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Business Buying Behaviour

Roses Only
Summary
This segment examines a family-owned business, Roses Only.  The business commenced operations in 1995 and brings together in excess of 35 years of retail and floristry experience. The business owner discusses the many facets of the business, including fascinating concepts that make the Roses Only business unique. The focus points for this exercise are the various types of business markets, and recognising the attributes of demand for business products.

Transcript

Jayne Edwards: With only three sleeps until Valentine's Day, florists are gearing up for one of their most lucrative days of the year. The well-known flower delivery business, Roses Only, is among them but it's planning to prune back its reliance on this big Valentine's Day spending spree.
James Stevens, MD, Roses Only: Valentine's Day is by far our largest single day of deliveries but we do plan from up to three to four months out for this one day. I suppose it represents one twentieth of all our deliveries in one year, taking place in one day.

Jayne Edwards: James Stevens is the managing director of Roses Only, which delivers over 100,000 boxes of flowers a year in Australia, New Zealand and the UK.

James Stevens: I grew up with flowers. My parents had a little flower stall in Town Hall Station in Sydney way back in 1967 and, essentially, holidays were spent down at the shop with mum and dad. 

Jayne Edwards: He set up his own business in the mid-1990s out of an upmarket store in Sydney's CBD, ploughing money into marketing and advertising to generate customers. 

James Stevens: The traditional way to essentially set up a store, place an ad in the Yellow Pages, sit there and wait for phone calls and also wait for customers just to walk in. We placed a lot of radio advertising, we did some advertising in places - national media, such as The Australian Financial Review, and we were targeting time poor men in particular.

Jayne Edwards: The advertising budget stretches into seven figures.

James Stevens: It represented almost 100 per cent of our turnover in our first year. We made a reasonable profit in the second year and, at that point in time, we took advertising as a percentage of our turnover, 25 per cent. More recently we keep our advertising has come back to a reasonable 10 per cent. I definitely questioned what I was doing. I questioned my sanity. The thing, I suppose, that drove me was the fear of failure. It was almost like betting again and again, and, you know, it did take the better part of, I would say, seven to eight years before it really came off.

Jayne Edwards: The most popular product retails for $79. Roses Only employs 80 people directly and up to 300 indirectly, sourcing product from local and overseas growers.

James Stevens: We have a minimum 3.5 to 4 cm head size that's required. We have - you know, it's got to have good foliage, the stem thickness has got to be up to scratch. The fact that we specialise makes it a lot easier to actually reduce wastage.

Jayne Edwards: As the business has grown, it's branched out into other flowers, added a national distribution network and moved online at the height of the dotcom boom.

James Stevens: We came across as a dotcom business in some instances and in many ways it was to our detriment. I actually forgot that I was really a real business to start with. I was so focused on coming across as a dotcom business that we actually did forget to put telephone numbers on advertisements at some point in time. Our online sales have compounded at a rate of 30 per cent every year. Online sales now represent 80 per cent of our entire business. 15 per cent still comes through the call centre and we've got two or three stories left that represent about 5 per cent. I don't believe that we'll have any stores within the next two to three years, though.

Jayne Edwards: Boxed fresh fruit and other gifts are also now being sold, with James Stevens setting the ambitious goal of 1 million deliveries a year worldwide in the next five to 10 years.

James Stevens: In time I want Valentine's Day to represent less than 1 per cent of our business. I want those over 364 days in the year to actually all make the difference to our business. I'd rather have a business that's not that seasonal. Essentially, the business that we're looking at going into it, the names that are being registered, being it "hampers only", be it "sparkling only", which is a sparkling wine and champagne business, "fruit only" has been registered. I suppose a brand can outgrow its or the business can outgrow the brand's name, and I think that that's what's happening now in our business.

