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Culture of connection

Then Now
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One to One One to Many

The culture of personal connection and appreciation has shifted.
Y,
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The new behaviour of ‘appreciation posting’
on social media

Personal Connection

Expression of feelings, strengthens bond

|

What it says about me

Public perception, virtue signalling

ersonal
connection

> Reinforces

Social Validation
Likes, views, comments j

People are always thinking about the public perception of the personal action - given or received.




Culture

The public nature of connection
amplifies the personal







The consideration set is reliant on Google search

Google  flower deivery near me v Q

QAI O sShopping @ Maps @ News () Images : More Sefiings  Tools
About 700,000,000 results (0.54 seconds)

Ad - www.panacheflowers.com.au/ ¥ 1800 804 696

Panache Flowers | Same Day Delivery | panacheflowers.com.au

Make someone's day brighter by sending them a lovely bouquet of fresh flowers. Floristry isn't

just about the flowers, it's all about the person receiving them. Free delivery. Designer

bougquets. Flowers designed for you. Types: Bouquets Package, Corporate Package. A
Shop Flowers - Contact Us ' N
LVLY Flower Three Blossoms The Little Bunch

’ < : Jars | Online (Melbourne | Flower
Melbourne Online Florist | Same Day Flower Delivery Flower & Gift...  Delivery) Delivery.

%k %% Rating for figandbloom.com.au: 4.9 - 215 reviews . $35.90 $42.00
Our Talented Team Is Passionate About Creating Contemporary Designed Floral Arrangements. Flowers Across..  Hello Blooms
Free delivery

Ad - www.figandbloom.com.au/melbourne ¥

Ad - www.amazinggrazeflowers.com.au/ v (03) 9374 2929
Flowers Delivery | Hand-tied Flowers
Whether In Store Or Ordered Online Our Flowers Are Delivered Same Day Across Melbourne!

Sinanin @ e =e)
e ® 2 G e :
L2} Footscray [} ® 34 = Flm‘léer Delivery {3 Pretty Little Rustic Native LVLY Mumma |
@ Rarfache F.lowerse Melboumey {Fig& et Thing Flower Bouquet  Online Flower &
Docklaflis o Gt (Melbourne. - Flowers For...  Gift Delivery
V] Soubbarnk’ | D Combervel % 9 $45.90 $44.95 $64.00
i © ®() The Big Bunch - Florist Flowers Across..  Flowers for Ever  LVLY
Melbourne - Same Day... gy Wantima
a 9 R @
Altona Wil X Stkilda &t
S MountGlen Waverley
Malvern East  waverley

Consumers rarely have brands in mind when looking for flower delivery services,
making paid search an important part of the journey - but there is little distinction.

9 Source: Google Search, Searcheangineland, Fig & Bloom Insights Fl%}l()()m |



The category is focused on the product

‘\(. Flgﬁ}cgﬂs“ S Mass
Yoses
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| SYDNEY | ‘ MELBOURNE
Generic Unique

DALY Joons  Fig®ioom
HELLO BLOOMS
DOCTOR COOPER STUDIO

\CQOW [mv\@ WO \ASETTE

There is a fundamental trade off between mass and unique.

10 | Source: How Brands Grow, Byron Sharp, 2010 Fl%}l()ﬂm | ‘



Taking the emotional high ground

Fresh

\j ) Flowers
R Mass

L5~

FLOWERS FLOWERS
(o) ACROSS
ACROSS

| SYDNEY | ‘ MELBOURNE Fi%}loom

Product Emotion

DAILY/oons

HELLO BLOOMS

LDonrer ond,

VASETTE

NI KAU NiChe

Playing to personal connections enables us to elevate ourselves from the traditional category conventions.

1" Source: How Brands Grow, Byron Sharp, 2010
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Category

To be distinctive is to own the
emotion that’s linked to giving flowers







Who are we talking to

a7 ull ¥ .
< laurenquigley

1,222 1,022 802
Posts Followers  Following

LAUREN
264

Follow

POLLTATO

14 | Source: Roy Morgan, Sept 2019

W25-34 Image Thoughtful Prioritise
High Income focused and heartfelt social life
84% 65% ix123 93% ix108 42% ix111
@ ) AGREE AGREE Helping AGREE
Medium-Heavy L : b
Internet Users It’s important to others is It's important to
look stylish an important part have a full social life
of who | am
o/ o/ &
l 'a , AGREE AGREE
None-Light AGREE
. . | respond more to There are not
Commercial Success is . .
) ) charities with my enough hours
TV Viewers important to me .
heart than my head in the day
o 80% ix193 70% ix127
Instagram AGREE
| wear clothes
87.2% ix100 that will get
Facebook me noticed
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A snapshot of their life

LAURENQUIGLEY

3% laurenq

&Y emiton laurenquigley

Liked by nickyfosterart and others Liked by sophielee.stewart and others

laurenquigl z A Our be laurenquigley GALS GON' TROPPO "
both birthday

agaskell

Qv

Liked by vaughneeeee and others
laurenquigley ¢ A LIL DEAD BUT V. PRETTY
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Friendships are closer and more connected

GALENTINE’S DAY 2020: WHY WOMEN

Increase in individualistic values

FEMALE FRIENDSHIP ON 13 FEBRUARY

Home | Video = World | Asia = UK | Business = Tech = Science Stories | Entertainment &

World  Afica  Australia = Europe = Latin America ~ Middle East = US & Canada

People spend longer

unmarried than married
100 Women: Why Galentine's Day is 'the

best day of the year’

heNew ork Eimes | e | ]|

Galentine’s Day s
s ! i

Single people have more
friends and they are better at
maintaining friendships

More and more women see their friendships as just as or even more important as the relationships they have with their
romantic partners, parents and children; They are looking to each other for daily support in all aspects of their lives.

16 Source: ABS 2005-2018; BBC World, 2020; Researchgate, Sarskisian and Gertsel, Bella de Paulo



There is more versatility in what people say in flowers

Sales by Occasion

Our core consumer finds ways to form deeper connections with the people they care about through flowers, outside of the calendar occasions.

17 Source: Fig & Bloom Research and Insights
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Consumer

They express a lot to each other,
all of the time







We care about the senders experience just as much as
the receivers

PRODUCT@ REVIEW

With @ From Fig & Bloom

Fig@iloom | #

20 Source: Fig & Bloom Brand Guidelines; Google Reviews



Authority to enhance connecti
with the giver across all |
arms of the business

21
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Brand

The giver should feel delighted at all
touch points of the brand.




Insights summary
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They say that a picture says a thousand words. But a beautifully arranged, perfectly delivered
bouquet from Fig & Bloom says so much more. We deliver a personal connection every time we
deliver a bouquet of flowers. Whether it’s “I'm sorry | missed our anniversary” or “congratulations

on the new baby” or even "I’'m sorry your boyfriend is a dickhead”.

With Fig & Bloom you really can say a bunch.

26 Fig%‘Bloom | #






Competitor Social:-Audit




@hello_lvly

I’'ve put a lot of
thought into it
and I just don’t think
being an adult is
going to work for me.

LVLY"

You lvly
thing.

Ly

Consistent colour palette Their iconic jar features different messages Lifestyle quotes related to target audience
29 Fig@iloom |
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@nikau.fora

Consistent colour palette Consistent bouquet arrangements
30 FigfsBloom |




a@flowerbowl

|
Consistent colour palette Features people in most photos Uses micro-influencers and ambassadors
31 Fig@iloom |




@doctorcooper




International floralists on Instagram

A | 2o N>
b e 3 »

S, hS '
@blushflowers @ruby_marylennox @theunlikelyflorist
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Best practices

Digital
brand grid

Consistent
colour palette

Reposts users
and ambassadors

Features people
in photos

34
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The five musts that led to our content pillars

Create
.. ) .. Encourage
Be distinct Be consistent Be relatable captivating )
sharing
content

35 Fig{gi}loom | ‘



Fig & Bloom
Social Content Pillars
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Tone of voice ‘

We’re bold but we’re not crude. We’re unapologetic but
not without empathy. We're sensitive but not without a
sense of humour. We understand that gifting is about the
sender as much as the receiver. We don’t just deliver
flowers, we hand-craft each bouquet with heart to create
meaningful connections through them.

Meaningful
Stylish
Light-hearted
Inspirational

Playful

37
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Content pillars

Arrange a

Bunch
(Our bouquets
& brand)

Trending

Bunch

(Tent-pole
events)

An influential

Bunch
(Influencers/
Ambassadors)

Say A Bunch
(Quotes)

Bunch of

Stories
(People
profiles)

38
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Moodboard

39

day d

You're my
favourite

rcam
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Arrange a bunch

This pillar will focus on all things brand and
bouquet related. It will also include thoughtful
messages behind bouquets.

Content examples include:
e Brand

e Bouquets

Platform rebrand

Reposts

40




Arrange a bunch

This pillar will focus on all things brand and
bouquet related. It will also include thoughtful
messages behind bouquets.

Content examples include:
e Brand
e Bouquets
e  Platform rebrand

° Reposts
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Trending bunch

This pillar will focus on tapping into cultural
spikes and the significant moments that unite us.

Content examples include:
e Valentine’s Day
e  Mother’s Day

° Chinese New Year

42




Trending bunch

This pillar will focus on tapping into cultural
spikes and the significant moments that unite us.

Content examples include:
e Valentine’s Day
e  Mother’s Day

° Chinese New Year
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An Influencer bunch

This pillar will focus on engaging and utilising
influencers and celebrities as a new form of
channel to help capture our intended audience.

Content examples include:
e Influencer reposts
e Influencer events/initiatives

e Ambassador program (surprise)

44




An Influencer bunch

This pillar will focus on engaging and utilising
influencers and celebrities as a new form of
channel to help capture our intended audience.

Content examples include:
e Influencer reposts
e Influencer events/initiatives

e Ambassador program (surprise)
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Say a bunch

This pillar will focus on lifestyle quotes that relate
to our target audience. The style of quotes will
be kept visually consistent.

Content examples include:
e Quotes

° Testimonials

46

You're my
lavourite
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Say a bunch

This pillar will focus on lifestyle quotes that relate
to our target audience. The style of quotes will
be kept visually consistent.

Content examples include:
e Quotes

° Testimonials

47

Isit
Friday vet?
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Bunch of Stories

This pillar will focus on Humans of NY style
profiles of people from gifters to receivers,
farmers to floral artists..because we’re not just
flower people - we're people people.

Content examples include:

e  Gift card stories — Stories created from the
different messages sent in the gift cards.

e Interview series — Humans of NY style; A
snapshot of the people behind the flowers -
One of the farmers, floral designers, delivery
people, etc.

e Video interviews

48




Bunch of Stories

This pillar will focus on Humans of NY style
profiles of people from gifters to receivers,
farmers to floral artists..because we’re not just
flower people - we're people people.

Content examples include:

e  (Gift card stories — Stories created from the
different messages sent in the gift cards.

e |Interview series — Humans of NY style; A
snapshot of the people behind the flowers -
One of the farmers, floral designers, delivery
people, etc.

e Video interviews

49




Influencer approach:& ideas




Influencer opportunity

Influencer Marketing Best Practice

Fig & Bloom

Respect, Trust and True
Value Exchange

Long term partnerships /
ambassadors

Highly desirable product,
untapped opportunity,
remarkable experiences,
authenticity

Existing Influencer
Relationships and
Customers

_/

Word of Mouth, Awareness, Reach

Fig & Bloom has a unique opportunity as a brand to align with influencer best practices and leverage influencers without the fee.




Focusing on a relational approach

Social Influencer Relationship Management:
Transactional Relational

Social IRM is the discipline of building and Approach Approach
managing relationships with influencers. It's
built on the principles of social media - respect,
trust, and a true value exchange between brand
and influencer. The goal of Social IRM is to
activate genuine word of mouth online at a
scale that can positively impact business.

Brands build genuine brand love by working with key
influencers that truly love their products. This makes
partnerships more authentic and sustainable overall.

Daisy Boateng, senior social brand manager, Maybelline l/

Social media influencers are to be treated as ambassadors rather than as an advertising outlet.

52 Source: HBR



Fig & Bloom ambassadors

Target: Building on relationships with new and current

ambassadors
= Lorinska

Idea: Create a database of important key dates for
our loyal advocates so that we can arrange to vy
surprise and delight them.

We build a personal connection with them and help

them strengthen their own personal connections. Collette

Werden
Implementation:

e Vouchers (for Micro / Macro)

. Olympia

e Direct flower delivery ( large Macro and mega) %
Vallance

e Sponsoring events

53
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Influencer ideas




Girls only garden party

By Lauren Phillips Influencer suggestions:

Target: Mega / Macro

Idea: We’d like to throw Lauren a

_ Lauren
Girls only Garden Party to celebrate Phillips
Friendship Day on July 30th — filled
with Fig & Bloom flowers and
developing meaningful connections.
Suzy

Eskander

55

Kylie
Brown

Nadia
Bartel




Styled by Fig & Bloom

Target: Mega / Macro Influencer suggestions:

Idea: Collaborate with a fashion brand
or stylist to create bespoke flower

fascinators for the upcoming Spring Styled by Lana
Racing Carnival. Bloom Wilkinson
Elliott
Gaurnat

56 FigfsBloom | #



Flower arrangement classes

Target: Micro / Media / CMOs of
Fashion Brands

Idea: This Mother’s Day, we’ll host
Floral Arrangement Class’ for micro
influencers, where they’ll be able to
craft a beautiful bouquet together with
the person that means the most to
them... their mum.

57

Influencer suggestions:

Madamoiselle
 Jaime

; Zara
' McDonald
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Boys of Fig & Bloom

Target: Micro / Macro Influencer suggestions:

Idea: Create relationships with influencer
boyfriends/partners/husbands and

propose to do the hard work for them.
Get the partners to provide key dates
eg. anniversaries, birthday’s and help

Lachie Thomas

& Brycki ! Bellchambers

them to surprise their girlfriends.

Josh
Miller

58




How it could work

Mega
Influencer

Micro
Influencer

2 53 2 8 I 1 2 ) 2 1

Direct outreach to new and existing

Floral Arrangement

Classes Garden Party Spring Racing

Flowers to Mums Flowers to Friends Xmas

Flowers sent from F&B on ambassador’s birthday — Surprise and Delight
Direct outreach to micro influencers

Provide codes so influencers can delight their loved ones

UGC used on F&B Insta

Always on calendar on activities leveraging influencer relationships.

59
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Paid social best practice

Use content pillars to guide all organic and paid content

oo @ 9:01PM

© Instagram

Use paid social and influencer amplification to drive
awareness and consideration of the Fig & Bloom brand

L 2 223

“l love | e

CBlommi Apply platform and format specific guidelines to creative:
EEEEEEEEEEEEE Use ‘paid partnership’ functionality and minimise copy

Reviews should only be used as part of
conversion/retargeting

An organic and paid social strategy will be developed as part of the next stage in the project: Building the campaign plan

61 Fig%Bloom | #



Email Marketing




EDM’s to be used for upper funnel communications

COTTON:ON

FIG & BLOOM

£1) FREE SHIPPING on all orders over $60

COTTON ONAPP [IP¥FrEN
TS THE NEW WAY TO SHOP.

‘Want to know how to make this Valentine’s Day
POP?

Just open some Champagne, silly!

What's that... you don't have any on hand? That's OK, we have
plenty!

And it's yours FREE when you pre-order Valentine’s Day flowers
before Saturday, 8 February 2020.

Imagine the look on the face of your loved one when you surprise
them with an eye-popping Fig & Bloom bouquet and a bottle of
Pommery Brut Royal NV Piccolo, of course with your
grand declarations of everlasting love!

Follow these simple steps
to claim your free Pommery Champagne:

1. Add a Pommery Brut Royal NV Piccolo to your cart
2. Apply coupon LOVEYOUMORE at the Checkout

) Late afternoon swims, last-minute plans and your
( minimum spend $75) favourite playlist. Go and make the most it.

SHOP NOW

Content Marketing to build inbounds

Personal connections at heart of messaging to nurture

Individualised engagement

EDM'’s should be a vehicle for storytelling around personal connections to complement conversion EDMs.

Fig{%‘Bloom |

63







