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What this handbook will do for 
you… 
Hello there! And thank you for requesting this handbook. 
My purpose in writing it is to help florist business owners 
to create successful websites that sell more flowers!  

You are about to discover some exciting information 
about selling on the internet, which most small and 

medium-size florists don’t fully understand - and even 
fewer are applying to their websites and online marketing.  

95% of florists’ websites are dismal failures at selling flowers.  

Chances are, your website is too. But this can change – if you grasp the 

fundamental principles of selling on the internet, outlined in this handbook. 

This is not just a handbook you will read once and then put on the shelf to gather 
dust. I hope you will refer to it time and again over the coming weeks and months, 

and I hope even more that it helps bring you success. 

One of the great benefits of web marketing is that everything you do is 
measurable.  

Unlike a lot of conventional advertising in print, radio, TV, the Yellow Pages etc ., 

where you just throw money at it and hope something ‘sticks’, on the internet you 
can track and measure the results of everything you do. 

As you track and test everything, your website will become a profit centre for 
your business, which will bring in a steady stream of customers. 
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Before I go any further, I want to make one important point, which many florist 
business owners have not fully grasped regarding selling on the internet. There is 

still a belief that all you need to do is put up a website and somehow, magically, 
people will start visiting the site and will turn into customers. 

Well, the sad news is, this simply isn’t true. It’s not difficult to find someone to 
build you a website. In any city, you can take your pick of web designers . Most 
of them will build you are reasonable-looking site that is technically sound. 

But if you’re like most florist businesses you will find after a while, your website 
is getting few visitors and is not bringing in the steady stream of customers you 

hoped for. 

The truth is, you need to put in work – hard work – to market your website to 
bring traffic, and then your website needs to convert those visitors into buyers.  

That’s what this handbook will help you to do. Certainly, you will have to put in 

some work (or hire someone to do it for you). But the end result will be a website 
that SELLS.  

Best regards 

 

 

Chris Mole 
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CHAPTER 1 

Web marketing 101  
traffic x conversion = sales  

When you strip away all the hype and nonsense from selling on the internet, 

it comes down to a simple equation.  

traffic x conversion = sales  

To put this in plain English …  

traffic is the number of visitors to your website.  

conversion is the percentage of those visitors who respond (by buying flowers 

online, or phoning to place an order)  

And sales … that’s the reason you’re in business!  

There’s no point having a website unless it helps you to sell more flowers. And 

that’s what this handbook is all about!  

First, we’re going to look at the ‘conversion’ part of the equation  

We need to focus on conversion first and foremost, because all the traffic in the 
world will be a waste of time and money if your website doesn’t work to convert 

those visitors into customers.  

Web selling also has two important features to consider. First, the customer 
sought you out. This is a big positive. Second, there are many other florists on the 

web competing for your customer’s business. Your visitor can click away in a 
second … without even feeling bad about it. This is a huge negative.  

When you think about selling on the web, keep these two points clearly in mind. 

You have a potential customer browsing your site, finger poised over their mouse. 
One click and they’re gone.  

 
So what should an effective florist website 
look like?  



6 
 

You’ll get a different answer depending on who you ask.  

If you ask most web designers, they’ll say it needs to have an attractive layout 
and colour scheme and be pleasing to the eye. 

Most web programmers would stress an effective website needs to be written in 

“clean” code and everything should work perfectly from a technical viewpoint. 

If you ask a marketing expert, they will say an effective website needs strong 

headlines and product descriptions, compelling sales copy and “calls to action”. 

If you ask a search engine optimisation expert, they will say an effective website 
needs to be first and foremost built on the right “keywords” to ensure it gets found 

by your prospective customers when they are searching on Google. 

 

So, who’s right? 
The answer is: they all are! 

That’s why marketing successfully on the internet is such a complex process. And 
it’s why so few businesses get it right. 

Most web designers approach building a site from either a graphic design or 

programming perspective – depending on which field they are trained in. 

Very few web designers know anything about marketing, which is essential for 

selling on the web. And nor do they know much about search engine optimisation.  

As a result, most florists’ websites today are barely scratching the surface of their 
potential to sell flowers.  

 
Successful florist web design is based on the 
KISS principle 
The most successful websites are clean, simple and professional looking. Your 

website is your online shop front - a reflection of your business and the quality of 
your products - so it has to convey the image you want to present to the world.  

A clean, simple site can do that perfectly well.  

It might be nice to have a high-tech slideshow presentation to greet your visitors 
when they enter the site, but it won’t help you to sell any more. If you do want to 

invest in this kind of presentation, make sure it doesn’t take too long to load. 
Otherwise your customers will get impatient and…click…they’re gone. 
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Teleflora is one of the world’s leading florist websites. It has a clean, simple design, 

which all florist websites would do well to imitate. 

 
Focus on quality images of your flowers and 

clear, strong descriptions 
There are two main reasons why most florist websites are so abysmal at selling 

anything: 
 

1. they have poor quality images of their flowers 

2. they have poorly written descriptions of their flowers. In many cases the 
product descriptions appear to be an after-thought, hurriedly cobbled together to 

fill the pages. 

This is partly to do with the way most web design firms go about building a 
website. They focus on the graphic design and technology, while the florist 

business owner normally provides the “written content” to add to the website. 
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The web design firm doesn’t really care what this content says. To them, it’s 
essentially just something to fill the space to get the website finished. 

I will say more about product photos and descriptions later on in this handbook. 
But if you read no further and take away just one message from reading this it 

should be this: 
 
“Focus on providing the best quality photos of your flowers that you can 

afford – and write the most compelling and persuasive descriptions possible 
for each product you are selling on your website.” 
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CHAPTER 2  

How to find your own Unique 
Selling Proposition 

If you’ve read any books on marketing, you will have heard of the concept of a 

Unique Selling Proposition (USP). It is one of the most important elements in 
your sales message. It will influence everything you write on your website.  

To develop your USP, you need to put yourself in your customer’s shoes and ask 

the question:  

“Why should I do business with you rather than any other florist?”  

When you have a great answer to that question, you can really push sales through 

the roof.  

One of my favourite florist websites is ProFlowers. (www.proflowers.com). 
They have consistently been one of the world leaders in online florist sales.  

Here is ProFlowers’ unique selling proposition: 

 

“Send the freshest flowers sourced directly from farms.” 
 
Now, Proflowers are not the only florists who send fresh flowers sourced 
directly from farms. But they have realised this is a strong selling point for their 

target market and so have owned this particular slogan. 

They also advertise 99% on-time flower delivery and 7-day freshness 

guaranteed. These are both strong backup selling propositions.  
 

Organic Bouquet (www.organicbouquet.com) is another leading online florist 

with a strong USP. In this case, their uniqueness is based around the fact all 
their flowers are grown organically and/or sustainably. Furthermore, when you 
purchase flowers from Organic Bouquet, you are helping to improve the life of 

a flower farm worker, their family and the local floral community. It all adds up 
to a strong USP. 

In the UK, eflorist (http://www.eflorist.co.uk ) has built its USP around the 
promise of “Beautiful fresh flowers … from under £30”. 

http://www.proflowers.com/
http://www.organicbouquet.com/
http://www.eflorist.co.uk/
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eflorist in the UK has built its USP around the promise of “Beautiful fresh flowers … 

from under £30” 

 
Base your USP around BENEFITS 

There are two key aspects to developing a powerful Unique Selling Proposition.  

First, think about all the bad things that competitors in your marketplace do, 

which customers complain about. These are things that you can turn to your 
advantage if you can say that you don’t do them.  

Second, think about the strengths that your business has, which set it apart from 

your competitors.  
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You need to think beyond the obvious features, such as customer service, the 
quality of your flowers, lowest price etc. 

Every florist claims they provide outstanding customer service. Everyone says 
their flowers are the best. You need to do some hard thinking about what makes 

your florist business unique – and why people should buy from you rather than 
from anyone else.  
 

Until you can answer that question convincingly, your website and online flower 
sales will always remain mediocre. And only you can truly answer that question.  
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CHAPTER 3 

‘Borrow’ ideas from other 
successful websites  

I have worked for many years with a successful “old school” direct mail 

marketer. He’s been in the direct mail business since the 1970s and made a lot of 
money. The first time I met him in his office, I was intrigued to see all kinds of 

advertising material, from all over the world, lying on his desk. He explained, he 
relies heavily on copying (and adapting) the ideas of other successful marketers.  

And the truth is, virtually everyone in the advertising and marketing field 

“borrows” ideas from other successful ads. You should do the same.  

In your case, you are looking specifically for florists’ websites that grab your 
attention and, above all, make you want to buy from them. They may not be in 

the same city or country – in fact, it’s better that they are not. But you will find 
headlines and phrases that work effectively and can easily be adapted to your own 

market.  

Most professional advertising copywriters collect what they call a “swipe file”. 
This contains all kinds of advertising material which they can then adapt to fit the 

particular market they are writing for.  

If you are serious about creating a successful website, collect as many examples 
as you can from as many different cities and countries as possible. And don’t limit 

yourself to florists’ websites. Look at sites in other markets as well. The more 
you collect, the easier your job will become later.  

As well as websites, you can get ideas from other sources of advertising. 

These include:  

• direct mail sales letters (don’t throw these away – study them for the techniques 
they are using)  

• print advertisements  

• TV and radio ads  

One of the most successful headlines I have written, was inspired by an ad I heard 
on the radio while driving in the car – for a completely different product. But it 

gave me the spark of an idea, which I could adapt. 
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But a word of warning… 

Having said that other people’s advertising is a valuable source of ideas for your 

own business, I must add a proviso - it must be tempered with common sense, 
judgement and skill. 

The reason is, a headline that worked like magic in one market, may completely 

bomb if you try and use it in the wrong context. And there may be subtle factors 
in a successful ad, which you may completely miss if you try to duplicate it. So 

you need to use your marketing “nous” before you blindly copy another ad. 
 

 
 

“Hauntingly Beautiful Halloween sale.” FTD Flowers put time and effort into creating 

headlines that draw customers in. (And they also have fabulous flower images.) You 

should do the same! 
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CHAPTER 4  

How to build TRUST with your 
website 

When you are doing business online, it’s essential you come across as cred-

ible and trustworthy on your website. Trust is the essential lubricant that allows 
business transactions to take place. And it’s even more important online because 

people can’t see you in person.  

As a small business, you can’t afford the money it takes to establish a national 
brand. Therefore, you must find other ways to build trust and confidence from the 

moment visitors land on your site.  

 

What makes a website credible?  

The way we determine the credibility of a website is similar to the way we 
determine credibility in any other situation: are we familiar with this person or 

business? Have we had previous, beneficial dealings with them? Do they come 
recommended by someone we trust? Does it look and feel professional?  

Use photographs of you and your staff to create trust 

If you give people the choice of doing business with a cheerful, competent person 

rather than a faceless corporation, and they’ll choose the person every time! It’s 
important to remember, as a small business, you and your people are what set you 

apart from your competitors.  

So it’s important to show a photo of your staff or sales team. This kind of team 
photo can help to convey the personal service you show your customers. 

Assuming you also have a ‘bricks-and-mortar’ florist business, show a photo of 
the building, too. Even if it doesn’t look spectacular, it demonstrates that your 
business is genuine, and this all helps to build trust. 

 
 

Tell the story of your business 
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While people don’t like to read pompous, elevated claptrap about you and your 
business, they do like to read your personal story. People love to read about other 

people. The newspaper and magazine industry have known this since the 
beginning of time. A personal story about how you came to set up your business, 

the reasons why you started it and your personal values etc. will always be read. 

In fact, telling your own personal story, in a friendly and chatty manner, can be a 
powerful way to build trust on the internet, where everything is usually so 

impersonal. It will help you to build a bond of friendship and trust that will 
produce sales. 

 

Use testimonials to build trust 

Testimonials are the best method of all to build your credibility on the internet. 

They show that ordinary people have purchased your flowers and been happy! 

You can never have too many testimonials. In fact, the more the better. Most 
businesses neglect getting testimonials because they don’t like imposing on their 

customers.  

If your customers are slow at providing testimonials, even if you ask them 
politely, you can make it easier by phoning them and asking them to tell you in 

their own words, while you write down what they say! This way, you make it 
relatively painless for your customers and they are usually happy for you to 

paraphrase their comments slightly on your website. 

Use a person’s name and as many other details as possible in your 
testimonials 

We’ve all seen testimonials that are signed by someone like ‘Mr G, Auckland’ 

These testimonials lack any real credibility, because how do people know they 
are genuine? They could be fakes. That’s why it’s important to have the name, 
and other details that will help to build credibility.  

It’s best to take only two or three sentences for the testimonial, to make it shorter 
and more punchy. Feel free to remove extraneous phrases, as long as you don’t 

change the overall intent of the person giving the testimonial. 

Ideally, try to get a selection of testimonials on various aspects of your business 
– for example, one about your great customer service, another about your 

selection and prices, a third about how you took special time to explain 
something, a fourth about how they recommend your site to their friends, and a 

fifth about the promptness of your shipping.  
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Provide your full contact information 

The more contact information you put on your website, the more it increases trust 

among your prospective customers. Put a street address, phone numbers and 
email contact, so it’s as easy as possible for people to check you out and contact 

you. Consumers are wary of websites that provide minimal contact details.  

 
Offer a strong Guarantee 
 

 
 
1-800 Flowers have a clear, simple and slightly light-hearted guarantee, which is 
effective. 
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CHAPTER 5  

How important is graphic design 
in your website’s success? 

It’s theoretically possible to make sales from a website with absolutely no 

graphics at all, if you write a persuasive enough sales message.  

Nevertheless, graphics are very important. A study by Stanford University found 
47% of people make a decision on whether to buy from a website, based solely 

on the appearance of the site (essentially its graphic design).  

This implies that if your website looks attractive and professional, nearly half 
your customers will immediately feel comfortable about doing business with you.  

 

Presentation is particularly important for an 
online store  

For an e-commerce website, where you are trying to get people to pull out their 
credit card and buy directly from the site, a picture really is worth 1000 words. 

How good a product LOOKS has a huge impact on how well it SELLS.  

Your images need to be razor sharp and professional  

Your prospective customer wants to see every possible detail of the flowers they 

are thinking about forking out their hard-earned cash to buy. 

As I keep reiterating, trust is so important in closing a sale, and having a fantastic 
looking site with fantastic-looking photographs of your flowers will help you win 

that sale from a lot more people. 

Of course, a great picture has to be backed up with a great product for long term 
success. But if you don’t have a great image, a lot fewer people will be willing to 

buy from you no matter how good your product is. 
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The 10-second window 

Research has found most people searching for products or services on the internet 

will make a decision within about 10 seconds of landing on the site, whether they 
like it enough to stick around. 

In this brief time, it’s possible to get a “feel” for a website. People will either feel 

they are in the “right place” or they will feel a sense of anxiety or unease about 
the website and quickly click away. 

Much of this initial impression is based on the website’s graphic design and 
colour scheme. If you have doubts about the way your current website looks and 
“feels” to your visitors, the simplest way to find out is to ask friends and 

colleagues for their honest opinion. Ask them to look at your site and also some 
of your competitors’ sites and be brutally frank about what they think. 

 

The basics of good graphic design 

Here’s what you should expect a good graphic designer to accomplish: 

• select a colour scheme which is harmonious and creates the right impression for 

your business; 

• include attractive photographs of your products, which are large enough to show 
important details; 

• design a navigation system for your website which makes it easy for people to 
find the pages they are looking for; 

• put the most important ‘calls to action’ in the right place to attract visitors’ eyes.  

Good graphic design is too important to your website’s success to risk an amateur 

look and feel. Good graphic designers may charge up to $100 per hour (a decent 
plumber can also charge that much). When you understand how great graphics 

can boost your sales, it’s worth it. Make the investment. 

 

Keep your colour scheme clean and simple 

Research has proven beyond doubt that black text on a white background is best 

for reading online. If your aim is to get your message read, then don’t deviate 
from this tried and true combination. 
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CHAPTER 6  

The secret to successful  
e-commerce websites 

Use lots of photos... and they must look professional! 

A picture really is worth 1000 words for an online store. In fact, you could 

increase that value to 10,000!  

When you are selling flowers online, your visitor can’t touch or smell them. They 

rely largely on the pictures they can see of the flowers, plus the description you 
write. This means, the sharper and more professional-looking your photos are, 

the better.  

I have been approached by new florists just starting out with an online store, who 
have tried to save money by taking photos of their products with their digital 

camera. Unfortunately, unless you happen to be a talented photographer, these 
kinds of photos don’t look professional. They will make your online store look 
amateurish, and will put doubts in your prospective customers’ minds.  

If you really can’t afford to get photographs of all your products taken 
professionally, then just get photos of your top selling items, initially.  The 

80/20 rule usually applies to online stores. Eighty per cent of your sales will come 
from 20 per cent of your products. So if your budget is tight, get a professional 
photographer for those top-selling 20 per cent of products.  

 

8-point checklist for a successful online store 

1. Is the website itself a great product? In other words, does it look sharp, 

professional and inviting for customers? 

2. Is the opening paragraph on your home page effective? Does it spell out your 
USP (unique selling proposition)? Does it speak to your prospective customers’ 

emotions? 

3. Can your customers reach every product in the store in three clicks or less? 
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4. Are the product photographs professional? Do you have photographs of people 
using the products? (You should).  

5. Are the product descriptions clear and customer-focused, spelling out benefits 
of each product? 

6. Does your customer understand exactly what they are getting with each 

product? (Don’t take this for granted.) 

7. Have you eliminated your customer’s risk (i.e., a strong guarantee etc). Is the 
guarantee crystal-clear to the customer? 

8. Is there a smooth checkout process, with no more than three clicks from Buy 

Now to checkout? 

 

The greatest downfall of online stores… 
abandoned shopping carts 

Many people shopping online leave their carts abandoned... a majority, according 

to some studies. For one reason or another, they give up half way through the 
purchase process.  

Sometimes, people simply change their mind and there’s nothing you can do 

about that. But in most cases of shopping cart abandonment, it is due to the 
checkout process being confusing for the customer. This is something you 

definitely CAN do something about. 

1. Keep your website’s checkout process simple  

You need to make your checkout process as “idiot-proof” as possible. The easier 
it is for visitors to complete a transaction, the more purchases you will see and 

the instances of cart abandonment will decrease. Customers get frustrated easily 
and the more steps it takes from the time they select a product to the time they 

pay for it, the higher the chance they will give up all together. 

2. Always provide your contact information clearly on your website  

Customers are much more likely to purchase from you if your website displays 

contact information in a conspicuous area. Put it at the top of every page and your 
customers will have confidence that if they experience any problems they can 
contact you.  

3. Give your customers a clear idea of where they are throughout the 
checkout process  
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Look at how the big online stores, such as Amazon, do it. At the top or bottom of 
the page, there is a list of the steps in the checkout process with the customer’s 

current step highlighted. This allows customers to know exactly where they have 
been and where they are going. It reduces frustrations because the checkout 

process is clearly mapped out for them. 

4. Put product pictures in the shopping cart  

This reminds customers of what they are buying and acts as an extra incentive to 

complete the transaction! 

5. Make the Proceed to Checkout link super-obvious  

The checkout button must be prominent on every page of your site, so your 
customers can’t miss it! 

 
Other ideas to help avoid the disappointment 
of abandoned shopping carts... 

1. Be creative with shipping costs. Don’t give your customers a nasty surprise 

at the checkout with unexpected shipping costs. Absorb shipping costs for orders 
over a certain dollar amount to encourage bigger orders. For the more price-

sensitive customers, bury part of the shipping costs in the actual price of the 
product. You’ll win over customers that you might have lost.  

2. Clearly explain your return policy. Include your policy with your Guarantee. 

The more generous you are, the more comfortable your customers will be. Don’t 
worry about the occasional customer abusing your generous return policies. Of 

course, you’ll get a small number who will. But most online store owners can 
verify that 99 per cent of customers are decent people who won’t abuse your 

generous policies. 

 

Minimise the number of clicks from Buy Now 
to checkout 

When you are talking with your web developer about the right software to use for 
your online store, the checkout process should be high on your priority list. 
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Some shopping cart software is incredibly clunky and requires page after page to 
be clicked on, and forms to be filled out, before the customers completes the 

order. 

The bottom line… 3 clicks from Buy Now to Submit Order is ideal. Every 

additional click you add to the process lessens the likelihood of a sale. 

Smart companies like Amazon add each customer’s information into a database, 
so they never have to enter it again. This makes the buying process super-easy 

for every subsequent purchase. Once you’ve made an initial purchase from 
Amazon, you can bypass all the tedious form-filling, and buy with a simple one-

click process. 

 
Check the checkout process before launching 
your store! 

Find a few people, such as friends or family members, who are similar to your 
target customer. Ask them to purchase something from your online store and give 
you their brutally honest feedback. 

Ask them to browse the site looking for products. Are they easy to find? 

Listen very carefully to the feedback you get. Note where people say they get 
stuck or confused. Then fix these problem areas and test again with more people, 

until the whole process is super smooth for customers. 

 
Dare to be different! 

On the internet (as in life) most people try to copy each other. They are afraid to 

stick their neck out and be different. They want their website to look like 

everyone else’s. They want to play it safe. 

Unfortunately, this is a recipe for mediocrity. Look at any truly successful online 
store. It stands out because it has a unique “personality”. The point is... there 

MUST be something unique about your store that sets you apart from your 
competitors!  

 
Change your “shop window” often 



23 
 

Most retail stores in a shopping mall or town centre try to change their window 
displays regularly. You should do the same with your online store. Keep your 

home page fresh and up-to-date. 

Make changes according to: 

• the season 

• special holidays or celebrations 

• special promotions etc.  

 
Follow up your customers by email 

Make sure you collect the email address of every customer and put it into a 
database, so you can follow them up with special offers in future. Ideally, this 

facility to collect email addresses in a database should be built into your shopping 
cart software. 

You should also have a newsletter sign up form located prominently on your 

home page. 

 
Send your emails in HTML format 

There are differing opinions among internet marketing experts about whether to 
use plain text or HTML emails for follow-up marketing. 

Here is my view: 

• Plain text emails are better for companies selling a single product or service 

• HTML is better for online stores. 

Here are the pros and cons: 

Plain text emails are less likely to be blocked by spam filters. This is because 

HTML emails are primarily used by advertisers, so they tend to trigger the interest 
of spam filters. Emails that are predominantly made up of images, with very little 
text, are a red flag for spam filters, as spammers often use this format. 

But if you include plenty of text in your HTML emails, you shouldn’t have too 
much problem with spam filters. 



24 
 

The reason I advocate HTML emails for online stores is that you want to show 
pictures of your products. And you can’t do it with plain text emails. 

With HTML emails, you can send any page of your online store, directly to a 
customer’s inbox. Customers can buy directly from the email... simply by 

clicking the Buy Now button. 

A well-designed HTML newsletter is a powerful way to grow your online store 
business.   

How to build an email database that is worth 

its weight in gold 

Building a database of names and email addresses should be the number one 

objective of anyone who is serious about selling on the internet.  

The size of your email database and the relationship you have with them will, 
over time, become the most valuable aspect of your online business.  

Once you have an email database, of people who trust you, you can send out a 

special offer and just about be guaranteed of making money. And you can do this 
time and again over the months and years ahead.  

It’s important to remember, your email database is not just a collection of names 

without faces. Each email address represents an individual, who has given you 
permission to contact them. This allows you to build a one-to-one relationship 

with each person.  

This relationship should never be compromised or exploited. Otherwise you will 
lose people’s trust and they can easily unsubscribe from your list.  

If you do email marketing the right way, when you promote a product in the 

context of your newsletter, you’ll get sales at a very low cost. You will gradually 
build a loyal customer base, and turn your email newsletter into a profit centre! 
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CHAPTER 7  

Traffic – the lifeblood of your 
Internet business 

I’m sorry to tell you but the web is a harsh place. You can have the best looking 

site in the world, selling fantastic flowers and go entirely ignored or unnoticed. It 
happens. It’s happening right now. Somewhere out there in cyberspace is a brand 

new, attractive website loaded with great flowers for sale - and nobody cares. 
Poor little lonely site.  

Here’s the sobering truth …  

No matter how much money you spent on it, how stunning it looks or how 

persuasive the sales copy is, your website is nothing more than a bunch of files 
sitting on a computer.  

It just so happens these files are connected to the internet, therefore anybody can 

get to them. But ultimately, they can only get to them if they know they exist. 
Somebody has to link to them, or they need to be given the URL. Otherwise, your 

website remains invisible.  

But there is hope  

Every website had its early days. Even sites that get hundreds of thousands of 

visitors a day started out with none. But it’s a gradual process and you won’t 
suddenly start getting hundreds of visitors to your new website overnight!  

In most cases, you cannot rely on ‘free’ traffic 
alone  

There’s still a widespread myth that you can run a profitable internet business 

without spending money on advertising. It’s simply not true. Very few online 
businesses can succeed without paid advertising.  

Most internet businesses will need to advertise or they doom themselves to a 

meagre existence of small sales, smaller profits – and gradually decreasing profits 
at that.  

It’s true that by carefully optimising your website for the search engines, you can 

bring in a steadily-increasing stream of “free” traffic. But this takes time (at least 
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three to six months to see significant traffic). And, of course, this traffic is not 
truly free because you need to invest time (and probably money) in Search Engine 

Optimisation (SEO).  

 

So, how do I get visitors to my website? 

There are four main ways to get traffic to your website.  

1. Traffic from search engines. 

2. Traffic from pay-per-click advertising, such as Google AdWords and Facebook 
pay-per-click ads. 

3. Traffic from other advertising, such as banner ads on other websites and/or 

blogs, newsletter advertising and affiliate programmes. 

4. Traffic generated by following up former visitors by email, with special offers 

to keep them returning to your site. 

So, let’s discuss each of these four traffic-generation methods, one-by-one. 

 

Traffic from search engines 

To get a steady stream of “free” traffic from Google and the other search engines 

is the Holy Grail of internet marketing. 

Not only is search engine traffic the least expensive, but the people who find you 
through the search engines are likely to be the most responsive, because they have 

sought you out themselves. 

To get traffic to your site for the search words or “keywords” that are important 
to your business, you will need to put some time and effort into search engine 

optimisation (often abbreviated to SEO). 

 

There’s a lot of misinformation floating around 
about SEO 

I’m going to be absolutely frank here. There’s no quick and easy way to get your 

website to rank on the first page of Google. A few years ago, when the web was 
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less crowded and search engines were easily fooled, it was possible to get a page 
one ranking with minimal effort.  

For example, you could repeat a keyword dozens of times on your webpage and 
magically it would shoot to the top of the rankings. These days that’s considered 

spamming and can get you banned from Google. 

There is a huge amount of information now available about SEO. Much of it is 
highly technical, and much of it is out of date. 

To make this section as easy as possible for you to understand, I am going to keep 

it simple. 

If you ultimately decide to outsource SEO, this section will give you a basic 
understanding, so you will be an informed shopper when choosing an SEO 

company. 

If you decide to do your own SEO, this information will get you started, though 
you’ll need to invest in more detailed books eventually. 

 

Slow and steady wins the SEO race 

For most businesses, it’s a slow and steady process to get your website to rank on 

the first page of Google. There are many factors that need to be working well to 
get a website firing on all cylinders and delivering well qualified sales leads on a 

regular basis.  

But the good news is, it can be done, once you grasp a few basic principles.  

The approach I recommend is to attract Google’s attention by creating the types 
of content that people value and want to read. 

Once people start talking about you and like your products, then you are probably 
going to get some free high-quality links to your website, which will make 
Google love you even more. 

 

Google is the only game in town 

I’m based in New Zealand, where 95% of all web searches are now made through 

Google. Worldwide, Google is slightly less dominant but its share of global 
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searches is still more than 75%. The bottom line is, optimise your website for 
Google and your ranking on other search engines will take care of itself.  

 

The two key facets of SEO 

SEO has two parts, each equally important. The first is webpage optimisation and 

the second is getting links back to your website. 

1. Webpage optimisation 

Basically, webpage optimisation means setting up your web pages so the search 
engines can easily understand what they are about, and thus give them the best-

possible ranking. 

At the heart of web page optimisation is ‘keyword’ research. You may think this 
section looks tedious and boring, and be tempted to skip it. But please try to stick 

with me. I’ll explain why keyword research truly can make or break the success 
of your website. 

Over 80% of all online transactions begin with a keyword search. To 

compete, you need to target all the relevant keywords. 

So what are keywords? They’re the words that people are most likely to type into 

Google (or other search engines) when searching for your product or service on 
the internet. 

In your case, you most likely want to attract people who are searching for 

flowers to be delivered to someone in your city or nearby area. 

 

So how do you pick the right keywords? 

You can do this by guess work. But you run the risk of picking words and phrases 

that no one is searching for, or for which there’s already a lot of competition. And 
that’s not what you want. 

Fortunately, there’s a much better way. Sign up for a Google AdWords account 

(you don’t need to spend anything on advertising, just open an account and you 
will get access to the Google keyword tool. This shows the approximate number 

of search queries matching your keywords that were performed on Google and 
the search network in the previous calendar month. 
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Meta tags – the second aspect of webpage 
optimisation 

Meta tags are the hidden tags written in the HTML code of your website. They 

are designed to tell the search engines what your page is about. If you want to get 
a top search engine position, you must put the right content in your meta tags. 

The all-important TITLE tag 

Google relies most heavily on the TITLE tag when it ranks your site. It is vital 

that you put your keywords in the TITLE tag. Don’t just put your company name. 
This is a mistake that many website owners make. You can put your company 

name as well as your keywords, if you like. (But if your title is more than 10 
words, the last words will probably not appear in the browser bar.) 

Sometimes the TITLE is the only information about your site that appears in 

search results. The TITLE is what people use for bookmarks. So it’s important to 
get it right. 

Using your primary keywords in your TITLE tag is the most powerful thing you 

can do to boost your search engine ranking.  

The DESCRIPTION tag 

After the TITLE, the description is your second chance to persuade people to visit 

your website - or not. So it should be an accurate guide to what’s on the page. 
And it must be worth reading. 

Ideally, you should use exactly the same keywords to start your description tag 

as you used for the TITLE. Then you can elaborate further on the content of the 
page. 

The KEYWORD tag 

The third meta tag is the keyword tag. A few years ago, people used to think the 

more keywords they could cram into this tag the better. They would list hundreds 
of keywords. Now, this is a waste of time. In fact, Google regards it as 

“spamming” and will penalise you if you repeat too many keywords. 

So limit the number of keywords on each page of your site. It’s best to focus on 
just a few keywords for each page. 

As you can see meta tags are not rocket science. And if you do it right, you are 

almost guaranteed to dramatically increase your search engine ranking. 
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Headings 

After the meta tags, the next thing search engines look for on your web page are 

the headings. 

In HTML, these are designated by H1, H2, H3 etc. H1 is usually the main 
headline, with H2, H3 etc for sub-headings. 

Since headlines often contain important hints to the content of the webpage, 
search engines take note of any keywords found here. So it’s important to include 

your keywords in the headline and sub headings. 

This may seem a bit technical, but it’s important. Make sure your web designer 
uses these H1, H2, H3 tags on your pages (not all web designers do). 

Body text 

This refers to the main content of your web page and it is very important that your 
keywords are used in the right places on the page. Search engines look at the first 

paragraph for a clue as to what the web page is about, so you need to include your 
main keywords there. 

Furthermore, search engines look at the final paragraph, on the assumption that it 

will summarise the ideas on the page, so it helps to have your keywords in there, 
too. 

You also need to use your keywords on the rest of the page, in a natural way. 

Don’t overdo it, though. The copy must sound natural. Google is so sophisticated 
now, it can detect when keywords have been used unnaturally in a page, and you 

are likely to get penalised. 

Every page on your website – not just the home page - needs to be search engine 
friendly! This is the basic level of care that your website designer should take 

when building your site. If they didn’t, you will need to go through each page and 
make some tweaks. 

In summary 

The ideal web page has the main keywords in: 

• the title tag 

• the description tag 

• the headline and sub-headings 
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• the first and last paragraphs 

• a few times in the main body of the page. 

If all these places use the same keywords consistently, you will have the 

maximum chance of getting a good ranking. 

 

Submitting your site to Google 

If your website is brand new, you should set up an account with Google Search 
Console (formerly known as Webmaster Tools). Then you can submit the site to 

Google, including a sitemap and ask Google to crawl your site. 

If you don’t submit it manually, they will still pick it up as soon as another site 
links to it. When I build a site for a client I normally add it to my portfolio page, 

which automatically provides a link in to the new site for the search engines to 
“spider”.  

In addition, you will want to submit to directories but I’ll cover that in the next 

section. 

 

Incoming links to your site 

Webpage optimisation is only half of the SEO equation. The other half, and the 

harder task, is getting good quality links to your website. 

Google puts a very high value on the number of links coming in to your site, and 
where these links come from. The more popular the site is that links to you, the 

more value Google places on that link. 

Links are considered to be a recommendation that your website is relevant and 
worth visiting. The ideal is to have high quality links to your site, with your 

relevant keywords in the anchor text. So, for example, if your site is about solar 
energy, you would have ‘solar energy’ in the clickable text of the link. 

But getting links from sites that Google considers trustworthy isn’t easy. The big 
question now is, how are you going to get them? Are you going to do it yourself, 
or outsource? Because the cold truth is, free traffic isn’t actually free. It’s either 

going to cost you money or your valuable time.  
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So, how do you build links the right way? 

One of the easiest was to start building links is to submit your site to web 

directories - both general web directories and directories in your market sector.  

Each city and country have their own web directories. Because this handbook is 
going all over the world, I can’t list them all. So you will need to find out for 

yourself which are the main web directories in your location. And then submit 
your website to them. 

Each of these directory listings creates a valuable link to your website, which will 
help to improve your ranking on Google and other search engines, in addition to 
attracting visitors who happen to see your site in the directory itself. 

 

Get links from other websites and blogs 

In addition to directories, there are many blogs and other websites that discuss 

flowers. Contact the owners of these blogs and websites, and suggest the 
possibility of a link to your site, in exchange for a “reciprocal” link from your site 

back to theirs. 

Do a Google search for other websites that are in related fields but who are not 
direct competitors. Contact them and ask for a reciprocal link. In most cases, this 

is a win-win for both businesses and the owners of the sites will be happy to 
exchange links. 

 

One final thought about SEO 

Keep in mind that even a top ranking on Google won’t mean a thing for your 

business unless your website is designed and written to convert that traffic into 
paying customers!  

 

 

 

 

 



33 
 

CHAPTER 8  

Traffic from paid advertising 

W hile natural search engine traffic is something you should work towards, 

few businesses will generate enough traffic through SEO alone. To get a traffic 
volume great enough to run a profitable business, you’ll need to advertise.  

Initially, you’ll probably need to invest in pay per click (PPC) advertising, also 

known as paid search advertising.  

 
 
In Google search results, the top 4 positions are reserved for paid ads – above 

the maps and free listings. There are 3 additional paid ads at the bottom. 
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Google AdWords. These are used extensively by small businesses to drive traffic 
to their websites. They consist of a headline, a description and a display URL. 

Google AdWords (and other forms of PPC advertising) can be extremely 
effective. If you’re in a competitive market, it can be tough to make it pay. 

But PPC advertising is powerful, if you do it correctly, because your ads are 
targeted at people who are looking to buy. 

 

Use Google AdWords to test the conversion rate of your 
website 

One of the most powerful ways to use Google AdWords in the early days after 

getting your website online, is to test the conversion rate of your website. 

How do you know how effective your site is at converting visitors into customers, 
if you’re not getting any traffic? 

If you wait until you build up enough free search engine traffic to test the 

conversion rate, you will be waiting a long time, in most cases. And you’ll have 
no income off the site in the meantime. 

So, use AdWords traffic to drive a minimum of 500 visitors to your site (500 is 
the minimum you need to get a true picture of how well you site is converting.) 

 

The pay-per-click market is competitive 

If you’re serious about PPC marketing (and you should be if you’re serious about 
selling online), you will need to spend an extensive period of time learning how 

to write and target ads, tracking your competitors, and doing deep keyword 
research before jumping in. 

You will probably lose money at the start 

Most people who venture into paid search advertising will lose money before they 

start making money. There are several reasons for this: 

• It takes time to learn how the systems work. 

• You need to learn how to target your ads 

• You need to learn how to write strong ad copy 

• You need to learn how to bid, what position your ad is best to rank in and how 

to avoid over-priced keywords 
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• You are competing against hot-shot marketers who have been doing this a lot 
longer than you! 

• Google rewards its long-term advertisers with cheaper click costs. 

The reality is, PPC is competitive and will require learning, practice and careful 
tracking to generate profits. 

You need to bid high, initially 

When opening up a PPC accounts, many people are hesitant to spend a lot of 

money to get a high position for their ads. This is a mistake because you need to 
get a high enough position initially to get enough traffic to test your offer and see 

which ads are effective.  

After a while, you can revamp your ads, keep only the best ones, and then slash 
your bid price. The ineffective ad groups or keywords will be disabled due to 

quality-based minimum bids and the winners will keep displaying. 

To minimise your initial losses with pay per click, it’s worth taking a couple of 

weeks to do serious keyword research and market analysis before jumping in. 

 

Study the competition 

It is a good idea to look at the various ads that are displayed using your keywords, 

over a period of time. The ads that remain in the top positions for the long term 
are pretty much guaranteed to be winners. 

Why pay per click is important even if you intend to rely on SEO long term 

Pay per click advertising can help you to focus on the right keywords for your 
long-term SEO efforts. It’s a quick and easy way to find out which keywords are 

most profitable. 

You may well discover that the keywords you thought would be the most 
profitable turn out not to be so. You may have to spend up to $500 on Google 

AdWords to ascertain this, but it will be worth in it in the long run. 

The only way to be certain of anything in marketing is to test it. Pay per click 
advertising allows you to test in real time with the fastest feedback of any 

marketing medium. 
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An example of how to use keywords in Google AdWords. Usually you will find the 
name of your city + flowers, florist etc are the obvious keywords to target. 

 

The 4 stages of a successful PPC campaign 
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Paid search is complex, but you can begin to understand it if you visualise it in 
four basic stages. 

Stage 1. Selecting your keywords 

Keywords are a very important part of your Google AdWords campaign. In fact, 
keywords are probably the most important part. They can make or break you. To 

succeed in PPC marketing you need a set of converting keywords that are cheap 
to bid on.  

That might sound simple. But the truth is, it’s not simple at all! 

You need to bid on popular keywords … but … 

If a large number of people are searching for particular keywords on Google, it 
means there is a market for what you are selling. But the downside is, in most 
popular markets, you’ll find fierce competition. 

The bottom line is, can you make your offer more popular than your 
competitors’? 

Can you compete with the other main players in the market? At the end of the 

day, it is the advertiser who writes the most appealing ads and pays the most 
money per click who comes out the winner with Google AdWords. 

If you’re targeting the local market only, you have an advantage, in that the 

competition will be less fierce. In this case, use local place names in your keyword 
list, and use Google’s geo-targeting feature, so your ad is not shown unless the 

customer is in your area. 

You must use highly targeted keywords 

There are various approaches to using AdWords and this manual is not the place 
to go into them in depth. 

I want to focus on a simple strategy, which is to limit the number of keywords 

that you bid on, so you can keep a close eye on results and quickly eliminate any 
ads that are losing money.  

Usually you will find the name of your city + flowers, florist etc are the 
obvious keywords to target. 

A common mistake people make with AdWords is to grab a big list of keywords 

and dump them all into a single ad group. This is a recipe for losing money big 
time. 
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You need to separate your keywords into smaller ad groups, so you can test them 
easily, once your campaigns are running.  

Stage 2. Work out your bidding strategy 

What we’re looking at here, is the price you will pay per click, and your daily 
maximum budget. This will affect the position of your ads in the search results. 

Price. The price you pay per click is based on two factors: (1) The closer to the 

top, the more you’ll pay. (2) The ‘Quality Score’, which Google assigns to your 
ad, measures how relevant they think your ad is. The Quality Score is based on 

several factors, but an important one is whether you have a relevant landing page 
(as we discussed earlier). Not having a relevant landing page, will lower your 

Quality Score and raise the cost per click you’ll be charged. 

Position. There’s a bit of a juggling act involved here. If you pay enough per 
click to get position #1 for your keyword, you will get the most traffic, but it is 

likely to come at a high price. And the visitors you get from position #1 might 
not be as ready to buy as those from lower down, say position #4. So, by bidding 

a bit less, and ending up at position #4, you may get a better conversion rate at a 
lower cost. 

Keyword matching. When setting up your ads in Google, there are several 

options you can choose regarding how closely your ads will match your 
keywords. For example, if you select “broad match”, your ad will be shown when 

any of your keywords appear in someone’s search phrase.  

“Phrase match” requires these keywords to be in your precise order. “Exact 
match” means that your ad is displayed only when a searcher uses your precise 

keyphrase and no other. 

You can also choose “Negative match”, which will stop your ad from showing if 
specific keywords indicate that this searcher is not a good prospect for your 

product or service. 

Daily budget. If you’re on a tight budget, specify the maximum amount you can 
be charged in a single day. Once this limit is reached, Google will stop showing 

your ads.  

Stage 3. Testing and refining your ads 

If you’re serious about developing a site that sells, there’s no better way than to 

test a whole variety of factors, such as the headline, the offer, the sales message 
and even the domain name, by using Google AdWords. 

You’ll discover how important WORDS are in all your advertising! 
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In the old days, people used to do something similar with classified ads in 
newspapers and magazines. They would run different ads for a few weeks at a 

time and see which pulled the best response.  

Now, with Google, you can achieve the same results within days or even hours, 

rather than weeks! Perry Marshall, who is regarded as the guru of Google 
AdWords, recommends testing every aspect of your ads, including capital letters 
versus lower case, exclamation marks, dashes, semi-colons etc. All these 

seemingly minor things can make a big difference in the response rate of your 
ads. 

Unlike traditional offline advertising, where it’s difficult to measure the results, 
with Google AdWords you can see immediately how well your ads are doing. 

You can determine the cost, the click-through rate, and the conversion rate for 

each ad and keyword combination. Then you can use this information to fine-tune 
your strategy and improve your results.  

This has been a brief overview of paid search advertising. It is a complex subject, 

which takes time to learn. If you are determined to master it, you will probably 
lose some money in the early days. But in the long run, if you can develop 

winning Google ads, that turn a profit, you can keep them running continually 
and have a guaranteed stream of income coming in off your website! 

P.S. What about Facebook? 

You will notice I haven’t mentioned Facebook. While a Facebook page is 

important for a florist business, to post regular updates about what you are doing 
in your business, I have never found Facebook an effective way to actually sell 

flowers. 

You can do paid advertising on Facebook, with some benefit. But the results in 
my experience are far inferior to Google AdWords. Bear in mind, people go on 

Facebook primarily to socialise. They don’t go there to buy things. 

On the other hand, when people go to Google and type in ‘florist Sydney’ (or any 
other location) they are usually looking to buy flowers. So with AdWords, you 

have a potential customer seeing your ad. With Facebook, the chances of 
someone seeing your ad and wanting to buy flowers at that exact time are 

minimal. 

So, by all means use Facebook. It can help to build your brand online. But don’t 
expect miracles from it. 
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CHAPTER 9  

Web analytics – tracking your 
visitors 

It’s natural if you own a website to want to know who is visiting your site. Which 

pages they are going to? How long they are staying? In fact, website statistics are 
an essential tool to measure and manage an online business successfully.  

 

How many visitors are coming to your site?  

The first number you need to know is how many people are coming to your site. 

Make sure you’re getting a figure for unique visitors and not page views or hits.  

 

Where did your visitors come from?  

The next important stat is ‘where did they come from?’ For example, you want 

to know which search engines are sending you traffic and which other websites 
have a link that sends people to your site.  

You also need to know what search terms brought traffic to you. What are people 
typing into Google’s search bar to get to your site?  

When you know what search terms are producing the most traffic from search 

engines, you can adjust your keywords and your content, so you get more and 
more visitors coming in on those terms.  

 

Tools you can use to track and analyse your 
visitors 

There are two free services, which stand head and shoulders above the others.  

1. Google Analytics www.google.com/analytics/   

http://www.google.com/analytics/
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Google Analytics is the hands down choice of analytics software for small and 
medium businesses. It offers a wealth of information about your website visitors 

and what they are doing on your site.  

There is a learning curve to set up Google Analytics and get to grips with its 

features. Don’t let it scare you away. With just a little training, you will be able 
to use Google Analytics like a pro.  

And once you do, it will give you so much information that it can be 

overwhelming! 

To use Google Analytics, you need a Google account. If you don’t have one 
already, it’s free to sign up. 

Once you have set up your Analytics account, Google will give you a special 

code, which your web developer can insert into your website. The code goes onto 
every page you want tracked. And hey, presto, you’re in business! 

Although it involves a few technical steps that may be hard to learn at first, using 

Google Analytics is something that gets much easier as time goes by and you get 
a better feel for the exact kind of data you need. And since it’s an application 

from Google, you can be certain that new and useful features will be coming 
around often.  

2. StatCounter www.statcounter.com  

StatCounter is not quite as powerful as Google Analytics but it’s still a 

comprehensive web analytics software. In fact, for small business owners, I often 
recommend StatCounter over Google Analytics because it is easier to use. 

StatCounter has a free version, which is fine for most business websites. There is 
also a paid version for sites which get high volumes of traffic. 

StatCounter has a feature called ‘Visitor Paths’ which tells you where your 

visitors came from (e.g. a search engine, another website, or simply typed the 
domain straight into their browser) the pages on your site that your visitors go to, 

and how long they stay on each page. This is a feature I find particularly useful, 
and which Google Analytics lacks. 

 

 

 

http://www.statcounter.com/
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In conclusion… 

We are now at the end of this handbook. Congratulations on reading this far! I 

know there is a huge amount of information to absorb, especially if you are new 
to internet marketing. So I recommend you go back and refer to this handbook 

often over the coming weeks and months. 

I have covered the key areas of internet marketing, but in some areas I have really 
only scratched the surface. What I have tried to do is give you an understanding 

of the basic concepts of selling online.  

You now know enough to get started on a very successful internet marketing 
campaign. If you intend to hire professionals to work for you, you have the 

knowledge to sort the “wheat from the chaff”. This knowledge alone will save 
you a lot of money by preventing you making the wrong choice. You know 

enough now to avoid being ripped off when buying web design, copywriting and 
other digital marketing services. 

Best wishes for the future of your business!  

 

Chris Mole 

PO Box 3276 

Christchurch 8011 
New Zealand 

Phone +64 3 377 3637 
Mobile +64 21 174 6673 
chris@chrismole.co.nz  

 

More information 

For more information visit: 

 
www.chrismole.co.nz/web-marketing-for-florists  

mailto:chris@chrismole.co.nz
http://www.chrismole.co.nz/web-marketing-for-florists

