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Current organisation structure
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Organisation structure
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Key figures 365 days of flowers

Number of growers

Turnover via auction

Share NL turnover
Share NL units

Germany largest export
country

Turnover share 4 core
countries

Florist/wholesale largest
sales segment
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dagen bloemen

S oo Wl oo ooz loom

2275 Turnover 514 billion 491 billion 645 billion

76% units 1.7 billion 1.6 billion 1.8 billion
price 0.29 0.30 0.34

56%

48%

20%

In 2021, top 20 buyers account for approximately

3590 of the total turnover!
67% 0

9%
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Review
2020-2022
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Promotion objective

Reach at least 65% of the florists in the core countries
Inspiring them in respect of seasonal flowers, thereby
“activating” the florist to achieve greater sales.

Five key activities

1. Themed magazine (print)
2.Seasonal magazine (online)
3.Social media

4.Activation campaigns

5.0ther promotional resources/activities

365
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4,000 florists
3,000 florists

8,000 florists

o

11,00an~|‘9 rists
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1. Themed magazine (print)

Print magazine 365 days of flowers:
« Published 2x per year (April/September)
 Circulation 20,000 -25,000 copies in 4 languages
« Direct distribution via trade magazines

and exporters/wholesalers

Objective:
Inform, inspire and ultimately activate florists CREATE

THINGS YOU WISH EXISTED

Result:

About 14,000 florists receive the magazine directly

Rest receive magazine via exporters

Exporters distribute magazine themselves (example vd Plas)
Trade information appeals to florists

Knowledge is used for employees and customers

Florist is activated to buy products

365
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2. Seasonal magazine - digital

A

Samen
de winter in!
De winter is bij uitstek het seizoen dat
we samen doorbrengen. Nu het al
vroeqg donker wordt, zoeken we elkaar
op. Om feest te vieren, stil te staan,
terug te kijken of vooruit te blikken. In

it seizoen hebben bloemen meer da

Beleef het seizoen

Online seasonal magazine:

* Published 4x per year online

* in 4 languages (NL, UK, D and F)

« Seasonal-related information & inspiration for florists
* Free download material

Objective:

Inspire florists and inform them about the flowers that
are available seasonally with the ultimate aim being to
actually activate florists to buy

Results:

« About 11,500 unique visitors per season (NL, UK, D and F)
« Visit duration between 3 and 5 minutes

« Lots of extra subscriptions to our newsletter (+382)

« More than 1,500 unique downloads of POS material
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3. Social media - Facebook

;’}-{mm; 5{:%

. -

Number of posts: Facebook Netherlands: 218 and 174 internationally
Number of advertised posts: 8 (NL, D and UK)

With adverts, we are aiming for traffic to our digital magazine

Cost per click is €0.28 and this is far below what is spent on average
by an advertiser (€0.70)

« Adverts are of high-quality; click-through rate 5.9% (average 1%)
» Focus on specific target groups (current Facebook and Instagram followers (Europe),
mailing list and similar target groups)

Reach up to and including December 2021:

« Facebook NL: 317,000
« Facebook UK: 171.000

365 .
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3. Social media - Instagram

Social media| Instagram

Number of posts: 148
Number of advertised posts: 8
With adverts, we are aiming for traffic to our digital magazine

365daysofflowers - «

o

Focus on specific target groups (current Facebook and Instagram followers (Europe),
mailing list and similar target groups)

Reach up to and including December 2021: 197,000
Impressions: 325,000

Pick

of the
season
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Mit unseren
Bloemen HerbststrauBen
bureauw holen Sie sich den

4. Activation campaigns RCCACIN erts n e Vose

Holen Sie sich den

Herbst in die Vase! Activation with Blumen Risse in Germany:

« 7 different bouquets with mainly 365 days of flowers in the supply

« Strauss der Woche (the whole of October, a different bouquet each week).
Results:

« Over 1 million impressions on social media

« Website visits Blumen Risse + 21%

« 18,200 bouquets sold (+ 10,000 compared to 2020)

 Florists see the possibilities of working with products from 365 days of flowers

8 // VASA NN
/ J ' B Q\\

Zum Glick gibt's
'Y/
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Bloemen
JUJ\/J_BU bureauvy
Holland

4. Activation campaigns

Activation:

« Mixed bouquet with products mainIY( from 365 days of flowers
« Beginning June 2022 (Whitsun weekend)

Objective:
Activate entire chain to buy flowers (bouquet) from
365 days of flowers packages

Results (expectation)

 Sales of 7,000 bouquets (100,000 stems)
. Partici||:>ation 400 shops

1.3 million contacts

365
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4. Activation campaigns

Facebook competition on FB of Fusion Flowers, starting end February
for a period of 1 month.

Announcement of campaign via newsletter of Fusion Flowers,

« number of recipients of this newsletter: 2,500

« Opening percentage: 57%

The campaign

LOO « 174 participants from 26 different countries
A \N& - Highest posts: 2,700 with 241 likes

N « Winners: 57,417

« Reach of competition: 284,532

Result
« More traffic to our Facebook page during campaign period (2%)
« More subscriptions to our own newsletter

365
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4. Activation campaigns

Flowers for neighbours

Objective:

Boost sales around Neighbours Day. Participants are
activated by our own seasonal magazine, the press and
newsletters. Participants received a free POS package

Result
Number of participants: 70

365
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5. Other promotional resources/activities
Newsletters - digital

LR Digital promotional newsletter:

* Newsletter is sent 6 x per year

* in 4 languages (NL, UK, D and F)

« France has been receiving the newsletters since summer 2021

Objective:
GO HETY RN O DO JORH SUCHEN Seasonal-related information & inspiration for florists
Offering free download material

Results:
Download filer. de-contenti « Over 6,000 florists receive newsletter
« Opening percentage in NL, UK and F above 40%;
I smissnalN * Opening percentage D 20%

365 .
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5. Other promotional resources/activities

#BloemenOpTv

Collaboration 365 days of flowers & Summer Flowers

Activity:
« Weekly flower item with products from 365 days of flowers
(39 episodes excluding repeats)
« Young students working with products from 365 days of flowers

Results:

« Number of viewers on average 500,000

« Joint approach via social media with, among others, #bloemenoptv
« Items can be used for own channels (socials) of the growers

Pagina 17
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5. Other promotional resources/activities

b_luemenkrant.nl

Persdossier — e E
Celebrate Summer With 365 Days of Flowers

A season worth celebrating!

9 persdossiers uitgestuurd

WRTTEN BV 340 DAYS OF FLOWESS | 1 7 08 2000

nooTn

39
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blecemenkrant.nl
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365 dagen bloemen te zien bij ‘De Grote
Tuinverbouwing’

Vanaf raterdag 4 september zin eike woek de bijrond wan hat te zien In de rubriek
van het bekende Tv.programma De Grote Tulverbouwing'. Samen met Summerfiowers s cen Nt met 100
bw e, die op verr manier werwerkt in boek o arr

Dw Byrondere Blosman van het seUcen 24n wekeljks sen tarughersnd onderdesd van de programmening. in sotasl 52
Wnendngen - 39 afeversrgon (U jurw 20227 én 13 herBabrgen i de 2oerer - poe®t stylste Dyasslia Sorvt de hijher feuie
paidoende LOSetGeets voor sen Apivoile woorkarter e wertell Achtergronden over de Bloemen vas het seuten

De Bloemenrnubviek in De Grate Turverbouwing i onderdes! wan o Colecieve Sromatecimpagne 365 dagen
Dioernen. Het mehes (olete! SummerTiowers heefl Ret P Omote 1ot DErtroduieerd By hat Destuur v 355 dagen
BAGEMen &0 Mt eI & Gele enra B L € getrachn. Oe sangesioten Summerfiowers-
lovediors Joveren olios mewk het urveks asnbod var Bioemen

Woemenkist veririgasr va sockel media Via de Facetookpagna’s wan Summerfiowers an 35 dagen bicemen hunnen
bloermisten de bioemenifat van de pragrarmenering belaghen en de wittendingen Selen met hun Barten. Het programms
worck el raterdag om 17.00 uur uigeronden by SE5EG en wordt herhasid op sondag om 10,00 wur. Met programma
Ot wehkedhs door pe 550,000 e tebehen
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5. Other promotional resources/activities

Promotional materials
Surprising promotional materials for florists and flower shops, can be downloaded for free or
offered ready-made

365
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5. Other promotional resources/activities

Media database

Own brand portal containing:
365 DAYS OF FLOWERS - All published flower images of
Sriace Ouibios ar e to e RIS oo it 365 days of flowers (more than 1,500)
el « Media database can be used for free
« Themed magazines
* Previous magazines

365 -
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5. Other promotional resources/activities

Trade fairs & Events
. Trade Fa|r November 2022 Pilot participation

BOOTH

)\ [Experience 39
4% | the season |

da en

bloemen 2.000

365 days
Online booth 934 0:02:26 841

365
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Overall result

On average, 66% of the florists in the core countries (except
France) are reached with inspiration and information about the
flowers in the 365 days of flowers package. With this inspiration
and information, we activate the florist — and his or her supplier

— to buy our flowers.

Pagina 22
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To measure Is to know

In consultation with the Promotion Committee, we are going to carry out :
on a humber of campaign activities.

Survey structure:
¥ Survey in 4 core countries among florists (online and by telephone) to

' gain insights into awareness, appreciation and applicability of the content of
365 days of flowers among our target group.

Y When:
Survey will take place in April/May 2022

Result:

With the results from the survey, we will look at whether they give cause for
(further) development of activities that are in line with the strategic choices
that we are going to make

Pagina 23
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Project objective (mission)

365 days of flowers informs and inspires
to ultimately stimulate purchase intention.
This is done in an appealing and
stimulating way, in keeping with the target
group and the product!
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Broad outline of 365 days of flowers strategy

1. Where: which countries
2. For whom: which target groups (primary and secondary)
3. How and what: activities/resources per target group

4. Objectives

5. Budget allocation: per target group in broad outline

365 s
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1. Where

Primary — proactive:
« The Netherlands

« Germany

* France

 United Kingdom

Secondary — reactive:
« Other countries
« Opportunities/low-hanging fruit

3 6 5 Pagina 27
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2. For whom?

Primary:
Florists: (including the online florist)

Inspire to work with the products of 365 days of flowers
more often and more creatively. This in order to stimulate
the purchase intention and in this way to increase the
supply on the shop floor and in the webshops

Suppliers of florists:

« Exporting wholesale

« Importing wholesale/Cash & Carrys

As intermediary to the florist, inform them in a targeted X _
way and activate them to offer a complete and varied
supply of the 365 days of flowers products.

365
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2. For whom?

Secondary:
Retail chains

Increase the supply on the shop floor which will stimulate
impulse purchases by the consumer (“inspiration effect” of
the florist)

Consumer

Inspire and inform and thus stimulate consumer demand
for the varied assortments of 365 days of flowers.

365
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3. How and what (resources)

target group Most important resources Budget %

Florist/
online florist

Exporters/
wholesale/C&C

365
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core countries

core countries
(focused op
florist)

Magazine (online/offline)
Social media (market-specific)
Website

Collaboration chain parties
Trade media

Image bank

Collaboration chain parties
Magazine (online/offline)
Website

Trade media

Trade fairs

Image bank

high

high

40%

20%
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3. How and what (resources)

target group Most important resources Budget %

Retailer core countries * Shopper activation with BBH medium 11%
Consumers NL  Social media medium/l 5%
NL/Members  Press file NL ow

Product placement/TV
Events/trade fairs (Floriade)

Consumer Other core Social media low 5%
countries (rest

of world)

365 -
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4. Objectives 2023 - 2025

4,000 florists 3,000 florists

buui g

wer 8,000 florists
In recent years, we have reached E '

.'c -

66% of the florists in the core countries through our efforts. _
11,000 florists

In the coming years, we will strive to increase that AT

to 75% with targeted activities. We will make this clear

by means of a survey. b

365 A
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4. Objectives 2023 - 2025

Objective

Awareness of 365 days of flowers among florists.
Appreciation of 365 days of flowers (all materials)
Activation campaigns

Digital newsletter

Social media
Website/digital seasonal magazine

Themed magazine

365
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Growth of awareness by 10% compared to survey 2022
Strive for a score of at least 8.5
At least 3 activation campaigns annually

Annual growth of 5% of recipients of the digital
newsletter while maintaining openings % in NL, UK and
F, and improvement of openings % in Germany

A threefold increase of number of followers

Annual growth of 10% of our website/seasonal magazine
visitors

Depending on the results of the survey 2022, we will
further develop the themed magazine in terms of content
and distribution.
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4. Objectives 2023 - 2025

In summary:

« In the coming three years, we will continue to focus our activities on our most important
target group in our most important sales countries.

« We will continue to inform, inspire and stimulate florists and their suppliers to buy the
assortment of 365 days of flowers.

* On a resource level, we will build on the investments and successes of past years. The florist
survey will provide input for elaboration of and follow-up to these activities.

« In addition and in collaboration with the Promotion Committee, we will examine whether the
results of the survey give cause for the (further) development of the activities that are in
keeping with the strategic choices that we have made.

Would you like to contribute ideas to this? Please sign up for the Promotion
Committee
3 6 5 vith gerardgardien@royalfloraholland.com or tel. +31 (0)6 51 789 746

Pagina 34
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5. Budget allocation per target group in broad
outline

Budget of €375,000 per year

mBloemist ®mexporteur ®Retail ®consument organisatiekosten

365 .
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You can read\more about the votlng proceg the docum nt
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Appeal!

we are looking for enthusiastic committee

members

If you are enthusiastic about the promotion plan and would
like to contribute ideas and take part in the conversation
concerning activities, please contact Gerard Gardien;

gerardgardien@rovalfloraholland.com

tel. +31 (0)6 51 789 746
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Thank you for your attention

We look forward to seeing you at the Keukenhof on 12
May

On behalf of the 365 days of flowers Promotion
Committee

Gerard Gardien

gerardgardien@rovalfloraholland.com

365
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