeck. 

Because Hootsuite has to accommo-
date more, it gathers all streams for each 
social media into tabs (shown across top 
of graphic). Tweetdeck, on the other hand, 
makes you scroll horizontally or purchase 
a super wide screen to see all your feeds 
at once. This difference is a major advan-
tage of Hootsuite for those managing a 
large social media campaign. 

The Pros of Going ‘Pro’
So what does $5.99 a month get you? 

Lots. For starters, Hootsuite Pro concludes 
you’re not the only one making posts and 
lets you add one “Team Member” to post 
for your business at no additional charge. 
It gets more pricey after that: $15 a month 
per additional user.  

The Pro account provides you a cus-
tomizable analytics report, which gives 
network statistics that integrate with 
your Google Analytics and/or Facebook 
Insights data. It also lets you see your past 
100 tweets — an otherwise difficult task. 
If you’re a real historian, pay an extra $10 
a month to see the past 10,000, or $50 a 
month for the past 100,000.

The last super geeky (but useful) Pro 
function is auto-posting your RSS feed(s) 
from your website(s). What’s that? RSS or 
Really Simple Syndication is a feature on 

most websites that lets you stream posts 
that other websites can republish. Check 
with your web vendor to learn if you have 
this functionality. Why should you care? 
Whatever you post on your website or 
sites can be instantly converted into social 
media posts, saving you lots of work in the 
process.

  As you see, with a Hootsuite Pro 
account, extra services can really drive 
up your monthly bill. But consider just a 
couple more options.

The first may be a no-brainer for the 
admitted Luddites. Hootsuite is not the 
easiest program to master. For an ad-
ditional $5 a month, sign up for priority 
tech support. 

Because the links you’ll use in your 
posts will probably be deep into your 
website, they may have very long URL 
addresses and quickly take up the 140 
character limit for posts. Hootsuite has 
two options that shorten URLs, so that 
they appear with the following domains: 
ow.ly or ht.ly. If you are serious about 
promoting your brand in every way pos-
sible, consider buying a short vanity URL 
domain, such as flw.er (hurry, so far it’s 
not taken!) — which usually go for about 
$10 from Godaddy or other registrars. But 
be prepared to pay $50 to Hootsuite to 
replace the default with this one. 

If your pockets are really deep, and 
you’re interested in even more options, 
check out the Hootsuite Enterprise plan: 
http://hootsuite.com/enterprise

Renato Sogueco is SAF’s chief 
information officer, the liaison to the SAF 
Technology Committee and a monthly 
contributor to Floral Management. 
rsogueco@safnow.org. 

one-stop social media Hootsuite 
allows you to monitor all of your 
social media platforms — divided 
in tabs shown across the top 
— in one convenient place.
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User experience TrUmps seO
Editor’s Note: Jamie Jamison Adams, 
a member of SAF’s Technology Vendor 
Partners program, is one of several guest 
columnists who, periodically, will be  
invited to contribute their tech expertise to 
Floral Management in Renato Sogueco’s 
monthly Plugged In column.

> Small-business owners often ask, 
“How do I make search engines fall in 
love with my website?” They should in-
stead being asking, “How do I make my 
customers fall in love with my website?”

Google’s priority is and will always 
be user experience. For years, search 
engines have suggested that websites 
should be built for the user, not the 
search engines. This is no longer a sug-
gestion. It’s a necessity. 

What does this mean for small busi-
nesses and search engine optimization 
(SEO)? Every page on your website must 
inform, entertain or provide users with 
answers. Visitors should want to engage 
with the website and share it with others. 
This means your website is not about 
you; it’s all about the user.

Content is still king, but usability is 
queen. And as we all know, the queen re-
ally rules the kingdom.

Focus On User Experience
Creating a website focused on user  
experience requires you to think like a 
customer. Analyze customer engage-
ment in terms of buying cycle activities:  
Learn → Shop → Buy → Get → Use.  
You can enhance user experience if you 
consider and incorporate the following:

■■ Social Media. Go where your 
customers are. Creating and 
maintaining a social media profile 
for your business gives you access 
to their social communities. As a 
part of their social group, you can 
build brand awareness, trust and 
authority. Having a presence is 
not enough; you must engage and 
interact in a genuine manner. Provide 
a way for customers to share your 
website’s information on their social 
media pages through share buttons 
on your website. (See how www.
blumengartenflowers.com does this.)

■■ Quality Content Over Quantity. 
Just as mediocre customer 

service or messy displays can 
turn a customer off in-store, 
low-quality web content can ruin 
an online experience. Look at 
your content and ask yourself: 
Does it inform, entertain or 
answer a question? If the answer 
is no, rethink your content.

■■ Multi-Media. We live in a visual 
world. Images and videos will 
often offer a better customer 
experience than plain text.

■■ Offline Marketing and Brand 
Awareness. Offline marketing can 
build brand awareness, which helps 
drive customers directly to your 
website. If you have a strong brand, 
will you need the search engines? 

■■ Detailed Product Descriptions. Giving 
customers in-depth details about 
your product can move a user from 
the learning phase to the buying 
phase. (See the product descriptions 
at www.baybouquet.com.)

■■ Mobile Experience. More customers 
are using mobile devices. Make sure 
your website gives users a good 
mobile experience: one that’s fast, 
well organized and easy to navigate. 

■■ Reviews. Let your customers sing 
your praises, or let you know where 
you are missing the boat. Either 
way, users will know you value 
them. (Check out testimonials at 
www.jonesboroarflowers.com.)

■■ Freshness. Adding or changing 
content keeps users coming back 
and search engines interested. 

Feed The Search Engine’s 
Hidden Needs
User experience is essential, but you can’t 
forget the search engines. Spoon-feeding 
structured information to search engines 
ensures your web pages will be recog-
nized by major search providers (Google, 
Bing, Yahoo, Yanex, etc.). Learn more 
about structured data at schema.org, but 
here’s a sampling of essential structured 
data to help your search results: 

GEO-Targeting and Location 
Markups. Local businesses should domi-
nate local search. Adding location based 
markups, such as geo-coordinates (lon-
gitude, latitude), postal address (physical 
street address, city, state and zip) and 
telephone (local number), reinforces your 
local relevancy. 

Product Markup. Websites need 
to attract users in various stages of the 
buying cycle. Product markup can help 
search engines and the user by provid-
ing shopping information: special offers, 
price, availability and descriptions. 

Review Markup. Google uses reviews 
as a measurement in user confidence. 
Providing review information in a struc-
tured way gives Google an easy and ef-
ficient measurement.

Google+. Google values quality, 
relevant, original content and social 
(especially Google +) signals. The com-
pany currently validates “good” content 
through authorship tied to an established 
Google+ page. To take advantage of this 
approach, use either Rel= “author” or Rel= 
“publisher” when you post.  Rel= “author” 
is best suited for blogs or single articles; 
Rel= “publisher” has a broader focus and 
establishes website’s brand as a whole. 

In everything you do — online and 
in-store — remember that your efforts 
should focus on creating the best user 
experience possible. When you can ac-
complish this, you will make both search 
engines and your customers happy. 

Jamie Jamison Adams is the SEO/
Inbound Marketing Manager for 
Flower Shop Network. jadams@
flowershopnetwork.com.

For upcoming developments in search 
engine optimization, see Prep for the  
Future, p. 6.

learn to share Making it easy for 
customers and visitors to share what they 
like on your website is essential to building 
brand awareness, trust and authority.



The DeaDly SinS of 
website design

By: Brandon KirKland and renato Sogueco

lust
gluttony
greed

wrath
sloth, envy

pride

Don’t let these common mistakes kill your conversion rates.
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Right after Mother’s Day 2013, when most of the industry was still in the post-holiday 

fog of orders delivered, crises averted and coolers cleaned out, Nikki Lemler of 

Welke’s House of Roses in Milwaukee went online to find out everything she could 

about her e-commerce holiday sales. One number immediately popped: For Mother’s 

Day week, her conversion rate for online sales (the percentage of customers who went 

from browsers to purchasers) was nearly 10 percent. The number dwarfed her average 

non-holiday rate (4 or 5 percent) and it presented a signal of good news to come. Lemler 

soon realized that her online sales for the week of Mother’s Day 2013 were higher than 

her online sales for the entire month of May in 2012. That’s when Lemler knew, without 

a doubt, that her decision in 2012 to invest in her online presence — giving it better mo-

bile device compatibility, more streamlined checkout processes, enhanced organization 

of products and a host of other perks — had paid off. More customers were getting to 

her site, finding what they wanted and (glory, hallelujah!) placing an order. 

 “It’s all about convenience these days,” said Lemler, who launched Welke’s new site 

in December 2012. “With our new site, the flow is better, transactions are faster and we 

have more customer loyalty.”

Lemler, a fifth-generation florist, enjoys tinkering with new technology, but she’s had 

to train herself to be vigilant about tracking, checking and tweaking her family business’ 

online presence. She now spends time every week thinking about how to get customers 

to the site — and even more time working to seal the deal once they’ve arrived. That’s 

not something her family was doing a generation ago — or even several years ago.

Lemler’s story may sound a little like yours. As a florist, your biggest challenge when 

it comes to e-commerce is to stop thinking like a florist. Running a successful web-

site requires a different mindset than running a successful brick and mortar business. 

Customer expectations are different online, and the entire transaction process has to 

be tailored to meet and exceed those expectations. You must look at your website as a 

unique, distinct, money-making entity. 

Once you accept this, the next step is to focus on what is undoubtedly a website’s 

sole objective — and the number that had Lemler so excited in May: converting visits 

into sales. Conversion rate is the most important measurement to consider when run-

ning your online business. The retail industry average is 3 percent, meaning three of 

every 100 visitors to your site buys something. 

So what affects conversion online? Two variables: user experience (UX) and user 

interface (UI). Unfortunately, florists are guilty of committing a variety of website sins 

that greatly erode both UX and UI, thus killing the sale. With the incredible opportunity 

e-commerce has to offer, the first step is acknowledging that you may be committing 

one or more of the following deadly sins of website design. The second step is taking the 

right steps to absolve them.
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on message. The double banners at Richardson’s Flowers in Medford, N.J. 
speak to the shop’s high number of birthday orders. Remember, you’re 
catering to the laziness of human nature; online, you don’t want people to 
think. You want them to react. Underlining a key message can help you in 
your conversion efforts.

>  The DeaDly SinS of webSiTe DeSign

for pink roses, we can put up a ban-
ner — we can make them ourselves — 
send out an email and voila,” she said, 
“250 stems have moved.”

The technologies used to create an-
imation and movement are also prob-
lematic. Javascript and Adobe’s Flash 
have been mainstays for Web develop-
ers for years. They provide an easy way 
to add these cool tricks that standard 
HTML code couldn’t deliver; however, 
with the advent of smartphones and 
tablets, these technologies pose a chal-
lenge. Apple iOS, the operating system 
that powers the iPod Touch, iPhone and 
iPad, as well as newer Google Android 
devices, doesn’t run Flash. 

In other words, if you are using 
Flash on your website, mobile clients 
can’t see all of your images. That’s a 
big deal because mobile devices are 
due to overtake traditional desktops in 
Web browsing by this year, according 
to Gartner Research. (Read more on 
how to make a website more respon-
sive, in the February 2013 Plugged In, 
safnow.org/floralmanagement). 

So how to do you get “sexy” back 
in your online efforts, without losing 
customers in the process? Consider 
using HTML5 — the latest generation 
of Web code that allows animation 
and video — in a sexy blog portfolio 
website that touts your artistry to 
wedding or event customers. 

Small text is another conversion 
killer. When a customer comes to the 
site and she needs to squint just to see 
the “anniversary flowers” menu item, or 
when a customer can’t read your website 
on his phone, you may as well have shut 
the door on a customer with money in 
hand, ready to spend. 

Finally, black is definitely sexy — but 
not for e-commerce. How many of the 
top 100 e-commerce websites in the 
world have a black background? Zero. 
There’s a reason and it’s because those 
100 sites think profit over pretty. White 
(or light) is right. 

Usability tests from the Nielsen 
Norman Group earlier this year con-
firmed moving banners and similar 
features are actually tuned out by 
users; the Group went so far as to 
call them “user repelling.” When you 
deploy all of that movement, you risk 
putting clients through stimulus over-
load, and users will probably grow 
impatient as they wait for the next 
banner to slide over. If the next slide 
disappoints (e.g. a customer came to 
your site for a July 4 special but the 
next banner is all about your wedding 
work), you can almost guarantee the 
customer will hit the back button. You 
only have about 8 seconds to capture 
those eyeballs, according to Statistic 
Brain. It’s better to have one, static 
banner with a direct call to action that 
you update monthly. 

Even during slow months, such as 
August, you can test out new ideas 
(20 percent discounts or free delivery 
offers) and drive sales during non-
holiday times. That’s part of Sher 
Tannozzini’s strategy at Flowers from 
the Rainforest in Ft. Lauderdale, Fla. 
Tannozzini said the ability to update 
banners monthly has been a boon to 
business. “If we (want to run) a special 

 Lust

guilty Moving banners with little 
purpose, artsy photos, small fonts, 
animation, black backgrounds.

absolve yourself  
Use one banner, and update it  
monthly. Include a call to action.  
Make the background light and clean.

> We are an industry that produces 
stunningly sexy and gorgeous prod-
ucts that trigger intense, emotional 
responses from our customers. Many 
floral websites are designed to reflect 
this ideology. If two-dozen lush roses 
make a girlfriend swoon, won’t tons of 
photos and dynamic banners make her 
boyfriend buy? Sexy may sell in real life, 
but trying too hard on your website can 
make you look desperate. 

The most common mistake florists 
make when they try to sexy-up a website 
is employing movement or animation 
(think: a sliding banner at the top of a 
page or a featured call to action). You 
may think the movement is catchy and 
cool but it’s actually distracting custom-
ers and potentially disrupting sales. 



word play. Sher Tannozzini of Flowers From The Rainflorist in Ft. 
Lauderdale, Fla. spends a great deal of time on her product descriptions, so 
that she can steer online customers to the right choice, just as surely as a 
“live” salesperson could.
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“I look at the image, try to think 
about what would make me want to buy 
it and go from there,” she said. “If the de-
sign is fragrant, I describe the fragrance. 
If it is a trendy arrangement, we try to 
suggest it for specific age groups. This 
part takes a little time, because you want 
to make sense.”

 Greed

guilty Offering only high-
priced designs. Asking for too 
much information. Holding 
customers captive too long.

absolve yourself Offer 
budget options and couponing; 
get email addresses only. 

> Of course you want every penny you 
can get from the online customer. Greed 
is good in that sense, but it leads some 
florists to use only high- to mid-priced 
products on their site. Reconsider this 
position, as lots of customers are inter-
ested in under $40 or under $30 options 
today — a birthday present for a sister, 
for example — who will readily spend 
more for Mother’s Day. Unless you lure 
these customers in when they’re on your 
site, you’ll never have their email address 
to reach them for those higher-spending 
times. Florists need to think about the 
customer lifetime value — all the poten-
tial dollars from an existing customer 
over his or her lifetime — and strive to 
grow it in any way they can. 

Also, stick with tried and true meth-
ods: Specials and coupons work for most 
brick and mortars, so don’t be afraid to 
try out the same devices with the virtual 
crowd (buy one get one free, use this 
coupon and take 10 percent off, etc.).

We also want to avoid being too 
greedy about the information we gather. 
One example of this is forcing customers 
to create an account before they order. 
Would you rather have the sale or the in-
formation? At checkout, you’ll be capturing 
the most vital piece of information anyway: 
an email address. Requiring customers 

pages (videos and personal photos). 
Customers are at your site for one rea-
son: to buy, not look at the shop cat’s 
photos. So leave out the extra fat cat 
and be lean on your focus to drive the 
customer down the sales funnel. At 
Flowers from the Rainforest, Tannozzini 
separates categories neatly, with an eye 
toward consumer-browsing habits. “We 
want to make it easier for the consumer 
to make the proper decision,” she said. 
For that reason, the shop has straight-
forward categories (sorted by occasion 
and product, with a special category for 
sympathy) and detailed descriptions that 
help customers pinpoint their needs.

If you’re going to be gluttonous about 
anything, it should be those product 
descriptions. Remember, online custom-
ers don’t have the luxury to see, touch 
or smell the actual bouquet. Be very 
descriptive: Tell them what’s in that 
centerpiece and recommend ideal set-
tings and occasions where that novelty 
vase design would be the perfect gift. 
Provide as much information as you can, 
and customers will click to buy because 
they are more confident in the purchase. 
Tannozzini has spent a great deal of time 
in this area, she said.

 Gluttony

guilty Too many product 
categories, superfluous content.

absolve yourself Simplify.

> More is not better with e-commerce. 
Over the years, you may have ex-
panded your business to satisfy every 
human emotional state with every 
complementary floral product cat-
egory: birthday, anniversary, get well, 
graduation, sympathy, prom and so on. 
The result: category sprawl. 

Google Analytics or another Web 
tracking program will tell you that people 
spend only about 60 seconds on a site 
before they leave or convert their brows-
ing time into a sale. Time is of the es-
sence for the typical online shopper, so 
if you force visitors to find the perfect 
floral gift buried in a submenu, you’re 
killing your sales.  

Consider simplifying the product 
mix. More products do not equal more 
sales. Online customers would rather 
look through, say, 100 nice product 
images than 500. In addition, con-
sider eliminating any “fluff” catalog 



budget friendly. Welke’s House of Roses in Milwaukee makes under 
$40 options accessible and easy to find for customers. Once a person has 
purchased an inexpensive arrangement, you have his or her email address 
and can market higher-end designs for special occasions down the road.
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may feel the only recourse is to pen a 
scathing review of your business. Of 
course, any customer can do that — but 
your online buyers, already online in the 
heat of the moment, are primed to do it. 

And don’t forget to think in terms of 
the customer’s lifetime value — you have 
to work harder to earn the trust of the 
online buyer. Local customers are easier 
to connect with, because you have the 
advantage of the face-to-face interac-
tion. Online, it’s not so easy, so you have 
to bend over backwards (virtually) to win 
them over. And that applies not only to 
how you resolve a problem with them but 
also how you communicate with them in 
general. Too many websites provide just a 
generic email — info@someretailer.com 
— as the lone way to contact the busi-
ness. Because they can’t just walk back 
into the shop, you need to make it easy 
for them to contact you and clearly seg-
ment the types of requests for them with 
dedicated emails for sales and delivery. 
Post a FAQ page that addresses typical 
concerns, including exchange policies. 
And by all means, have the phone number 
— and the fact that you are a local, home-
town florist — at the top of every page.

Finally, be mindful of the online cus-
tomer’s time — and do what you can to 
save it. Tannozzini offers delivery confir-
mation with every order, so the customer 
doesn’t have to call and ask about it. 
“Delivery confirmations are a necessity 
in this day and age,” she said, “especially 
with corporate accounts.” 

 Wrath

guilty Underserving online 
customers. Making customers have 
to ask whether you are local and 
if the flowers got delivered.

absolve yourself 
Treat online customers as you 
would in-store ones. Bend over 
backwards to earn their trust.

> An online customer’s wrath can be 
more potent than that of the local cus-
tomer, a fact that’s given birth to one of 
the most important best practices in e-
commerce: Treat your online customer as 
you would treat your local one. Treating 
online customers with less TLC is a natu-
ral impulse — out of sight, out of mind 
— so a florist may be more likely to give 
a local customer a refund or replacement 
than they would an online customer. 

But think of the consequences. 
When customers come into your shop 
and don’t like what they see (or the ser-
vice they get), they know it’s going to 
take 30 minutes to find and drive to the 
other shop to place the order. Online, a 
competitor is a few keystrokes away. In 
addition, a dissatisfied online customer 

on a serious time crunch (or worse, on a 
mobile phone) to create an account is an 
obstacle and a conversion killer.

Related to this is having a long 
checkout process. A good way to test 
if your checkout process is effective 
is to review your analytics to see how 
many people abandon the purchase at 
checkout. You want to make it easy for 
customers to input the credit card and 
be done with the order. Any step in be-
tween selection and that goal are poten-
tial killers of conversion. 

At Welke’s House of Roses, Lemler 
makes use of her site’s abandoned cart 
function almost every week. When a 
customer stops short of completing 
a sale, Lemler receives a notification; 
from there, she takes the transaction 
offline and personally follows up with 
a phone call to see why the customer 
changed his or her mind. Many times, 
it was simply a case of the customer 
becoming distracted, and Lemler can 
often close the sale on the phone. 
Happy customer. Happy florist.

Remember, keep the checkout to 
one page where customers can review 
the order and enter billing and shipping. 
Another page confirms the order before 
they click the submit button. 

>  The DeaDly SinS of webSiTe DeSign

Resources in Absolution

Ready to absolve yourself  
of the sloth, greed, pride 
or other “sins” you may be 
committing online? SAF can 
guide you along that path.  
Visit safnow.org/moreonline 
for a list of online resources for 
everything from taking photos 
online, to making your site 
responsive and much more.



abandon cart! An automated email sent to customers who abandon their shopping cart helped recapture $900 in 
otherwise lost business for one florist, as shown in this report. Nikki Lemler of Welke’s House of Roses in Milwaukee 
receives notifications when a customer abandons a purchase. She (or a staff member) will then follow-up with a phone 
call and usually close the sale. 
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The takeaway here: Don’t risk ob-
solescence and the disdain of custom-
ers, who expect the whiz bang features 
common on other gift websites, by not 
adopting them as your own. Sloth kills 
conversions. 

 Envy 

guilty Falling headfirst for the 
trendy new tech, mimicking high-
end photos, loading up on badges.

absolve yourself 
Prioritize professional-quality 
photos. Stay educated about 
new ideas and innovations, but 
invest in them strategically.

> A common “oh heck” reflex once 
florists realize they are behind in the 
times is to rush to install features even 
when they don’t understand the value 
the technology should deliver. They 
may visit Amazon, Zappos or Best Buy 
and envy every feature that millions in 
development money could buy, and then 
review other florists’ websites to deter-
mine what they like. 

The problem with this approach 
is that it can set unreachable and, 
sometimes, undesirable expectations. 
Technology first-adopters usually pay the 

by 82 percent over last year. Yet, 
despite this overwhelming evidence, 
many florists are slow to adapt to this 
booming technology trend and are 
only taking action now to provide cus-
tomers with mobile Web friendly or 
responsive websites. 

Mobile is just the latest technol-
ogy florists have been slow to adopt; 
consider other technologies customers 
expect with other online retailers and 
where you stand with your website: 
order tracking, delivery confirmation, 
featuring related items, saving to wish 
lists, and accessing order history are just 
a few quick functions that come to mind.

A final sign of sloth: Being too lazy 
to add PayPal as a payment option on 
your site. “Our clients love PayPal — 
the security of it makes them happy,” 
Tannozzini said. Plus it’s a great service 
to her international clients — her shop, 
in Ft. Lauderdale, has some customers 
in the Caribbean. In addition, “having 
images or buttons that show we are 
‘safe and secure’ to order from” also 
helps allay security concerns, she said. 
“We offer a 100 percent guarantee 
(clearly on the checkout page). It’s like 
a seal of approval and it makes some 
folks feel safer using the site.”

In addition, a robust search feature 
at the top of each page, including mobile 
versions, makes it easy for the customer 
to find a product by simply typing in a 
few keywords, rather than having to sift 
through menus or scroll down pages. 
Good search functionality should allow 
users to sort results based on price, new 
items or the most popular.

 Sloth

guilty Underestimating 
importance of mobile commerce.

absolve yourself 
Catch up and adapt.

> The iPad is three years old. The iPhone 
is six years old. In this relatively short 
time frame, these devices and the sub-
sequent deluge of mobile devices based 
on Android have changed how people 
engage through the Web and, more and 
more, how they purchase online. 

On Black Friday of 2012, online 
purchases surpassed in-store sales 
for the first time. A recent study by 
eMarketer predicts mobile sales will 
represent a quarter of online retail 
transactions in the U.S. by 2017. The 
study also reveals that mobile com-
merce sales are expected to increase 



short and sweet. Enchanted Florist in Ashland, Ore., keeps its main 
categories simple. Don’t make your customers wade through pages and 
pages of designs (many of them outdated) to find the simple arrangement 
they need for Aunt Peg’s retirement.
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spills over into technology and website 
best practices. What is your reaction as 
a florist when a bride tells you, “I think 
sweet pea bouts in an outside August 
wedding will be fine.”?

Florists work best when a bride 
listens to their expertise, and when 
it comes to Web design, you need to 
swallow your pride and trust your Web 
developer. In fact, the trust relationship 
is important to build because as new 
technology emerges, and customers 
begin demanding new functionality, your 
website will need to evolve and a trusted 
technologist is welcomed counsel. 

Also, don’t let pride prevent you 
from questioning your own website. 
Audit your website; talk to other florists 
who share the same web developer 
and find out if they are happy. With 
resources such as SurveyMonkey, you 
can also ask clients what they think 
about your site directly.

As you have discovered, you may be 
found guilty of many sins but all can eas-
ily be absolved — provided that you first 
take off your florist hat, because the e-
commerce business is different than the 
business that occurs at the counter. And 
it evolves even more quickly, so get off 
off cruise control and stay aware of new 
technologies. Adopting the right tech-
nologies at the right time will allow you to 
stay competitive and, most importantly, 
be profitable now and into the future. 

Brandon Kirkland is founder of 
epicflowers.com (dba RealTime Flowers, 
Inc.), a website development company, 
and co-owner of Enchanted Florist, in 
Ashland, Ore. epic@epicflowers.com

Renato Sogueco is SAF’s chief 
information officer, liaison to the SAF 
Technology Committee and author of 
Floral Management’s monthly Plugged 
In column. rosgueco@safnow.org

studio complete with lights and get a high 
quality DSLR camera (look for “Photo 
Guidance” at safnow.org/moreonline). 

Social media badges are another 
item that trigger strong envy among flo-
rists. Spotting myriad badges on a com-
peting florist’s site (enough to make a 
Boy Scout proud) trigger some to follow 
in that competitor’s footsteps by load-
ing up on badges themselves, without 
understanding the true value — or work 
required — to deliver a strong social 
media presence. The first question with 
any marketing effort — including social 
media — must be, “What’s my ROI?”

 Pride

guilty Acting like a know-it-all; 
resting on your laurels.

absolve yourself Engage 
help from a trusted expert. Never stop 
learning or making adjustments.

> Many florists have been in business 
for years and absolutely know what 
they are doing when it comes to run-
ning their brick and mortar flower shop 
Unfortunately, this know-it-all attitude 

highest price when implementing new 
features, so leave this to the Amazons 
of the world. That said, be aware of the 
trend that may impact e-commerce in 
the not-too-distant future. Then, you’ll be 
armed with the knowledge to make the 
right technology decisions when the tech-
nology matures, rather than coming on 
board too late and missing opportunities. 

It’s easy to stay informed about new 
Web and mobile technologies. A prime 
directive of SAF’s Technology Committee 
is to review the latest technology, then 
determine whether industry businesses 
need to pay particular attention to the 
technology when it matures. Their work 
reliably ends up in the monthly Plugged 
In column and other places. 

Another item of envy specific to flo-
rists is when they see beautiful floral pho-
tography on other websites, especially 
from companies with the resources to 
deliver perfect images using professional 
photographers in dedicated studios. The 
problem is many florists try to match this 
quality with little know-how, which results 
in blurred photos with incorrect color 
balance and bad lighting. The bad photos 
kill potential for any conversion. Bite the 
bullet and leave this up to professionals 
as well, unless you can build a dedicated 

>  The DeaDly SinS of webSiTe DeSign
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