
By Paul Goodman, CPa, PFCI

Storm-Free 
Forecasting

Editor’s NotE: This month, we slightly altered our popular 
Q&A format, because Paul Goodman, CPA, PFCI, our resident 
financial guru, said the questions we put in front of him weren’t 
really the questions florists should be asking — or, more accu-
rately, they weren’t the first questions florists should be asking. 

The original questions, pulled from real florist feedback, 
included the following:  

■■ How many employees do I need?
■■ How many hours do I schedule them each week?
■■ How much perishable product should I buy 

this month? What about this week?
■■ Will I run out of cash?

The problem? “The answers to all of these questions start by 
forecasting your sales,” Goodman said. “It’s a vital business tool.” 

Once you know your sales forecast for a given month, you can 
quickly determine how much product you need to buy and what 
your staffing levels should look like. 

“A good estimate of sales is essential for you to forecast your 
cash flow,” Goodman said. “It is also essential in order to set up 
your budget. It all starts with the sales forecast.” This month, 
Goodman will show readers how to get that reliable, accurate 
forecast, whether you’re just starting out or have been in the in-
dustry for decades.
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TYPICAL AVERAGE 
MONTHLY SALES

the new florist will have to do some 
guessing for a few months. typically, the 
average florist does 66 percent of sales 
in arrangements and loose flowers. Use 
that number to start until you have a 
handle on your own patterns.

Monthly forecasting is not good 
enough for fresh product purchasing. 
You need to go down to the weekly level. 
in general, florist sales tend to be quite 
level week to week — even by day of the 
week. so, track your perishable sales 
by week for the past four non-holiday 
weeks and budget for the appropriate 
amount to fill that amount of business in 
each of the next four weeks.

After you’ve done this by week for 
a couple of months, you should have 
enough experience to set up a budget 
for buying fresh product. And remem-
ber, your target for fresh product costs 
should be no more than 25 percent of 
fresh product sales. 

Paul Goodman, CPA, PFCI, is founder of 
Floral Finance Business Services, based 
in Tulsa, Okla.; editor of Floral Finance; 
and author of The Profit-Minded Florist. 
plgoodman@aol.com

Forecasting for the 
Established Florist
sales forecasting is a fairly easy task if 
you are an established florist (which, 
for the purposes of this article, i define 
as someone in business for at least two 
years). data from previous years will 
help you. the task is even easier if you 
are computerized and have a Pos sys-
tem. on a daily basis, these systems can 
tell you what your sales are for this year 
and the year before. they can do this for 
a single day or for month to date or year 
to date. these comparisons make it rela-
tively easy to forecast your sales for the 
next year or any period of time. 

Your local economy, however, com-
plicates a sales forecast. Aside from 
special promotions and overall advertis-
ing to grow sales, retailers’ sales tend to 
fluctuate with the economy. so, the place 
to start your forecast is by looking at the 
past two months of sales compared to 
the same time period last year.

Whatever percentage change you’ve 
experienced for the past few months 
is the best basis to use to project your 
sales for the upcoming months. You can 
do this for an entire year; just be aware 
that the further out you go, the less con-
fident you can be in your forecast, be-
cause your circumstances may change. 
the simplest approach is to take last 
year’s sales by month and adjust them 
up or down by your current percentage 
amount of increase or decrease. As long 
as the economy is fairly smooth, your 
forecast will be accurate. 

Between 2000 and 2010, the econ-
omy experienced a variety of significant 
ups and downs. these macro variations in 
the economy affected consumer behavior 
and, consequently, retail sales. the past 
few years have been more level, with 
sales slightly increasing for most retail flo-
rists. Monthly forecasting becomes most 
important when times are turbulent. 

Forecasting for the 
New Florist
if you are a new shop, meaning you’ve 
been in business less than two years, 
use the representative averages for 
retail florist sales from the table on this 
page. However, a word of caution: As 
a new business, you will start out slow 
and build to your beginning annual sales 
volume. For example, you may experi-

ence a sales level in the twelfth month of 
operation that would suggest $200,000 
in sales annually. remember, though, 
that you would not have had that same 
level of sales during the first 11 months, 
because you were just starting out. in 
the beginning, you will have to estimate 
how fast your sales are going to grow 
each month. 

the more you break down your 
sales, the harder this task will be for a 
new shop. it would be very difficult to 
forecast funeral arrangements or loose 
flower sales, for example. You just won’t 
know before you get started. 

For the beginning florist, it is prob-
ably best to simply forecast total floral 
sales by month. Estimate what your 
annual rate of sales will be at any given 
month, and then use the table to get an 
estimate for the month. 

For example, suppose you think 
that by April, you will be running at a 
$50,000 annual pace. since April rep-
resents 9.1 percent of the average retail 
florist’s sales, you could project sales of 
$4,550 (50,000 x .091 = 4,550). then, 
suppose you project your annualized 
sales to be at the $75,000 mark for July. 
July should have sales around $4,200 
(75,000 x .056 = 4,200). 

once you’re in business, you will 
want to divide your actual sales into 
categories to establish a good data and 
control base. For sales forecasting, bud-
geting and cash flow purposes, however, 
a gross estimate of sales should suffice.

remember, these are representa-
tive averages. You may need to factor in 
local variables. For example, if you live 
in Vail or Aspen, Colo., your sales are 
tied largely to the tourist population, and 
Mother’s day will be small and insignifi-
cant compared to Christmas. For more 
on trends in your area, ask other local 
florists what they experience as far as 
percentages of sales in each month. that 
will help in making a more accurate fore-
cast during your first year.

Weekly Rundown: Perishable 
Product Purchasing
to know how much perishable product 
to buy, you must  know what your ar-
rangement and loose flower sales are 
going to be. Established florists can look 
at their historical trends and know how 
much to expect on a monthly basis. 

%  
of 

total

Total Sales Volume
$100,000 $200,000 $300,000

Jan 6.2% 6,200   12,400    18,600

Feb 9.9% 9,900     19,800    29,700

Mar 6.8% 6,800  13,600  20,400

Apr 9.1% 9,100  18,200 27,300

May 12.0% 12,000 24,000 36,w

Jun 7.3% 7,300 14,600 21,900

Jul 5.6% 5,600 11,200 16,800

Aug 6.9% 6,900 13,800 20,700

Sep 7.9% 7,900 15,800 23,700

Oct 7.6% 7,600 15,200 22,800    

Nov 7.5% 7,500 15,000 22,500

Dec 13.2% 13,200 26,400 39,600

Based on Floral Finance industry consulting; intended as a 
general guideline only. 


