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Young consumers (“Generation Y” or “millennials”) have 

specific reasons behind their purchasing decisions, as well as 

barriers that can keep them from purchasing certain products. 

When businesses understand how millennial consumers 

decide to purchase (or not purchase) floral products, they can 

emphasize those motives in advertisements and promotions 

while developing strategies to minimize barriers.  

Since millennials are now finishing college, entering the job 

market, and have more purchasing power than in previous 

years, they are the key players in the floral industry’s future. 

However, recent floral consumption trends show that younger 

consumers are purchasing fewer flowers than two decades 

ago. In order to better understand millennials’ preferences and 

barriers for purchasing flowers, an online survey was 

conducted with 3,011 U.S. millennial consumers whose ages 

were between 18 and 40 years old.  

Barriers to Purchase 

Millennial consumers have several reasons that reduce their likelihood of purchasing floral 

products: 

• They do not purchase floral products due to perceptions of them being expensive or their 

longevity being too short.  

• Additionally, millennial consumers do not always think about floral products when they 

are shopping.  

• Another barrier to purchase is that floral products do not survive well in consumers’ 

homes due to air conditioning, pets, etc. Approximately 14% of respondents view floral 

products as wasteful and 12% do not know how to care for them.  

• Less frequently selected barriers to purchase include inconvenient to purchase, quality 

concerns, allergies, not enough variety, do not know where to buy, etc.  



Price is a major barrier for 75% of millennial consumers. Although the majority of men and 

women both agree that cost is a major purchasing barrier, women agree with this statement more 

so than men. These results may reflect different product uses. For instance, women may purchase 

floral products for themselves as well as for gifts; whereas a larger portion of men may purchase 

floral products as gifts. Additionally, millennials thought that price is more likely to be a major 

barrier when purchasing flowers at local florists compared to grocery stores, and price is less 

likely to be a concern to millennials if they are purchasing the products for a holiday or special 

occasion. 

Overcome the Barriers 
An important means of overcoming the barriers of purchasing flowers and cultivating millennial 

consumers’ purchases is to improve their overall experiences with floral products.  

Sales Promotions. Millennial respondents indicated that they would definitely purchase more 

floral products if they received price-related promotions (discounts, coupons, etc.). Discount 

prices were preferred by most millennials in the survey. In order of preference, they next 

identified in-store coupons, followed by “buy two, get one” or BOGO deals, online coupons, a 

loyalty-based program, and receiving a free upgrade. 

Ease of Care and Maintenance. Educating and improving millennial consumers’ care of floral 

products will address the longevity of their floral purchases. The number one way to improve 

millennial consumers’ care of floral products is providing clear instructions on plant/flower 

labels and signs, followed by free flower food with purchase, a beginner’s flower pack with 

everything pre-prepared, and an auto-feeding device which automatically releases nutrients to the 

flowers. Other practices include care reminders using mobile apps, a step-by-step video, follow-

up services to check on the status of flowers, and a QR code linked to online instructions. 

Therefore, by providing proper care instructions, the customer has a better experience which 

results in positive feelings toward the business, their products, and potentially results in return 

visits and purchases. 

Improving Relevance of Floral Products. 

Relevance is important in that it indicates that the 

product/service is important to the consumer and 

resonates with him/her. Millennial consumers 

indicated that the primary way to improve floral 

products’ relevance was having more benefits 

associated with flowers, including environmental 

and health benefits. Another means of improving 

relevance was to make the purchasing and 

sending experience more fun, enjoyable and/or 

adventurous. Giving millennials more reasons to 

send floral products and making the products more visible and conveniently located increased 



relevance. The floral industry can also offer a variety of diverse products and demonstrate how 

flowers are an important part of modern lifestyles. Additionally, if floral products became 

trendier and more visible in media, millennials would perceive them as more relevant. 

Improving Engagement with Floral Products. In addition to relevance, an important way to 

attract millennial consumers is through engaging them with floral products. As discussed in this 

report, millennial consumers perceived floral products as somewhat experience-oriented which 

increases relevance if shopping for floral products is a satisfactory experience. Therefore, 

improved engagement could increase millennial consumers’ enjoyment of floral products and 

ultimately result in more purchases. Millennial consumers indicated that the primary way to 

improve their engagement was to have fun activities, followed by arranging their own bouquets, 

and having a casual space in the store. Millennials also indicated that designing their own 

packaging or hosting in-store events would improve their engagement. Partnering with other 

businesses or being visible at important events (e.g. promotions, sponsorships, flower trucks) and 

on social media improved their engagement as well. 

Overall, millennial consumers have positive attitudes toward floral products but they often fail to 

think of them due to perceptions of flowers being costly or other perceived shortcomings (such 

as short longevity). As such, offering financial incentives can be effective to attract millennial 

consumers, and there are many opportunities to improve floral products’ ease of care, relevance, 

and engagement to attract millennial consumers.  

Takeaways 

• Perceived high price is the major floral purchase barrier for millennial consumers.  

a. Reduce the “expensive” perception through value-added properties (e.g. 

psychological benefits, add-ons, customization options, specialness of the products, 

etc.). Millennials value incentives and appreciate receiving free items such as a gift 

with purchase.  

b. Overcome price barriers by using price promotions that are the most influential, such 

as discounts and in-store coupons.  

• Short longevity is a major floral purchase barrier to millennials.  

a. Provide millennial consumers with clear care instructions, nutrient packets and 

technologies that optimize flower growth and longevity.  

b. Limited longevity can be promoted as a benefit – it provides customers the 

opportunity to bring nature indoors, refresh their home accents frequently, increased 

“specialness” due to the perishable nature of the product, etc.  

• Millennials do not always think about buying flowers. They need reminders and 

more reasons to buy/send floral products.  

a. Use advertisements or promotions to educate millennials that floral products are great 

gifts that can be used for many occasions. 



b. Tout different ideas and ways that flowers can be used (i.e. décor, “just because” 

gifts, etc.).  

c. Send occasional reminders to millennials to purchase flowers for themselves and 

others. 

d. Motivate millennials to buy floral products “just because.” 

• Millennials value customization and personalization.  

a. Give millennials ample opportunity to customize/personalize their purchases. 

b. Providing customized/personalized delivery, designs and discounts to add a 

personalized/customized feel. 
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