
 
 
 
 

FMF Committee Meeting  
January 18, 2022 

11:00 a.m. – 12:30 p.m.  
 
 

Meeting Agenda 
 

 
 
I. Call to Order         Pat Dahlson 
 
II. Approval of Minutes of August 16, 2021     Pat Dahlson 
  
III. FMF Financial Review       Karin Krause 
 
IV. Current Project & New Proposal(s)     Karin Krause 

 
V. FMF Communications and Opportunities    Karin Krause 
 

Adjourn         
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FMF Committee 
Zoom Call Minutes 

August 16, 2021 / 2:00 p.m. – 2:50 p.m. Eastern 
 

Present:  
Pat Dahlson, Co-Chair 
Dwight Larimer, Co-Chair 
Tim Galea 
Cindy Hanauer 
 
 
 
 

Staff:  
Debi Chedester, Executive Director 
Karin Krause, Manager of Communications & 
Outreach 
 
Not Present:  
David Boulton 
David Garcia 
Gustavo Gilchrist

 
I. Call to Order  
After a brief discussion on the state of the industry and comfort levels regarding travel during COVID-
19. Co-Chair, Dwight Larimer called the meeting to order at 2:13 p.m.  
  
II. Approval of Minutes of February 24, 2021 
Mr. Larimer noted that along with this set of minutes there was an electronic vote conducted on May 
26, 2021 approving the new FMF logo, mission, and vision statements. Mr. Larimer asked if there 
were any changes to the minutes. There being none, the minutes were approved by consensus as 
presented. Next, Mr. Larimer asked if there were any questions or comments around the electronic 
vote. There being none, the vote was ratified by consensus.  
 
III. FMF Committee Financial Review  
Mr. Larimer led the financial review noting that as of June 30, 2021, FMF total assets were $289,047. 
Mr. Larimer also noted the separate report on Flower Promotion Fund 101 which is separate from 
the rest of FMF’s general fund and used as an administrative account for distributing attorney costs 
to explore the possibility of a national promotion effort. Mr. Larimer noted Mr. Kennicott’s passion 
for this project and that FMF is acting as a clearing house.  

 
Mr. Larimer asked if there were any other questions or comments on the financial review. There 
were none and the financial review was accepted by consensus as presented.  
 
IV. Current Project & Communications Updates 
Mr. Larimer turned the meeting over to FMF Staff Liaison and Manager of Communications & 
Outreach, Karin Krause. Ms. Krause highlighted that the following three projects are being completed 
by the end of September: Understanding Advertising, Consumer Valuation of Plants, and the 
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Houseplant Consumer Preferences. Ms. Krause noted that we are awaiting the draft of the final 
reports for two studies and finalizing edits for the Understanding Advertising study. There are plans 
to present the Understanding Advertising results along with the Eye Tracking Study at IFE in 
September.  
 
Ms. Krause also noted that the Hugs & Smiles Campaign is in the planning stages of expanding into 
two other states. The target states are Texas and Georgia. Ms. Chedester is working with Christine 
Boldt from AFIF on this project.  
 
Ms. Krause opened for comments and questions on the current project updates. Mr. Larimer noted 
the successful collaboration of sponsors for the Houseplant Study and added that the committee 
should be on the lookout for more updates from these studies coming soon. Ms. Hanauer added that 
the progress sounds great.  

 
V. Opportunities for New Studies and Collaboration 
Ms.  Chedester started this conversation by noting a discussion between several trustees and 
industry members that happened during the WF&FSA Conference about what can be learned from 
the impact of COVID and how to keep the momentum as an idea for a potential new study. Ms. 
Chedester added that we had a brief discussion with Ben Campbell at the University of Georgia who 
is doing a similar study for the greenhouse/nursery industry. Ms. Chedester asked the committee to 
discuss this idea and any other opportunities for new studies.  
 
After some discussion, it was agreed that such a study would not unveil any new data about 
purchasing, so this committee agreed to not pursue it at this time.  
 
Ms. Chedester noted that as we have three studies coming to completion the committee should 
think about future studies and what is needed. Mr. Galea noted knowing how far into the future we 
are looking before there’s a return to normal supply chain would be helpful -- how long will 
shortages last including supply and labor. Mr. Galea suggested that it’d be good to present data for a 
long-term strategy instead of operating in short term. Mr. Dahlson suggested more promotion on the 
emotional impact of flowers, or a study on the ability to increase costs due to COVID.  
 
Mr. Larimer noted that this is his last meeting as the FMF Chairman and that he is passing the 
chairmanship to Mr. Dahlson. Mr Dahlson noted that it’s been a pleasure to work with Mr. Larimer 
and thanked him for his service. Mr. Larimer added that he will still be participating in the 
committee.  
 
VI. Marketing Task Force of Summit Group Update 
Mr. Dahlson led the remainder of the meeting noting his involvement in the most recent Summit 
Group Meeting. Mr. Dahlson noted that there were 2-3 different organizations working separately on 
trying to solve flower promotion.  
 
During the Summit Group Meeting, he reported on the FMF name change and the rebrand, mission, 
and vision. He encouraged everyone on the call to take a look at FMF as a neutral home for joint and 
collaborative projects.  
 
Mr. Dahlson continued to note his involvement with CalFlowers and a new campaign they have been 
working on including videos and marketing materials using the hashtag “#thatflowerfeeling.” The 
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first launch focuses on tiny doses of care. CalFlowers is spending over $1 million to launch this across 
YouTube, Spotify, Pinterest, commercials, and radio ads. Mr. Dahlson noted that a lot of the 
campaign is leveraging social media including involving influencers.  
 
Ms. Chedester commented that it’s a great project and that it’s a campaign that the FMF can help 
promote since it’s not being branded by one organization but instead being shared as a general 
resource for the industry. She encouraged everyone to utilize the materials once distributed.  
 
Ms. Chedester and Mr. Dahlson along with the entire committee then thanked Mr. Larimer again for 
his chairmanship of 4 years.  
 
There being no further business, the meeting was adjourned at 2:50pm.  
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FLORAL MARKETING FUND (AS OF 11/30/2021)

Annual

Market Value Income Yield Current

Equities -$  -$  0.0% 0%

Large Cap U.S. -$ -$ 0.0% 0%

Mid Cap U.S. -$ -$ 0.0% 0%

Small Cap U.S. -$ -$ 0.0% 0%

Developed Int'l -$ -$ 0.0% 0%

Emerging Markets -$ -$ 0.0% 0%

Fixed Income 218,528$   8,018$   3.7% 89%

"Core" U.S. Investment Grade 166,099$  4,060$  2.4% 68%

Inflation Protected -$ -$ 0.0% 0%

High Yield Bonds 52,429$  3,958$  7.5% 21%

Alternatives -$  -$  0.0% 0%

Global Real Estate/Infrastructure -$ -$ 0.0% 0%

Commodities -$ -$ 0.0% 0%

Diversified Hedge Funds -$ -$ 0.0% 0%

Private Equity -$ -$ 0.0% 0%

Cash 27,225$   -$  0.0% 11%

Total 245,753$   8,018$   3.3% 100%
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Houseplants Consumer Preference and Purchasing Behaviors – 
COMPLETE 

 
This study investigates U.S. consumers houseplant preferences and purchasing behaviors focusing 
on the following categories of houseplant products: flowering, succulents, narrow-leafed foliage, 
broad-leafed foliage, ferns, cacti, trailing/climbing, bromeliads, living stones, and indoor palms. 
 
This study was a collaborative effort with the support of co-sponsors Costa Farms, Hortica, Altman 
Plants, Green Circle Growers, and Metrolina Greenhouses. The sponsors provided feedback on the 
survey, final report, and press release before they were released. The co-sponsors had direct access 
to the researchers through two exclusive Zoom meetings before we released the results to the 
public. The final report can be seen on the Trustee Materials page.  
 
Dissemination of Research Results: 
The study was promoted first through a public teaser for the results, which can be seen here. Then 
we shared a press release to announce the December 9th webinar presentation of the final results. 
The final joint press release noting the final report and webinar recording is attached below. The 
researchers also plan to share further analysis through peer-reviewed articles, which we will 
promote as they are completed.  
 
The cost of the study is $42,000 – with $25,000 in co-sponsorships, FMF is sponsored at $18,000.  
 

Understanding Advertising – Increased Demand and Satisfaction – 
COMPLETE – Univ. of Georgia 
 
This project examines and makes recommendations to help firms put the right product in the right 
place at the right time. The study focuses on understanding the competitive landscape and what 
drives the consumer perception of both young and older consumers. Examining how this will vary 
in how they want information delivered and how they want to purchase products. 
 
The results and final report were released to the industry in October. The results highlight the 
differences in how different generations perceive, shop for, and purchase cut flowers. For 
advertising, the results note how highlighting the benefits of flowers are more likely to lead to a 
purchase than just showing displays; it also explores specific words associated with cut flowers by 
demographic. The final report can be viewed on the Trustee Materials page.  
 
 
 

Project Updates 
As of January 2022 



Dissemination: 
The press release noting the final report can be see below. 
Additionally, the results from this study were combined with 
those from the eye tracking study for a presentation by Renato 
Sogueco and Jackie Lacey sponsored by FMF at IFE (photo right). 
We promoted this session and the report across social media as 
well as through email.  
 
FMF is sponsoring this project at a cost of $23,400.  
 
 

Consumer Valuation of Plants – PREPARING FOR RESULTS RELEASE – 
Vineland Research Centre 
 
This study’s objective is to capture the path to purchase for garden center shoppers in order to 
understand the role of pricing for nursery plant purchases and explore which plant qualities 
shoppers consider.  
 
Phase 1: A small introductory qualitative study was completed to set the stage for the plant 
valuation research project and inform upcoming quantitative studies. Intercept interviews were 
conducted at three garden center locations in Southern Ontario as well as one location in British 
Columbia and one in Saskatchewan in September 2020. We shared these initial results on AFE’s 
website as a teaser for the full report. The key takeaways from this phase were that purchase 
objective is planted out but the type of plant is usually decided in-store. The decisions are based on 
the plants dimensions and aesthetics and not growing conditions or hardiness. Price is not a major 
focus which afford flexibility in pricing. Finally, impulse buying is low.  
 
Phase 2: After the initial in-store interviews, the researchers launched an online survey in Spring 
2021 to see how consumers’ prior purchase experiences impact the premiums they are willing to 
place on different features and compare online versus in person buying to determine if consumers 
value plant features differently depending on the purchase scenario.  
 
We have reviewed the report and had a call with the researchers to finalize. You can view 
completed report on the Trustee Materials page.   
 
Dissemination of Research Results: 
The initial public teaser for the results with the initial findings can be found here. We are preparing 
the press release for the results, which will be shared this month. Additionally, the researchers will 
be presenting the results through a webinar on Thursday, January 27th at 1pm Eastern. Mark your 
calendars!  
 
FMF sponsored this project at $29,100.  



 
 

Hugs & Smiles Campaign – In Process 
 
The FMF in collaboration with the Great Lakes Floral Association (GLFA), the Association of Flower 
Importers of Florida (AFIF), CalFlowers, and Asocolflores launched the “Hugs & Smiles Bouquet” 
consumer marketing campaign in 2020.  
 
Over 7500 thirty-second radio and TV spots ran on Michigan Association of Broadcasters (MAB) 
stations across the state of Michigan from July 27, 2020 through September 30, 2020. The campaign 
received and extra boost in the month of October when a 15 second tag on spot was added to a 
voter registration campaign.  
 
Next Steps: 
No new campaign has started, yet, due to industry challenges – including product and supply chain 
issues. Debi and Christine Boldt from AFIF are still working on plans to expand the campaign by 
launching it with Texas State Floral Association in 2022. We have received $5,000 from AFIF for this 
second version of the campaign and $10,000 from Asocolflores. They are currently working on 
getting matching funds from CalFlowers of $20,000 to include the FMF $5,000 commitment. The 
total Texas campaign cost is approximately $150,000. 

 
 

Flower Marketing Monday - Videos 
 

Staff continues to promote the videos collected from the Video Contests in 2017 – 2019 on social 
media every Monday. They remain one of our most popular weekly posts and continue to be shared 
by other organizations as well. The videos can be accessed and downloaded from both the FMF and 
AFE websites.  
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   Press Release

FOR IMMEDIATE RELEASE 

Alexandria, VA – December 10th, 2021 – 
  
The Floral Marketing Fund (FMF), alongside co-sponsors Altman Plants, Costa
Farms, Green Circle Growers, Hortica, and Metrolina Greenhouses, are pleased
to release the results of a consumer preferences study about
houseplants conducted during the COVID-19 pandemic. The results address trends
in houseplant purchasing, which has seen growth throughout the pandemic,
exploring underlying motivations, documenting emerging trends, and allowing the
industry to fully capture the opportunity that this increased interest affords. 
  
The study was conducted by researchers Dr. Melinda Knuth, NC State University, Dr.
Hayk Khachatryan, Mid-Florida Research, and Education Center, UF/IFAS, and Dr.
Charlie Hall, Texas A&M University. The researchers presented the results to the
industry first through a webinar. Both the webinar recording and the full
report are now available to the industry. 

To better understand the rising popularity of houseplants over the last decade, this
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study addresses the gaps in information that speak to the main drivers of consumer
usage. Most recently, due in part to COVID-19, sales have seen further growth
because people spend more time at home and engage in more plant-related
activities. The results of this study help to gain a more comprehensive understanding
of motivations for plant purchasing during COVID-19 and determine how the industry
can sustain this positive growth as consumers return to their “normal” life and work
activities. 
  
The Consumer Houseplant Purchasing Study focuses on houseplants specifically.
The study answers questions like:

What type of outlets do different consumers prefer to shop for houseplants?
Why do older consumers have a lower affinity to buy houseplants?
Which houseplant categories are best liked?
To what extent do value-added attributes like decorative pots increase the
probability of purchase?

  
The study collected data through an online survey providing a national sample. All
six industry supporters, including the Floral Marketing Fund, Altman Plants, Costa
Farms, Green Circle Growers, Hortica, and Metrolina Greenhouses, provided
input on the survey questions and layout. This collaborative effort between the
researchers and sponsors led to more impactful data for the industry. In the core
section of the survey, subjects observed a subset of houseplant images and rated
their likelihood to purchase, acceptable price range for the houseplant, and stated
their perceptions of the level of care they associate with the plant. The survey could
then show comparisons between 2021 and the results of the past pre-COVID survey
in 2019. 
  
Some highlights from the finding include that purchasers of houseplants during
COVID want and are willing to pay price premiums for quality houseplants that
are: (a) attractive and augment their living spaces and (b) are beneficial to their
physical and mental health. These consumers have demonstrated that they enjoy
engaging in houseplant-related activities and will likely continue to engage in those
activities post-COVID.  

Respondents also indicated that houseplants are not only appropriate for gifting, but
also for use during general occasions, like when hosting guests or decorating the
workplace. They also indicated that they purchase houseplants “just because” or
they purchase because the buyer wants the houseplant to care for and nurture for
themselves. This is good news for the industry, offering multiple opportunities to
position marketing campaigns and messaging to encourage both initial and repeat
purchases. 
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Houseplant purchasing does not seem to be slowing down, as some in the industry
felt might happen. Yet, evaluating this information over multiple years to show
purchase trends may be beneficial to support any expansion plans by industry
firms. View the study to find out more on purchasing behaviors, pricing, insights on
non-purchasers, and more. 
  
The study results, along with the webinar recording, can be accessed free of charge
at https://floralmarketingfund.org/research/.  
  
The FMF thanks all co-sponsors and the researchers for making this impactful study
possible. To view our other consumer research reports and collaborative industry
efforts, visit floralmarketingfund.org and consider making a contribution to support
future studies.

About the Floral Marketing Fund (FMF)

The Floral Marketing Fund (FMF) represents a community of floral industry organizations and leaders
collaboratively supporting and funding floral marketing efforts, consumer research, and promoting the
emotional wellness and health benefits to increase consumer consumption of flowers and plants.

The Fund utilizes funds and expertise from industry sources to provide both financial support and human
capital to projects that will benefit the entire floriculture industry – connecting marketers and researchers
directly with industry leaders to directly support increased flower sales.

Help support future studies by making a contribution to the FMF.

 

Floral Marketing Fund 
625 First Street, PMB 803 

Alexandria, VA 22314 

info@floralmarketingfund.org | www.floralmarketingfund.org 
Phone: (703) 838-5239 

View the Full Report

Subscribe Past Issues Translate

https://floralmarketingfund.org/research/
http://floralmarketingfund.org/
https://floralmarketingfund.org/research/
https://floralmarketingfund.org/
https://floralmarketingfund.org/contribute/
mailto:info@floralmarketingfund.org
mailto:info@floralmarketingfund.org
http://www.floralmarketingfund.org/
https://floralmarketingfund.org/research/
http://eepurl.com/dBJaxr
https://us15.campaign-archive.com/home/?u=ca5e65b556621df76e0f77da5&id=748b675805
https://us15.campaign-archive.com/feed?u=ca5e65b556621df76e0f77da5&id=748b675805
javascript:;


1/6/22, 10:19 AM New Study Results Explores Purchasing, Preferences, and Targeted Messaging

https://mailchi.mp/endowment.org/fmf-uga-study-release 1/3

   NEWS RELEASE

Increasing Demand and Satisfaction in the Floral Industry 
New Study Results Explores Purchasing, Preferences, 

and Targeted Messaging

The Floral Marketing Fund (FMF) released the results from the first of three consumer preferences
studies being completed in 2021, Increasing Demand and Satisfaction in the Floral Industry. The
results come from two separate surveys conducted during the COVID-19 pandemic (one in July of 2020
and one in June of 2021) by researchers Dr. Benjamin L. Campbell, Dr. Julie H. Campbell, and Dr. Jessica
A. Holt at the University of Georgia. The study was funded by the FMF, whose mission is to develop,
support, and promote collaborative fundraising, research, and marketing efforts to increase flower sales.

As businesses look to serve new and
existing customers, they must ensure they
are not only driving awareness for
products but also giving customers what
they want in a cut flower. This study
examines why people bought cut flowers,
how to drive awareness through
advertising, and what customers want.

FMF Chairman, Pat Dahlson, CEO of
Mayesh Wholesale Florist, commented,
“This study presents key data on
consumer preferences and ways the floral
industry can better promote our products
to improve the customer experience.”

The study identified where consumers are
purchasing flowers, what their future plans
were to purchase, and the types of
products bought/received. It also asks about the consumer’s perspective on the benefits of flowers and
word association with flowers.

Other key topics include:
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Attracting new buyers by identifying traits in floral products which interest the different
generations of consumers.
Comparing habits by examining the satisfaction of buyers before and after purchase. This
includes perceived satisfaction if flowers were received as a gift.
Exploring the impacts of different messaging and advertising and the effects on different
consumer demographics.
Eight identified market segments and what drives each of their purchasing habits.

In terms of age demographics, Gen X and
Millennials were more likely to say they
would purchase flowers within the next year
than Baby Boomers across most gift-giving
occasions. The results by demographic also
examine of types of flowers purchased and
packaging both bought and received. It’s
also clear that younger consumers are open
to breaking the norm, like purchasing
additional products to complement cut
flowers and purchasing non-traditional
flowers for different occasions.

This study, along with the other two
upcoming releases in 2021, will be
accessible and downloadable here on
the FMF’s site for FREE to help all segments
of the floral industry. To stay up to date on
our research updates and marketing
efforts, follow the FMF’s Facebook page and
check back to the site for new resources and
reports!

About the Floral Marketing Fund

The Floral Marketing Fund (FMF) represents a community of floral industry organizations and leaders

collaboratively supporting and funding floral marketing efforts, consumer research, and promoting the

emotional wellness and health benefits to increase consumer consumption of flowers and plants.

The Fund utilizes funds and expertise from industry sources to provide both financial support and human

capital to projects that will benefit the entire floriculture industry – connecting marketers and researchers

directly with industry leaders to directly support increased flower sales.

Help support future studies by making a contribution to the FMF.

Click Here to Download the Full Report
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New Study Proposals for Review 

 
 
 

Proposal 1: How COVID has changed the floral industry and what is next on the horizon? (Full 
Proposal Attached Below) 
 
Dr. Benjamin Campbell and Professor Julie Campbell – both who worked on the Advertising Study) 
are interested in looking at the impacts of COVID on the industry and make recommendations on 
marketing priorities to have moving forward.   
 
Project Objectives: 
Notably, this project will help firms put the right product in the right place at the right time. 

1) Identify the impact of COVID on purchasing flowers and floral products. 
a. We will evaluate consumer purchasing habits (e.g., types of products, 

expenditures) prior to, during, and their perceived purchasing post-COVID. 
2) Identify traits in floral products that can attract new sales given changes in their 

purchasing due to COVID.  
a. We will evaluate various floral attributes, some examined before and others 

being new (e.g., environmental labels, usage, and care information, etc.) that 
impact a consumer’s decision to purchase.  Notably, we will evaluate how 
consumers that changed their purchasing habits due to COVID are impacted by 
different labeling 

b. Given the results of Colemand and DelPrince (2021), 30% of florists changed how 
they designed flowers, understanding what consumers want due to changes 
caused by COVID is essential. 

3) Identify consumer perceptions of varying supply chain members (e.g., producers, 
wholesalers, retailers, etc.) who were perceived to have responded to the COVID 
pandemic. 

a. We will evaluate how consumers perceive the floral industry responded to 
worker and consumer safety, meeting demand, meeting/exceeding quality 
standards, etc. 

__________________________________________________________________________________ 
 
Proposal 2: Understanding What Drives Online Flower Purchases – Phase 2 (Full Proposal Attached 
Below) 
 
Presented by Melinda Knuth and Charlie Hall who just completed our Houseplant study.  
Focus: This project is a follow-up to Phase 1 of evaluating floral design purchasing behavior. The goal 
of this project is to determine what attributes will enhance website sales effectiveness by focusing 
on online purchasing behavior of floral-related products. 
 
 



Questions that will be answered: 
• How do two-dimensional images of floral arrangement affect online purchases? 
• What marketing messages influence shoppers during the decision process? 
• How does the ease of website use determine purchasing behavior? 
• Which packaging or labeling options captures and holds attention most effectively? 
• Which floral online advertising options capture and hold attention? 
• Do the elements of floral design, such as color, size, and form, play a role in website appeal? 
Does this have an effect on online floral purchasing? 

 
__________________________________________________________________________________ 

 
Proposal 3: The Influence of COVID on Imported and Domestic Flowers (Full Proposal Attached 
Below) 
 
Presented by Melinda Knuth and Charlie Hall who just completed our Houseplant study.  
Focus: This project seeks to evaluate the influence of COVID on imported and domestic production 
in the U.S. cut flower industry. Anecdotal reports in the trade media seemed to imply that 2020 was 
one of the best years on record, but USDA import data suggests otherwise. How exactly did COVID-
19 disrupt the floral supply chain? How were the unit volumes and dollar amount of imported 
flowers impacted? Was the demand for domestically produced cut flowers higher during this 
period? Through this research, we seek to explain some of the volatility the industry is currently 
experiencing, and present vital information regarding the overall health of the cut flower industry 
before, and during, COVID-19. 
 
 
Questions that will be answered: 
• What were the trends of imported floral products pre-COVID? 
• How did COVID affect the volume and value of imported flowers? 
• Was there a spike in the demand for and production of domestic flowers? 
• Do these trends, both imported and domestic, vary by species? 
 

 



How COVID has changed the floral industry and what is next on the horizon?  

Project Researchers 

Julie Campbell, Assistant Research Scientist, Department of Horticulture, University of Georgia, 
julie.campbell@uga.edu, 706-510-8913 

Benjamin Campbell, Associate Professor, Department of Agricultural and Applied Economics, 
University of Georgia, bencamp@uga.edu, 706-542-0852 

 
Total dollar amount requested: $32,535 
 

Project Description 
 
The consumer landscape has shifted dramatically over the past 20 years, with considerable 
changes occurring over the last two years due to COVID.  The traditional model of placing an 
order in-person at a florist has shifted with the change in the age structure of the U.S. population 
as well as both the technological advancements within the production and consumer end.  
Notably, consumers now access information as well as purchase products at mass merchandisers, 
convenience stores, florists, online retailers, supermarkets, etc.  COVID has accelerated these 
changes as many brick-and-mortar stores were shut down in 2020 during the onset of the 
pandemic.  As noted by Coleman and DelPrince (2021), 45% of florists in their survey closed 
operations for 31-50 days with 30% changing the way they designed flowers.  
 
During the onset of the pandemic, many consumers shifted what they spent their money on and 
how they purchased goods.  For instance, plant purchasing increased dramatically during the 
pandemic, but the way in which consumers purchased plants changed.  Notably, online sales 
increased across retailers (Campbell, Rihn, and Campbell, 2021).  However, most likely there 
will be a shift back towards pre-pandemic levels once the pandemic subsides.  This move back to 
pre-pandemic patterns can be seen throughout history as the event fades and consumers return to 
their old normal.  As noted by San Fratello et al. (2021), consumers a large percentage of 
consumers expected to revert to their pre-gardening purchasing and behaviors post-pandemic 
even though they changed behavior during the pandemic. 
 
As such, understanding the competitive landscape and what drives consumer perception and 
expenditures is essential to effectively engage with consumers.  In order to increase sales of 
floral products, a number of steps must occur simultaneously.  First, understanding the consumer 
market is essential.  Behe, Prince, and Tayama (1992) identified five market segments (friendly 
buyers, married men, selfers, annuals, and educated mothers) within the floral marketplace.  
More recently, Campbell, Campbell, and Holt (2021) in a study funded by the Floral Marketing 
Fund found 8 segments within the rose market that varied on a number of demographics and 
purchasing behaviors.     

 
Second, the floral industry needs to provide the product that is wanted/needed by consumers.  A 
lot of research has already been conducted in this area.  Notably, search attributes (verified prior 
to purchase) have been shown to be important in the purchase decision.  Search attributes having 



been shown to influence the purchase decision include flower type (Yue and Hall, 2010), flower 
color (Behe et al., 1999), container (Hall et al., 2010), and price (Behe et al., 1999; Yue and 
Behe, 2010).  Furthermore, other influences impact the decision to purchase, including retail 
outlets (Campbell and Campbell, 2019; Zaffou and Campbell, 2016).  As noted by Campbell and 
Campbell (2019), consumers have differing perceptions of plant retailers which can impact 
views on products.  However, what we do not know is how COVID will impact attribute 
importance or how consumer views about a firm’s handling of COVID will impact their view of 
floral products. As floral firms assess the marketplace, understanding consumer perception of 
flowers is not enough.  Firms need to have a good understanding of why consumers changed 
their purchasing patterns due to COVID and how those patterns may change in the future.   
 
As noted from the above literature, there are a host of studies that have examined issues related 
to consumer purchasing of floral products.  Further, several FMF studies have delved into the 
issues above, such as reasons for purchasing non-floral products (FMF, 2017), the role of social 
media (FMF, na), flowers as gifts (FMF, na), how to capture millennials (FMF, 2016), though 
none of these studies examined the impact of COVID.  This study will look to identify changes 
in purchasing behavior due to COVID, assess how to attribute importance that may have 
changed during COVID, assess how consumers perceive their behaviors will change after 
COVID, and assess how consumers perceive the floral industry.  For instance, did consumers 
shift to more online purchasing due to COVID, and if yes, will this trend continue post-
pandemic?  Did consumers experience quality differences or shortages during the pandemic, and 
if yes, whom did they blame and how did it affect their purchasing?   

 
Project Objectives: 

This project will examine and make recommendations for several of the Floral Marketing Fund 
marketing priorities.  Notably, this project will help firms put the right product in the right place 
at the right time. 

1) Identify the impact of COVID on purchasing flowers and floral products. 
a. We will evaluate consumer purchasing habits (e.g., types of products, 

expenditures) prior to, during, and their perceived purchasing post-COVID. 
2) Identify traits in floral products that can attract new sales given changes in their 

purchasing due to COVID.  
a. We will evaluate various floral attributes, some examined before and others being 

new (e.g., environmental labels, usage, and care information, etc.) that impact a 
consumer’s decision to purchase.  Notably, we will evaluate how consumers that 
changed their purchasing habits due to COVID are impacted by different labeling 

b. Given the results of Colemand and DelPrince (2021), 30% of florists changed 
how they designed flowers, understanding what consumers want due to changes 
caused by COVID is essential. 

3) Identify consumer perceptions of varying supply chain members (e.g., producers, 
wholesalers, retailers, etc.) who were perceived to have responded to the COVID 
pandemic. 



a. We will evaluate how consumers perceive the floral industry responded to worker 
and consumer safety, meeting demand, meeting/exceeding quality standards, etc. 

Project Outline and Proposal 
This project will take place over one year.  An online national survey will be conducted that 
focuses on understanding the role COVID had on the purchasing of flowers and floral products. 
Both floral buyers and non-buyers will be surveyed.  Notably, surveying buyers will allow for an 
understanding of how behaviors and industry perceptions changed due to COVID.  Surveying 
non-buyers will be included in order to better understand what factors would potentially move 
non-buyers to buyers as the U.S. moves post-pandemic. 
 
A total of 2,500 consumers throughout the U.S. will be surveyed via a nationally representative 
online survey.  Researchers will contract with an online database company to obtain respondents 
from the U.S.  The Internet is used by many industries to conduct survey research because of the 
relative advantages including the fact that thousands of surveys can be transmitted at a time, they 
are automatically coded, and it is a very cost-effective process (Cobanoglu et al., 2001).  Internet-
based surveys are also more advantageous because they are faster to conduct than telephone or 
face-to-face interviews, generate more accurate information with less human error and are less 
expensive because of the less labor needed to create, deliver, and analyze the survey (McCullough, 
1998). 
 
Respondents will be asked purchasing questions related to how often and where they purchase 
flowers, for what occasions, how satisfied they were with the flowers they purchased, as well as 
how satisfied the person receiving the flowers (if a gift) was with the floral product.  
Respondents will also be asked about other products they purchased instead of purchasing 
flowers.  Respondents will be asked to answer the questions based on their pre-COVID 
purchasing, during pandemic purchasing, and their perceived post-pandemic purchasing. 
 
In order to assess consumer trade-offs between floral attributes, after the purchasing questions, we 
will utilize conjoint analysis to better understand preferences and identify consumer segments 
within the market, especially as it relates to the impact of COVID on consumer choice.  Conjoint 
analysis is a technique that allows one to examine consumer purchases, give insight to the relative 
importance of product attributes, and allow the industry to assess and adjust marketing strategies 
(Gaasbeek and Bouwman, 1991).  Conjoint analysis is also less biased than focus groups or 
traditional direct question-and-answer surveys because it embeds the topic of question within a 
more natural approach (Moskowitz et al., 2004).  This method also allows researchers to 
simultaneously investigate different product attributes and marketing strategies to determine the 
relative importance of each attribute/strategy in the consumer’s preference.  Conjoint analysis has 
been used to determine the impact of local labeling, and corresponding market segments valuing 
local, such as for consumer preferences for various products, including apples (Onozaka and 
McFadden, 2011), citrus fruit (Campbell et al., 2004, Campbell et al., 2006), peaches (Campbell, 
Mhlanga, and Lesschaeve, 2013a), strawberries (Darby et al. 2008), and tomatoes (Lin, Payson, 
and Wertz, 1996; Onozaka and McFadden, 2011), and of produce in general (Campbell et al., 
2010).  Dr. Campbell, represented in this project, has extensive experience using this methodology. 
 
Furthermore, conjoint analysis will allow for market simulations to be conducted to assess how 
changing purchasing habits due to COVID will impact the market.  Simulations of this nature 



have been used to assess the impact of various product introductions and marketing strategies 
(Campbell, Mhlanga, and Lesschaeve, 2013a; Campbell Mhlanga, and Lesschaeve, 2016; 
Campbell et al., 2006).  After completing the conjoint experiment, respondents will be asked 
about their perceptions of how varying supply chain members and the floral industry as a whole 
performed (worker and consumer safety, meeting demand, meeting/exceeding quality standards, 
etc.) during COVID.   

 
Results will allow for several analyses to be performed, with a specific focus on younger versus 
older consumers.   

1) Comparison of floral vs. non-floral purchases pre-, during, and post-pandemic 
2) Attribute preferences given COVID impact 

a. Allow for market simulations to assess the pandemic impacted the market 
3) Comparison of consumer perception about the industry. 

 
Project Impact on the Industry 
According to Statista.com, floriculture sales in the U.S. topped $31.3 billion in 2015 which is 
higher than sales during the recession but lower than the inflation-adjusted sales pre-recession 
(Statista.com).  Furthermore, floral gift-giving sales are expected to exceed $16 billion by 2023 
(PRNewswire, 2018).  The median floral transaction in 2015 was $12.00 (Produce Marketing 
Association and the Floral Marketing Institute, 2016).  
 
Given these numbers, increasing the number of floral products purchased could have large 
ramifications for firms within the industry.  As the pandemic has changed how many firms 
conduct business, it is essential to understand not only where the industry was, but where it is 
going in the future.  A firm trying to decide on should they take their last two years of data 
(during the pandemic) and make strategic decisions needs to understand whether consumers will 
continue to behave as they have during the pandemic or if the market will revert to the pre-
pandemic normal.  To be more specific, firm’s need to have specific information about not only 
the market as a whole, but what types of consumers (demographics) will continue to behave 
differently.  For instance, San Fratello et al. (2021) found that Millennials were divided in how 
they were planning to behave post-pandemic such that some would continue to garden while 
others would return to their pre-pandemic habits.  Given this, this study will provide firms the 
requisite information to see where the industry was and where consumers are driving it. 
 
Budget: 
$10,000: 2,500 consumers at $4/survey 
$7,223: 1 month of summer salary for Julie Campbell 
$1,662: faculty fringe benefit (23%) for Julie Campbell 
$13,000: graduate student stipend for year 
$650: graduate student fringe benefit (5%) 
 
Total dollar amount: $32,535 
 
 
 



Other Pertinent Information: 
The researchers on this grant finished a successful Floral Marketing Fund grant in 2021 that 
focused on purchasing floral products.  The researchers have also conducted numerous 
marketing projects of this nature for the nursery, greenhouse, and produce industries.  Their work 
has been published in numerous journals, trade press outlets, as well as having their results used 
by Time.com and the Huffington Post.  The researchers on this grant have worked directly with 
industry, firms, and stakeholders to implement their findings throughout the U.S.  Professional 
vitas are included at the end. 
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Phase 2:  Understanding what drives online 
flower purchases 

Melinda Knuth, Charlie Hall, Bridget Behe, Marco Palma 
 

Focus:  This project is a follow-up to Phase 1 of evaluating floral design purchasing behavior. 
The goal of this project is to determine what attributes will enhance website sales effectiveness 
by focusing on online purchasing behavior of floral-related products. 
 
Questions that will be answered: 

• How do two-dimensional images of floral arrangement affect online purchases? 
• What marketing messages influence shoppers during the decision process? 
• How does the ease of website use determine purchasing behavior? 
• Which packaging or labeling options captures and holds attention most effectively? 
• Which floral online advertising options capture and hold attention? 
• Do the elements of floral design, such as color, size, and form, play a role in website 

appeal? Does this have an effect on online floral purchasing? 
 

Methods:   
This project will be conducted in two steps. First an online survey of floral purchasers 
determining what motivates them to purchase online versus in-person will be conducted. It is 
essential to understand who purchases flowers online (v. in-store or by telephone) to better 
understand the demographic, attitudinal, and behavioral differences among these purchasing 
options. The results from the comparison survey will help research identify the aspects of the 
website we should focus on to answer the website usability and functionality questions. This 
phase of the project will require the input and cooperation of retail florists who are willing to 
work with the research team (i.e., allow us to use their website in the experiment). 
 
Understanding the usability and effectiveness of web pages is easier using an established 
research method like eye-tracking technology. Researchers can identify search patterns among 
survey participants to show website barriers and enhancers. Identifying design and functionality 
problems increases conversions and performance. By adding eye tracking to website usability 
testing, we can see exactly what a user is looking at (or not looking at) in real-time when 
navigating the floral site. By studying what the user sees, we can identify the mechanisms and 
processes behind why they stumble with certain tasks and gather clues about how to fix the 
problem. These sticking points, when identified, are often easy to fix and have a high impact on 
improving conversion rates and sales figures. Website performance indicators like bounce rates 
and conversion rates are continuously monitored by website managers and traffic flow analysis 
can point to efficiency and usage issues. However, while these kinds of metrics can locate issues 
in user interaction, they don't necessarily provide information about why these problems arise or 
how to fix them. Eye tracking data provides this type of in-depth look into the minds of 
consumers while they are navigating a website. The insights obtained from this eye tracking 
research well help create more effective user interfaces and advertisements that enhance 



likelihood-to-purchase. 
 
Budget: 
 
Item Cost 
Survey (survey instrument development and 
testing, panel recruitment and implementation) 

13,500 

Publication Cost 4,500 
Eye-tracking Experiment (instrument 
development, recruitment, and 
implementation)* 

20,000 

Total $38,000 
*Two locations: North Carolina and Texas 
 
Scope & Timeframe: 
The advantage of obtaining geographically different samples is that we will obtain a better 
representation of preferences across the country. We will collect data from approximately 100 
subjects per location. The total length of the project is expected to be 18 months. 



The Influence of COVID on  
Imported and Domestic Flowers 

 
Melinda Knuth and Charlie Hall 

 
Focus: This project seeks to evaluate the influence of COVID on imported and domestic 
production in the U.S. cut flower industry. Anecdotal reports in the trade media seemed to imply 
that 2020 was one of the best years on record, but USDA import data suggests otherwise. How 
exactly did COVID-19 disrupt the floral supply chain? How were the unit volumes and dollar 
amount of imported flowers impacted? Was the demand for domestically produced cut flowers 
higher during this period? Through this research, we seek to explain some of the volatility the 
industry is currently experiencing, and present vital information regarding the overall health of 
the cut flower industry before, and during, COVID-19. 
 
Questions that will be answered: 

• What were the trends of imported floral products pre-COVID? 
• How did COVID affect the volume and value of imported flowers? 
• Was there a spike in the demand for and production of domestic flowers? 
• Do these trends, both imported and domestic, vary by species? 

 
Methods:  
This project will be conducted using USDA and FAS data regarding imports and domestic 
production. We will be using economic modeling to analyze import trends from 2010 to early 
2020. With this information, we will be forecast what the dollar value and import quantity was 
projected to be in 2020 through 2022 based on the historical data. We will then compare this 
forecast to the actual import data from 2020 through early 2022 to show the differences overall 
and across USDA and FAS reported species (i.e., roses, chrysanthemums, bouquets, etc.). We 
will then run the same analysis with domestic records and compare with the import analysis. 
 
Budget: 
Item Cost 
Statistical Programming 5,000 
Publication Cost 3,200 
Personnel Time Commitment 6,800 
Total 15,000 

 
 
Timeframe: 
The total length of the project is expected to be 10 months. We anticipate beginning the project 
in March 2022, when end-of-year 2021 data is expected to be released. The project report will be 
completed by the end of December 2022. 



 
 

FMF Communications and Opportunities 
 
Our Floral Marketing Fund email list currently has 1,740 subscribers and is growing thanks to the website 
updates, new webinars, and new research reports.  
 
In 2021, we have made an effort to promote 
the Floral Marketing Fund more, sending out 7 
eblasts with FMF content – some targeting the 
FMF subscribers and some targeting press.  
 
These emails see consistently good open rates 
between 18%-25%. Additionally, the click rates 
are between 1.3%-5.8%.  
 
Facebook Followers: 371 (January 2022) 
 
We have an opportunity to capitalize on the 
momentum of the last year including our 
rebrand and 2 new reports by continuing to 
reach out to the FMF audience with articles 
further analyzing our new results and other 
related news.  
 
Our plan in January and February is to release 
the Plant Valuation Study Report along with the 
webinar presentation of the results.  
 
After that, we will work with the researchers of each of the studies to release additional articles and 
resources. We will also continue to post regularly on the FMF Facebook sharing both new reports and 
resharing old ones to those who may not have seen them.  
 
For Committee Discussion:  

• We will need additional funding to continue to support new projects. 
What ideas does the committee have for fundraising and partnership 
opportunities? 

o We plan to put out a direct ask to our FMF subscribers by June.  
 

• What additional growth and collaboration opportunities are available for 
the FMF?  

Top 2021 Post 
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