DUTCH FLOWER CLUB

Dutch Flower Club — Refined USP System
“Flowers you can feel, style, collect, and now wear”
Your brand stops being:
o flower delivery
And becomes:

e asensory floral lifestyle brand

1. The “Wear Your Bouquet” Perfume Concept (Core Idea)
Each bouquet includes a:
Mini Botanical Fragrance Vial™
A tiny, high-quality perfume sample inspired by a key note of the bouquet.
Examples:
¢ Rose bouquet > soft rose attar / rosewater blend
e Tulip bouquet - green stem + fresh-cut floral accord
e Peony bouquet - powdery floral musk
e Wild meadow bouquet - wild herbs + grass + honey notes

e Citrus bouquet - orange blossom / neroli

Why this is powerful

Unlike gimmicks (music boxes, sound devices), this is:
1. Personally wearable

The recipient becomes part of the bouquet.

2. Extends lifespan of the experience

Flowers die in 5-10 days
Fragrance lasts weeks

3. Creates identity attachment
People remember how they smelled when they received it.

4. Highly Instagrammable
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“Smell like my bouquet” is content.

Execution detail (important commercially)

To keep this viable:

Use sample-size atomisers (1-2ml)
Partner with fragrance houses or white-label producers
Keep cost target: £0.40—£1.20 per unit

Rotate scents seasonally, not per SKU (reduces complexity)

2. Evolved “Surprise Collectibles” System

Your carved wooden frog idea becomes part of a structured system:

Dutch Flower Club Artefact Series™

Each bouquet includes ONE collectible:

Hand-carved mini animals (frog, bee, owl, fish)
Dutch folk symbols (windmills, clogs, tulips)
Nature tokens (acorns, mushrooms, birds)

Cultural curios (tiny houses, hearts, stars)

Key upgrade:

They come in themed series:

Spring Series

Wild Meadow Series
Dutch Heritage Series
Coastal Series

Jungle Series

This makes them:

Collectible
Tradeable

Repeat-purchase driving
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3. The Hemp / Fabric Ritual Layer
You’re building a “fashion wrapping system”, not packaging.
Bouquet Styling Materials
Every bouquet includes mixed textile styling:
e Tartan ribbon strips
o  Silk-style wraps
e  Muslin folds
e Animal print accents
e Linen ties
e Velvet seasonal accents
This creates:

“This looks styled, not arranged.”

Positioning shift
Not:

e eco packaging
But:

e fashion styling for flowers

4. Botanical Texture Layer (Your rustic idea, refined)
You're already thinking in the right direction.
Add intentional “florist contrast textures”:

Structural natural elements:

e Wheat
e Barley
e OQOats

e Pampas grass

e Thistles
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e Dried lavender

e Eucalyptus seed pods
Why this matters:
It creates:

e depth

e photography value

e premium feel

e interior design relevance

5. QR Code = “Bouquet Universe”
Your QR idea becomes a full ecosystem:
The Dutch Flower Club Experience Page
Includes:

e  Who grew the flowers

e  Where they came from

e Stylist who designed it

e Meaning of the bouquet theme

e Playlist for the bouquet mood

e Careinstructions

e Impact story (pollinators, donations)

6. “Sell One, Give One” — improved version

Your instinct is strong, but the execution needs refinement.
Instead of:

“We give one bouquet away”

You create:

The Bloom Impact Programme™

For every bouquet:
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e A care-home bouquet is funded

e Or hospice floral arrangements

e Or hospital reception flowers
But crucially:
The customer can see it happening
QR shows:

e where their impact went

e photo of delivery

e recipient feedback (if possible)
This avoids:

e unsustainable logistics

e pricing collapse risk

7. Fragrance Layer Expansion (Beyond the vial)
Your idea becomes multi-sensory layering:
Each bouquet includes:
1. Wearable fragrance (core)
Mini perfume vial
2. Ambient scent card (optional secondary)
e dried botanical card
e lightly scented paper
This creates:

home + body + memory connection

8. Subscription Differentiation Strategy
Your real moat becomes:
”

“Every delivery is a different sensory experience

Competitors:
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e flowers + fashion styling + collectible object + wearable scent + story + music + impact

9. The Big Brand Positioning (Refined)

Instead of “sustainable flowers” or “luxury flowers”
You become:

Dutch Flower Club

“The world’s first wearable flower experience.”

Or even sharper:

“Flowers you style, collect, and wear.”

10. Why this wins commercially

This model creates 5 revenue and retention drivers:
1. Subscription lock-in

Collectibles + series

2. Social sharing loop

Unboxing becomes content

3. Emotional memory

Scent + experience bonding

4, Differentiation moat

Competitors don’t have fragrance + collectibles + styling system
5. Giftability

Becomes far more than flowers
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Final thought
The most powerful part of your concept is no longer the flowers.
It’s this:

Every delivery creates a multi-sensory identity moment — something you can see, smell, style,
collect, and share.

If you execute this cleanly, Dutch Flower Club stops competing with flower companies entirely and
starts competing with:

e Diptyque (scent memory)

e Anthropologie (lifestyle gifting)

e Liberty (design & packaging)

e Airbnb Experiences (story-driven discovery)

That’s a much bigger category than flowers.



