
Public Relations/Development 
Committee Meeting 

January 18, 2022 
1:00 p.m. – 2:30 p.m. 

 
 

MEETING AGENDA 
 

  
 

I. Call to Order                                                                             David Garcia 
 
II.        Approval of Minutes of August 25, 2021                               David Garcia 
 
III.       Financial Review                 Debi Chedester 

A. Year to Date Financials 
B. 2022/2023 Budget Recommendations 

 
IV.       Public Relations & Fundraising Report                          Karin Krause 

A. Communications & Social Media Report (Information Only) 
• AFE’s Newsletters 
• Social Media 
• Career Center 
• Young Professionals Council 
• Webinars 

B. Year-End, Giving Tuesday Report 
C. 2021 Fundraising Report      Terril Nell 

• Named Funds – Renewed Pledges 
D. Fundraising Events for 2022      Debi Chedester 

• AFE at SAF 
• Review of 2020 and 2021 Virtual Events 

 
V. AFE Logo and Tagline Discussion      Committee 
 
 

 
 
 Adjourn 
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Public Relations/Development Committee  
Zoom Meeting Minutes 

August 25, 2021 / 1:30 p.m. – 3:00 p.m. 

Present:  
Ken Young, Co-Chair 
David Garcia, Co-Chair 
David Boulton 
Tim Galea 
Gustavo Gilchrist 
Cindy Hanauer 
Greg Royer 
 

Staff:  
Debi Chedester, Executive Director 
Karin Krause, Manager of Communications & 
Outreach 
Candice Musgrove, Program Coordinator 
Terril Nell, Research Coordinator 
Shanley King, Communications Coordinator 
 

 
I. Call to Order 
Co-Chair, Ken Young called the meeting to order at 1:33 p.m. The committee briefly discussed business 
and industry updates before continuing to the rest of the agenda.  
 
II. Approval of Minutes from February 22, 2021 Meeting 
Mr. Young asked if there were any questions or comments around the February minutes. There being 
none, the minutes were approved by consensus as presented. 
 
III. Public Relations Financial Review  
Mr. Young turned the financial review over to Executive Director, Debi Chedester. Ms. Chedester noted 
how both the public relations and the development budgets are similar to 2020’s numbers. She 
continued that the second page of the financial review notes the unaudited numbers. The audit is 
beginning this week. Mr. Galea asked if we budget for investment gains. Ms. Chedester responded that 
we do not. Ms. Chedester also noted that we finished the year at $333,000 under budget. 
 
IV. Public Relations Update 
Manager of Communications & Outreach, Karin Krause presented the communications and social media 
report. Ms. Krause noted that the Growing Further newsletter saw a drop in open rates when we 
increased the audience with our Top Grower list and the T&B audience. It is still within average open 
rates even with the new audiences. We will expand this audience more with the registrations from our 
Grow Pro Webinar Series. Ms. Krause shared the calendar of upcoming Grow Pro Webinars. Dr. Nell 
noted the successful teamwork of the whole staff on coordinating the webinars, communications, and 
sponsorships of each session. Ms. Chedester highlighted that we have a retail-focused Grow Pro session 
in November, which the committee should attend and share.   
 
Ms. Krause gave a report on the Thrips and Botrytis Newsletter. The open rates are tracking similarly to 
last year. We have recently released infographics to this audience per the 2020 webinars. The webinars 
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have been released to the public and the infographics will be released publicly a few months following to 
ensure that the T&B supporters have plenty of early access time.  
 
Ms. Krause noted that in an effort to increase opens on our monthly bulletin, we have been 
experimenting with new subject lines and differing our send timing for better results. Additionally, we 
have totally updated the look of our print bulletin. The new design started with our May 2021 bulletin. 
 
Ms. Krause reported that all of our social media has increased in audience members. Most notably, our 
Instagram and Linkedin have seen large amounts of growth with our recent image-focused social media 
campaigns and push of the AFE Career Center.  
 
She then reported on the Young Professionals Council noting two in-person meetups at Cultivate and 
ASHS. They have also met virtually via Zoom and had a career-focused webinar. Additionally, Ms. Krause 
noted that we just released two surveys to collect career data for a second career-focused webinar. One 
survey is for faculty focusing on careers in academia and the other is industry-focused. Mr. Young 
commented that the Young Professionals Council is seeing more engagement and activity than it did in 
2020. Mr. Galea asked how many active YPC members that we have. Ms. Krause responded that there 
are about 50 members total with about 15-20 that are currently actively engaged.  

 
Ms. Krause then reported on the AFE Career Center noting that our job exposure has vastly increased 
since adding a live feed of the featured jobs to our website. We are also seeing a good amount of job 
views, which are direct clicks into a job post. To promote the Career Center we highlight the jobs in our 
monthly bulletin and through social media. We also have sent out two postcards targeting employers.  
 
Ms. Krause added that new recruitment resources were being created for each segment. Ms. Chedester 
noted that this has been an ongoing project and that the retail segment is complete. She stated that all 
segments should be complete by October. 

 
Ms. Krause asked if there were any additional questions on any of the public relations report and 
updates. There being none, the committee approved the report by consensus.  
 
V. 60th Anniversary Fundraising Campaigns Report 
 
Mr. Young started this discussion by noting that we raised an incredible amount ($161,080) during our 
60 Day Campaign. Mr. Young thanked all Trustees for their outreach. The top fundraiser was David 
Garcia and the top fundraising team was David Garcia, Bill Foster, Steve Frye, Cindy Hanauer, and Jack 
Van Namen.  
 
Mr. Young noted that this is an all time high. Mr. Young also recognized staff fundraising efforts. Ms. 
Hanauer commented that the promotional material for this campaign has been better than ever 
especially noting how sharable and easy the content was to use as a fundraiser. Mr. Young noted how 
prepared the staff was with turn arounds for new goals and support for the Trustees. Mr. Young 
commented that this is the proudest he’s been of all the volunteers in his time on the Board.  
 
After Ms. Krause thanked the committee again for all of their incredible fundraising efforts over the 
course of the campaign. She reported that the post-event fundraising total was $164,080. Ms. Chedester 
noted the importance of thanking all of our sponsors and supporters as well. Ms. Chedester added that 
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we would be providing the committee with a template to personally thank those that gave to each 
individual Trustee’s page. She will also be writing handwritten thank you cards to all sponsors. Mr. Garcia 
asked if we have AFE cards as he would like to hand write thank you cards. Ms. Chedester said that we 
can provide AFE notecards to anyone who would like them.  
 
Mr. Garcia echoed the praise for the committee and full Board noting how everyone got involved and 
the quality of the materials. Mr. Garcia also encouraged the group by saying how easy it is to get on the 
phone with potential sponsors when you know all of the good work that AFE does.  
 
Mr. Young closed the discussion of the 60 Days Campaign and turned it over to Ms. Krause to give an 
update on our other 60th initiatives. Ms. Krause noted that our 60th Anniversary general fundraiser $60 in 
honor of 60 years is still running through the end of the year. To date we have raised $3,935 from 47 
donations.  
 
Ms. Krause continued that #AFEandMe is also still collecting and promoting stories from our community. 
We have collected 29 stories so far and have them hosted on our webpage in a gallery.  
 
Ms. Krause also reported on our ongoing communications plan and year end. Our November Print Issue 
will be a 60th Anniversary Edition including planned giving brochures for our year end and will be longer 
than our normal print bulletins to include all sponsor ads and 60th anniversary highlights. There will also 
be a special Annual Report highlighting the 60th and AFE’s accomplishments.  
 
She also noted that AFE will participate in Giving Tuesday again promoting all the ways that you can give 
to AFE including one-time, recurring, and planned giving. This will lead us into our year end appeal. We 
will promote a gift match if secured.  
 
Ms. Chedester reported on our overall giving noting that we are tracking above the previous calendar 
year contributions. Ms. Chedester then opened it up as a discussion with the committee for ideas on 
year end and other fundraising. Mr. Royer asked if we have anything coming up that we want to focus 
the funding towards. Mr. Royer commented that from what he’s seen people tend to get excited about 
giving to a specific programs or causes. Mr. Young referenced how his Arizona campaign brought in new 
donors who would only give to that specific fund. Mr. Garcia notes that we’ve seen success with that 
tactic in the past like our Thrips & Botrytis fund.   
 
Ms. Chedester noted the past committee brainstorming session and the ideas generated. She asked 
committee members to help prioritize the ideas on the list. Ms. Hanauer noted that she liked the idea of 
a raffle and tying it to a cause like an intern program.  
 
Mr. Galea and Mr. Gilchrist both noted the importance of the section that noted planning 
communications and content that specifically target each separate segment of the industry – focusing 
the messaging. Ms. Chedester responded that we are hoping to do more of this through the strategic 
planning sessions.  
 
Before the close of the meeting, Mr. Young turned over the Public Relations and Development 
Committee to David Garcia as the new incoming Chair. Mr. Garcia recognized Mr. Young for the great job 
he’s done over the past two years overseeing the virtual campaigns and task force. Mr Young noted that 
he took over during Fill the Vase Campaign and was happy to see three very successful years.  
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Mr. Garcia then asked about the status of the SAF Convention. Ms. Chedester responded that 
attendance looks strong but they are beginning to see some cancellations. Mr. Boulton asked if there will 
still be a table for AFE at the expo. Ms. Chedester responded that we would still have materials and two 
tables there – one at registration and one at the expo and that she would need Trustees who are there 
to help with setting these up.  
 
There being no more discussion, Mr. Young thanked everyone for their time and adjourned the meeting 
at 2:49 p.m.  



Actual Budget
Revenue
   6100 Endowment Dinner 136,950  50,000  
   6250EN Pledge Payments 110,700  280,000  
   6300EN Restricted Contributions 469,360  200,000  
   6400EN Unrestricted Contributions 27,895  100,000  
   6450EN Memorial Tributes 14,045  10,000  
   6500 Net Investment Interest & Dividends 117,506  0  
   6501 Investment Gains/(Losses) 362,931  0  
   6800 Webinar Sponsorships 7,000  0  
   6915BU Income - Other 2,266  0  
Total Revenue 1,248,653  640,000  

Expenditures
   7200IN PPR Continuing Research 70,260  141,000  
   7205IN PPR New Research 50,399  145,000  
   7210IN Christian Nissen Research 0  3,800  
   7217 Research Travel 0  8,500  
   7250IN Gus Poesch Grant 21,118  45,000  
   7260IN Thrips and Botrytis (Fund 152) 84,674  235,000  
   7300IN Education Grants 31,800  55,000  
   7301IN Young Prof. Council 352  2,500  
   7305IN Voit & Todd Educ. Grant 0  1,500  
   7310 IN Arizona Retail Travel Grant 0  2,000  
   7400IN AFE Scholarships 54,500  55,300  
   7402IN Phillip Scholarship Grants 16,500  38,500  
   7403IN Ecke Scholarship 0  10,000  
   7404IN Mosmiller Scholarships 4,000  4,000  
   7405IN Altman Family Scholarship 0  12,000  
   7406IN Demaree Business Internship 10,000  12,700  
   7407 Retail Florist Cont. Educ Grant 0  2,300  
   7500BA Ball Internship Program 39,860  61,000  
   7540IN Todd Bachman Bulletin 11,287  22,000  
   7600A Undesignated Funds 0  70,000  
   7625IN Program Allocation Expense 147,485  290,000  
   7700IN Public Relations Expenses 14,644  20,000  
   8201BU Development Allocation Expense 25,631  65,000  
   8300BU AFE Business Expenses 101,821  216,000  
   9000BU Board Meeting Expenses 1,783  6,000  
   9001BU Staff Travel 404  14,000  
Total Expenditures 686,518  1,538,100  

Other Revenue
   6930 FMF Admin Fees 5,000  
   8900 PPP Loan Forgiveness 46,847  
Total Other Revenue 51,847  0  
Other Expenditures
   8910 8910 - Depreciation Expense 370  
Total Other Expenditures 370  0  
Net Other Revenue 51,477  0  

Total

Tuesday, Dec 28, 2021 09:46:43 AM GMT-8 - Accrual Basis

American Floral Endowment
Budget vs. Actuals: 2021-2022 Budget

July 1, 2021 - December 28, 2021



American Floral Endowment
Public Relations/Development Expenses

July 1 - December 28, 2021

Accrual Basis  Tuesday, December 28, 2021 12:42 PM GMT-05:00   1/1

DATE NAME MEMO/DESCRIPTION AMOUNT

7540IN Todd Bachman Bulletin $11,287.32

7700IN Public Relations Expenses

7715 Website/Social Media $862.08

7720 Press Articles $7,401.94

7750 60th Anniversary $5,340.85

Total for 7700IN Public Relations Expenses $13,604.87

8201BU Development Allocation Expense

8205BU Postage/Shipping $290.00

8215BU Printing $2,049.24

8850BU State Registration $5,600.00

8851BU Development Staff $17,691.48

Total for 8201BU Development Allocation Expense $25,630.72



AFE Communications: 
July 2021 – December 2021 

	
	

	
Communications Projects in Progress 

• January Bulletin 
• Grow Pro Webinar Series – January Session Reminder 
• Press Release: Dewar Scholarship Announcement 
• Press Release: Suntory Scholarship Announcement 
• Ecke/Altman Application 2022 – Reminder 
• Ball/Mosmiller Application Annoucement February 2022 
• Updated Mailing Address Annoucement 

	
News Releases 

• Floral Marketing Research Fund Rebranding 
• 60 Days Goal Surpassed 
• Thrips & Botrytis Research Webinars 
• 60 Days Final Numbers 
• Requesting Input: YPC Industry & Academic Career Surveys 
• Career Center Stats Update: Providing Vital Exposure for Industry Positions and Top 

Talent 
• A Path to Success – Emma Lookabaugh Shares the Impact of AFE 
• Bob Williams Memorial Tribute 
• Scholarship Winners 2021 
• Educational Grants 2021 
• Meinders Educational Grant Fund Announced 
• Phillip Floral Design Grant Recipients 2021 
• NEW Industry Recruitment Resources 
• AFE’s Giving Tuesday 2021 
• FMF Consumer Houseplant Study Webinar Announcement 
• FMF Consumer Houseplant Study – Joint Press Release 
• Ecke/Altman Application Annoucement 2022 
• Trade/Press/Associations Thank You and Year-End Ads 
• Year-End Giving 2021 

 
Other eBlasts/Alerts 

• YPC Strategic Plan Survey 
• Strategic Plan Survey Reminder – LAST CALL 
• General Release: Floral Marketing Research Fund Rebranding 
• AFE Research Proposals 2022-2023: Reminder 
• Grow Pro Webinar Series – July Reminder 



• AFE Research Proposals 2022-2023: Final Reminder 
• Gus Poesch | 2021 Annoucement 
• Grow Pro Webinar Series – August Reminder 
• Final Push 60 Days Campaign 
• Grow Pro Webinar Series – August Session 1 Reminder 
• 60 Days – Supporter Thank You 
• Grow Pro Webinar Series – August Session 2 Reminder 
• Ball/Mosmiller Application | Annoucement for October 2021 
• YPC Academic Career Survey Eblast 
• YPC Industry Career Survey Eblast 
• Business Internship Application | 2021 
• YPC Academic Career Survey LAST CALL 
• YPC Industry Career Survey LAST CALL 
• Arizona Retail Florists Travel Grant | Announcement 2021 
• Grow Pro Webinar Series – September Session Reminder 
• Ball/Mosmiller Application | October 2021 (Reminder) 
• Business Internship Application | 2021 (Reminder) 
• Arizona Retail Florists Travel Grant | 2021 (Reminder) 
• Thrips & Botrytis: Webinar Invitation 
• YPC: Academic Career Survey Deadline Extended 
• Thrips & Botrytis: 2021 Webinar Reminder 
• Arizona Travel Grant | 2021 (Reminder 2) 
• Retail Florist Continued Education Grant | September 2021 
• Ball/Mosmiller Application | September 2021 (Reminder 2) 
• Thrips & Botrytis: 2021 Webinar Reminder 2 
• Arizona Retail Florists Travel Grant | 2021 Deadline Extension 
• Retail Florist Continued Education Grant | Extension Announcement 2021 
• Thrips & Botrytis: 2021 Thrips Webinar Invitation (Spanish) 
• Thrips & Botrytis: 2021 Thrips Webinar Invitation 
• Thrips & Botrytis: 2021 Thrips Webinar (Reminder) 
• Grow Pro Webinar Series – October Session Reminder 
• Thrips & Botrytis: Webinar Spanish Invitation 
• Thrips & Botrytis: Webinar Spanish Invitation (Reminder) 
• FMF: UGA Study Release 
• Personal Email: Internships from Candice 
• Care & Handling Webinar – November Reminder 
• AFE’s Giving Tuesday 2021 
• YPC: Webinar Annoucement November 2021 
• YPC: Webinar Reminder November 2021 
• Industry Opportunities – Personal Appeal from Debi 
• Thanksgiving Card 2021 
• AFE’s Giving Tuesday 2021 – 1 Week All Contacts But Students 



• AFE’s Giving Tuesday 2021 – 1 Week Students/YPC 
• Giving Tuesday – Day of Eblast  
• AFE’s Giving Tuesday 2021 – End of Day 
• Grow Pro: December Reminder 
• FMF Consumer Houseplant Study Webinar Reminder – Dec 2021 
• AFE Bulletin Special 60th Edition Release 
• Retail Florist Continued Education Grant | Extension 2021 (Reminder) 
• Arizona Retail Florists Travel Grant | 2021 Deadline Extension (Reminder) 
• FMF Consumer Houseplant Study – Webinar Reminder & Report Release 
• FMF Consumer Houseplant Study  
• Year-End Giving 2021: General Appeal 
• Year-End Giving 2021: Appeals by Segment (through Network for Good) 
• Holiday Card 2021  
• Year-End Giving 2021: Debi Personal Appeal to Past Trustees/Legacy Circle 
• Year-End Giving 2021: Final Appeal 

 
Print and Electronic Newsletters 

• Growing Further | September 2021 
• Growing Further | December 2021 
• Thrips & Botrytis Newsletter – July 2021 (English and Spanish) 
• Thrips & Botrytis Newsletter – October 2021 (English and Spanish)  
• 2021 Quarterly Print Bulletin – August 
• 2021 Quarterly Print Bulletin – November (Special 60th Edition) 
• 2021 Monthly Bulletin – July Issue 
• 2021 Monthly Bulletin – August Issue 
• 2021 Monthly Bulletin – September Issue 
• 2021 Monthly Bulletin – October Issue 
• 2021 Monthly Bulletin – November Issue  
• 2021 Monthly Bulletin – December Issue 

 



 

 



	
	

	
AFE	Monthly	Bulletin	

	
AFE	sends	out	a	monthly	electronic	newsletter	that	provides	
any	readers	with	prevalent	AFE	and	industry	updates.		

Currently,	we	are	sending	the	monthly	bulletin	to	everyone	in	
our	entire	audience.	This	audience	has	grown	significantly	since	
June	2021	due	to	new	audience	coming	from	our	webinar	series	
and	additional	imports	from	both	events	and	giving	campaigns.

2021	
(2020	for	comparison	in		green	to	right)
	
December	

Recipients	–	7,494	 7,208	
Open	rate	–	18.2%		 12.5%	
Clicks	–	52,	0.7%	 35,	0.5%	

	
November	

Recipients	–	7,400	 7,197	
Open	rate	–	18.8%		 16.1%	
Clicks	–	61,	0.8%	 66,	0.9%	

	
October	

Recipients	–	7,275	 7,119	
Open	rate	–	15.7%		 16.3%	
Clicks	–	137,	1.9%	 118,	1.7%	

	
September	

Recipients	–	7,279	 7,130	
Open	rate	–	13%		 16.9%	
Clicks	–	86,	1.2%	 124,	1.8%	

	
August	

Recipients	–	7,295	 7,164	
Open	rate	–	15.2%	 14.8%	
Clicks	–	115,	1.6%	 52,	0.7%	

	
July	

Recipients	–	7,275	 7,239	
Open	rate	–	14.6%		 14.4%	
Clicks	–	57,	0.8%	 127,	1.8%	

	

June	
Recipients	–	6,941	 7,326	
Open	rate	–	14.1%		 18.1%	
Clicks	–	55,	0.8%	 135,	1.9%	

	
May	

Recipients	–	6,998	 7,381	
Open	rate	–	13.7%		 18%	
Clicks	–	42,	0.6%	 85,	1.2%	

	
April		

Recipients	–	7,018	 7,586	
Open	rate	–	13.7%		 17.4%	
Clicks	–	115,	1.7%	 130,	1.8%	

	
March	

Recipients	–	7,067	 7,624	
Open	rate	–	5.7%		 13.4%	
Clicks	–	41,	0.6%	 74,	1%	

	
February	

Recipients	–	7,081	 7,737	
Open	rate	–	6.2%	 16.2%	
Clicks	–	43,	0.6%	 94,	1.2%	

	
January	

Recipients	–	7,119	 7,819	
Open	rate	–	13.8%	 19.7%	
Clicks	–	55,	0.8%	 71,	0.9%	

	

	
	
 

By experimenting with new subject lines and importing more audience members from our webinars, events, and fundraising 
campaigns, we have seen increased open rates closing out the year with two newsletters having over 18%. However, this newsletter 
continues to see a lower click rate than our more targeted newsletters. 
 
Average email open rates for nonprofit e-newsletters should be between 15-25%. Click-through rate should be about 2.5%. 



	
AFE	Grower	Newsletter	

AFE	developed	an	electronic	quarterly	publication	in	2017,	called	Growing	Further,	to	highlight	
issues	growers	face	and	provide	timely	and	succinct	news	and	updates.	

The	newsletter	is	sent	to	growers,	researchers	and	others	who	request	to	receive	the	newsletter.	
It	contains	the	latest	research	reports	and	resources	that	can	be	used	to	tackle	grower	industry	
challenges.	As	of	2021,	the	Growing	Further	Newsletter	has	a	new	banner/logo	seen	above.

2021	
Issue	17	–	March	2021	

• Recipients	–	434	
*Included	T&B	List	
and	Top	Growers*	

• Open	rate	–	21.4%	
• Clicks	–	9,	2.1%	

	
Issue	18	–	June	2021	

• Recipients	–	426	
*Included	T&B	List	
and	Top	Growers*	

• Open	rate	–	20.8%	
• Clicks	–	9,	2.2%	

	
Issue	18	–	September	2021	

• Recipients	–	564	
*Included	T&B	List,	
Top	Growers,	and	
Grow	Pro*	

• Open	rate	–	19.5%	
• Clicks	–	20,	3.6%	

	
Issue	18	–	December	2021	

• Recipients	–	554	
*Included	T&B	List,	
Top	Growers,	and	
Grow	Pro*	

• Open	rate	–	24.3%	
• Clicks	–	21,	3.8%	

2020	
Issue	13	–	March	2020	

• Recipients	–	282	
• Open	rate	–	29.7%	
• Clicks	–	5,	1.8%	

	
Issue	14	–	June	2020	

• Recipients	–	408	
*Included	T&B	List*	

• Open	rate	–	19.1%	
• Clicks	–	9,	2.2%	

	
Issue	15	–	September	2020	

• Recipients	–	397	
*Included	T&B	List*	

• Open	rate	–	23.6%	
• Clicks	–	17,	4.3%	

	
Issue	16	–	December	2020	

• Recipients	–	447	
*Included	T&B	List	
and	Top	Growers*	

• Open	rate	–	16%	
• Clicks	–	7,	1.6%	
	

	
	
	
	
	

2019	
Issue	9	–	March	2019	

• Recipients	–	295	
• Open	rate	–	26.3%	
• Clicks	–	12,	4.2%	

	
Issue	10	–	June	2019	

• Recipients	–	286	
• Open	rate	–	31.4%	
• Clicks	–	13,	4.6%	

	
	
Issue	11	–	September	2019	

• Recipients	–	293	
• Open	rate	–	30.0%	
• Clicks	–	13,	4.4%	

	
Issue	12	–	December	2019	

• Recipients	–	290	
• Open	rate	–	33.1%	
• Clicks	–	15,	5.2%	

	
	
	
	
	
	
	
	
	

2018	
Issue	5	–	February	2018	

• Recipients	–	381	
• Open	rate	–	26.5%	
• Clicks	–	15,	4.9%	

	
Issue	6	–	May	2018	

• Recipients	–	650	
• Open	rate	–	25.7%	
• Clicks	–	32	

	
Issue	7	–	September	2018	

• Recipients	–	517	
• Open	rate	–	22.3%		
• Clicks	–	16,	3.3%	

	
Issue	8	–	December	2018	

• Recipients	–	302	
• Open	rate	–	24.5%		
• Clicks	–	14,	4.6%	

	
	
	
	
	

 
 
 

 

Our open rates between 2021 and 2020 have held steady around 20% since adding more audience members 
from our Top Growers list and T&B Newsletter. As we continue to grow these groups through our Grow Pro 
Webinar Series, we are seeing an increase in our click rate. Average email open rates for nonprofit e-
newsletters should be between 15-25%. Click-through rate should be about 2.5%, which we are now 
exceeding for this newsletter.  
 



	
	

	
Thrips	&	Botrytis	Newsletter	

In	2017,	a	special	research	campaign	was	
established	to	address	the	control	and	management	
of	Botrytis	and	thrips.	As	a	part	of	this	campaign,	it	
was	decided	that	industry	supporters	would	receive	
a	special	newsletter,	Thrips	&	Botryits	Newsletter.		

This	newsletter	provides	research	updates	on	
projects	being	funded	through	the	special	industry-
funded	campaign.	The	reports	are	exclusive	updates	
that	are	not	yet	released	to	the	rest	of	the	industry.			

In	2020,	we	began	hosting	T&B	webinars	
exclusively	for	the	supporters	of	this	fund.	In	July	
2021,	we	released	the	recordings	of	these	webinars	
to	the	public	after	the	supporters	had	ample	time	to	
utilize	them.	We	also	hosted	two	new	sessions.		

2021	

October	2021	

• Recipients	–	67	
• Open	rate	–	28.4%	
• Total	Clicks	–	9,	13.4%	
• Clicks	to	Spanish	Translation	–	6	

July	2021	

• Recipients	–	68	
• Open	rate	–	30.9%	
• Total	Clicks	–	4,	5.9%	
• Clicks	to	Spanish	Translation	–	12	

	
February	2021	
	

• Recipients	–	68	
• Open	rate	–	20.6%	
• Total	Clicks	–	6,	8.8%	
• Clicks	to	Spanish	Translation	–	6	

	

2020	

October	2020	

• Recipients	–	70	
• Open	rate	–	26.2%	
• Total	Clicks	–	4,	6.2%	
• Clicks	to	Spanish	Translation	–	17	

July	2020	

• Recipients	–	65	
• Open	rate	–	18.5%	
• Total	Clicks	–	6,	9.2%	
• Clicks	to	Spanish	Translation	–	208	

	
February	2020	
	

• Recipients	–	71	
• Open	rate	–	37.7%	
• Total	Clicks	–	10,	14.5%	
• Clicks	to	Spanish	Translation	–	42			

	

Open rates on the T&B Newsletter have stayed within the same ranges from 2020 to 2021. Average email open 
rates for nonprofit e-newsletters should be between 15-25%. Click-through rate should be about 2.5%. This 
newsletter consistently sees our highest click and open rates of all of our newsletters, but is also the smallest 
audience.  



SOCIAL MEDIA
b y  t h e  n u m b e r s

AUG 2021: 4,088 
DEC 2021: 4,115

AUG 2021: 846 
DEC 2021:933

0.65% 

9.9%

F A C E B O O K

T W I T T E R

AUG 2021: 1,435 
DEC 2021: 1,485

L I N K E D I N

AUG 2021: 357 
DEC 2021: 423

I N S T A G R A M

3.4% 

16.9% 

TOP POSTS

Dec 2021

Reach: 1,018

Reach: 120

Reach: 757

Reach: 378



 



 

 
 

Live Stats as of January 3rd, 2021 

 
 

Stats from our December Monthly Report 

 



 
 

Young Professionals Council 
2021-2022 Update 

 
In 2021:  

• The YPC has met for a virtual meeting to check in and catch up in May. 
 

• At the end of May, we hosted a webinar on Preparing for Success – Challenges and 
Opportunities for Young Professionals Post COVID-19. From that webinar, we started collecting 
feedback and questions for a second career/application-based webinar.  
 

• In July, our YPC Board Liaison, Megan Bowman, hosting a YPC meetup/meal at Cultivate. From 
that meetup, we published an article from the YPC members who attended on their experience 
at the event.  
 

• In August, YPC member, Erin Pfarr of Rutgers, hosted a YPC meetup/meal at ASHS. We published 
an article in September on the YPC’s experience there from Ping Yu’s perspective who was 
awarded the prestigious ASHS Graduate Student Scholar Award. This also highlighted other AFE 
community members who received awards.  
 

• In the Fall, we released 2 surveys – one for faculty and one for industry to collect data on 
employment opportunities, salaries, career experience, and best practices for applications in 
both fields. With the help of new YPC member, Michael Wijesinghe, and expert panelists, 
Megan Bowman and Kimberly Williams, we compiled the data into executive summaries and 
presented the findings during a webinar in November. We are also running two follow-up 
articles further breaking down the data – one released in December and one will release in 
January 2022.  
 

• Additional YPC Involvement: Several YPC members participated in the #AFEandMe Campaign as 
a part of our 60th Anniversary. We also invited the YPC to be a part of our Strategic Planning 
Survey, Career Center, and Grow Pro Webinar Series. The moderating opportunity for Grow Pro 
has been seen as a very impactful networking and professional development opportunity. We 
have had two YPC members moderate so far and have two more lined up for 2022. We also 
keep them informed on our various application deadlines.  
 

In 2022:  
• We plan to continue to host YPC meetups/meals at relevant industry events once it is safe to do 

so.  
 

• We will continue to release articles highlighting the YPC and other young professionals in our 
industry. There is an article in the works that will release this month highlighting both new and 
longtime members.  
 

• We will also facilitate quarterly webinars and networking opportunities based on the members’ 
input connecting the YPC with industry experts. We will also continue to provide moderating 
opportunities to the group as mentioned above.  
 

• Goal to add 10 new YPC members to the group this year.  
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Industry Career Survey Executive Summary 
 

Earlier this year, the American Floral Endowment began surveying industry professionals about their 
background, experiences, and advice to help young professionals interested in pursuing a career in horticulture 
learn more about the industry. In Fall of 2021, the survey gathered data from 104 respondents from various 
areas of the field.  

Two-thirds of respondents represent retailers, 
floral designers or event planners, 15% represent 
production growers or breeders and the 
remaining are wholesales, manufacturers, 
educators and consultants. The majority work for 
small companies with less than 50 employees and 
more than half work for companies with less than 
10 members, however 20% work for larger 
companies ranging from 50 to 500+ in size.  

Before assuming their current roles, over two-
thirds of respondents had previous experience in 
horticulture/floriculture; however, nearly 75%, 
have held their roles for more than 16 years. 
Annual salaries vary greatly with the lower half 
earning between $20,000-60,000 while the upper 
half earns from $61,000-120,000+. The top 20% 
of earners make over $120,000 per year. 

Degrees from higher education institutions were 
common among our respondents, however the 
highest level of education attained by them 
ranged widely from high school diplomas to 
doctorate degrees. While slightly more than half 
earned either associate or bachelor’s degrees, 
nearly a quarter ended their formal education in 
high school. Of the respondents who pursued 
higher education only 50% earned degrees in 
horticulture or related studies. Nearly all others 
attained degrees related to business or 
marketing. Some have studied a mix of both 
horticulture and business by completing a 
concentration, minor or graduate program. The 
other 20% of respondents have liberal arts 
degrees in subjects such as art, political science, 
or English. 

Almost half are business owners or executives and about a third focus on floral design and event management. 
The remaining work in sales and marketing, production and research and development. 
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When first taking on their current positions, 25% of respondents mentioned they started or purchased their own 
business and another 35% reported they entered a family-owned business. Those without such connections or 
resources instead relied on applying to open 
positions or networking opportunities. Others 
mentioned they started in entry level 
positions, gained the experience necessary to 
work in higher level roles and were then 
promoted.  

Nearly two-thirds of respondents expect their 
company to hire in the next 12-18 months. 
The majority are looking to fill anywhere from 
one to ten open positions. Most open 
positions are posted online, however no single 
platform was used by more than 50% of 
employers. Company websites and Indeed are 
used most widely, however LinkedIn and social media sites are also common for advertising open roles. Word of 
mouth, local media and physical signage were also noted by several respondents.  

When hiring new employees 40% mentioned experience as a key attribute in candidates. A near equal amount 
suggested a positive attitude, high enthusiasm and passionate personality are critical. Respondents emphasized 
the significance of new team members with a genuine willingness to learn, reliable work ethic and strong 
cultural fit. Nearly 20% also were 
interested in creativity and artistic 
talent.  

For young professionals entering the 
industry for the first time, many 
respondents stressed the importance 
of flexibility. Many mentioned that a 
willingness to tackle a diversity of 
responsibilities will help prepare entry 
level workers for higher level roles in 
the future. Assuming a range of 
responsibilities early on, will allow 
professionals new to the industry to 
better recognize their strengths and 
identify where they may want to pursue a more specialized role. An outgoing personality and a penchant for 
learning and self-improvement are also paramount for future success. Some respondents mentioned employees 
should be prepared to work long hours and to employ a disciplined work ethic.  

In addition to the aforementioned, employers reviewing job applications will lean towards candidates who are 
highly personable and collaborate well with team members. Candidates interested in pursuing a job as a floral 
designer should be prepared to prove design skill and floral knowledge if they have it.  

As on respondent noted, horticulture can be a “very demanding, yet rewarding field”. While the industry may 
not be for everyone, it “provides a great sense of accomplishment”. 
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Here is some highlighted advice quoted directly from industry professionals through the survey:  
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Young Professionals Council 
 

This survey and data were made possible through the American Floral Endowment’s Young Professionals 
Council.  

Established in 2015, the YPC offers leadership and networking opportunities for young industry professionals 
while getting involved in volunteer opportunities within the floral/horticultural industries. 

YPC members participate in online and in-person meetings, webinars, and other networking opportunities to 
share ideas, collaborate with influential industry members, and help promote careers in the floral industry to 
support AFE’s mission. 

YPC Benefits: 

• Professional development through career tools and webinars  

• Networking opportunities with industry experts and peers including a private Facebook discussion group 
for members  

• Growth for the floral industry through sharing connections, events, and resources 

 

Membership is FREE! To learn more and join, visit endowment.org/ypc. 

 



 

© American Floral Endowment 2021 1 

Academic Career Survey Executive Summary 
 

Earlier this year, the American Floral Endowment began surveying academic professionals about their 
experiences and advice to help young professionals interested in pursuing an academic career in horticulture 
learn more about the field. In Fall of 2021, the survey gathered data from 22 respondents with various 
backgrounds.  

Almost all respondents work within the horticulture or plant science departments at public institutions. The 
department sizes varied widely. While almost half have more than 20 faculty members, nearly 20% have less 
than 10. Most of the institutions have more than 
15,000 undergrads, although 35% of them have 
fewer than 15,000. More than 80% provide four-
year degree paths, while the rest offer two-year 
programs. 

Practically all the respondents have more than 16 
years of experience as a faculty member and 
most work as either professors, associate 
professors, or assistants and earn salaries over 
$100,000.  

While most respondents held faculty positions 
for a long time, at least one third mention that 
their departments will be looking to hire new 
floriculture faculty in the next one to three 
years. The majority noted that these job 
openings typically receive between 0-50 
applications.  

According to 85% of respondents the best place 
to find academic job postings is the career page 
of university or college websites. 60% also 
mentioned that their departments post open 
positions through the American Society for 
Horticultural Science (ASHS). While many 
industry professionals post job openings on 
Indeed or social media sites, less than 1/6 of 
academic institutions will use those platforms.  

Department websites and the ASHS may be great 
spots to look for a job; however nearly 75% of 
respondents mentioned they earned their roles 
through graduate school or networking 
connections. Maintaining a strong professional 
network will not only introduce candidates to 
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potential job opportunities but will be helpful in corroborating interpersonal skills.  

Concerning the actual positions, the survey suggested a diversity of roles exist. The amount of time spent 
working on a floriculture crop varied both widely from 0-100%. The ratio of teaching to research also varied 
widely, although almost all respondents noted that at least some of their time was dedicated to both. 

When preparing for a role at an 
academic institution, many stressed the 
significance of having both strong 
teaching skills and meaningful research 
experience. Grant writing, publishing 
volume and other evidence of research 
output were all considered “must-have” 
skills and experiences. Respondents also 
advised that someone preparing for an 
academic job in floriculture should seek 
“real teaching experience in college” and 
take education or teaching related 
courses.  

Familiarity with the up-to-date issues in 
the industry and a breadth of plant knowledge are also helpful for candidates interested in securing open 
positions. The demand for hard skills is balanced with a need for soft skills. Institutions are looking for faculty 
who have strong interpersonal skills with both the ability to collaborate with other faculty members and 
patience to work with students. Excellent written and verbal communication skills are considered equally 
important as the hard skills.  

While earning a position at an academic institution requires multidisciplinary experience in both teaching and 
researching, the reward of working in a diversity of roles with passionate department members makes an 
academic career in horticulture promising. 
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Here is some highlighted advice quoted directly from academic professionals through the survey:  
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Young Professionals Council 
 

This survey and data were made possible through the American Floral Endowment’s Young Professionals 
Council.  

Established in 2015, the YPC offers leadership and networking opportunities for young industry professionals 
while getting involved in volunteer opportunities within the floral/horticultural industries. 

YPC members participate in online and in-person meetings, webinars, and other networking opportunities to 
share ideas, collaborate with influential industry members, and help promote careers in the floral industry to 
support AFE’s mission. 

YPC Benefits: 

• Professional development through career tools and webinars  

• Networking opportunities with industry experts and peers including a private Facebook discussion group 
for members  

• Growth for the floral industry through sharing connections, events, and resources 

 

Membership is FREE! To learn more and join, visit endowment.org/ypc. 

 



Webinar Title Speaker/Moderator Date Total Registrations Total Attendees Youtube Views (Date Checked)
GROW PRO WEBINAR SERIES (12/28)
The Current Status of Growing Media Brian Jackson/Melissa Munoz May 18, 2021 at 1PM EST 69 67 399
Optimizing LED Lighting for Flower Crops, Part 1 Jim Faust/Melissa Munoz June 22, 2021 at 1PM EST 50 27 133
Optimizing LED Lighting for Flower Crops, Part 2 Erik Runkle/Melissa Munoz June 27, 2021 at 1PM EST 49 25 152
Making Sense of Artificial Intelligence in Floriculture Dean Kopsell/Melissa Munoz July 27, 2021 at 1PM EST 65 27 53
Heat Delay in Poinsettias Jim Faust/Ping Yu August 24, 2021 at 1PM EST 35 24 108
Using Biological & Chemical Controls to Manage Whiteflies in Greenhouses Lance Osborne/Ping Yu August 31, 2021 at 1PM EST 65 47 34
Managing Impatiens Downy Mildew with Variety Selection and Production Margery Daightrey/Leynar Leyton September 14, 2021 at 1PM EST 39 20 34
Sensors & Advances in Technology Krishna Nemali/Leynar Leyton October 19, 2021 at 1PM EST 46 26 33
Care & Handling: Sell the Highest Quality and Longest Lasting Cut Flowers Loann Burke, Leynar Leyton November 9, 2021 at 1PM EST 57 16 56
Control and Management of Powdery Mildews Margery Daightrey/Leynar Leyton December 7, 2021 at 1PM EST 47 22 13

RESEARCH (FMF) (12/28)

Houseplant Consumer Study Charlie Hall, Melinda Knuth, 
Hayk Khachatryan/Karin Krause

December 9th, 2021 @ 1PM EST 231 166 131

YOUNG PROFESSIONALS COUNCIL (12/28)

Preparing for Success – Challenges and Opportunities for Young Professionals Post COVID-19
Art Van Wingerden, Krystal Snyder
/Megan Bowman May 26, 2021, at 5PM EST 22 11 45

Career Insights: Survey Results and Advice from Both Industry and Academia for Young Professionals
Megan Bowman, Kim Williams,
Michael Wijesinghe November 16, 2021 at 4PM EST 26 26 29

THRIPS AND BOTRYTIS (ENG) (12/28)
2020
Botrytis Part 1 Scouting and Monitoring for Botrytis Jim Faust November 3, 2020 at 1PM EST 32 27 237
Botrytis Part 2: Addressing Fungicide Resistance Jim Faust November 10, 2020 at 1PM EST 33 19 120
Botrytis Part 3: Creating an IPM Program for Botrytis Management Jim Faust November 17, 2020 at 1PM EST 35 13 106
Thrips Part 1: The Challenges of Controlling Thrips Rose Buitenhuis November 1, 2020 at 1PM EST 34 18 258
Thrips Part 2: The Opportunity for Use of Biological Controls Rose Buitenhuis November 8, 2020 at 1PM EST 33 16 138
Thrips Part 3: Efficacy and Risks of Insecticides Against Thrips JC Chong November 15, 2020 at 1PM EST 39 16 170
2021

Screening Biological Control Agents for Effective Botrytis Blight Management Jim Faust/Garrett Owen September 29, 2021 at 1PM EST 46 37 14
Magnificent Marigolds: A Plant-Mediated System to Enhance Thrips IPM Margaret Skinner/Garrett Owen October 12, 2021 at 1PM EST 35 31 9

THRIPS AND BOTRYTIS (SPA)
2020
Botrytis Parte 1: Exploración y monitoreo de Botrytis Melissa Munoz November 3, 2020 at 2PM EST 51 45 108
Botrytis Parte 2: Abordando la Resistencia a los fungicidas Melissa Munoz November 10, 2020 at 2PM EST 46 39 47
Botrytis Parte 3: Creando el programa de manejo integrado para Botrytis Melissa Munoz November 17, 2020 at 2PM EST 44 33 35
Trips Parte 1: Los desafíos en el control de los trips Rosa E. Raudales November 1, 2020 at 2PM EST 65 45 50
Trips Parte 2: La oportunidad para el uso de controles biológicos Rosa E. Raudales November 8, 2020 at 2PM EST 62 28 28
Trips Parte 3: Eficacia y riesgo de los insecticidas contra trips Rosa E. Raudales November 15, 2020 at 2PM EST 61 27 30
2021

Evaluación de agentes de control biológico para un control efectivo de Botrytis Melissa Munoz October 21, 2021 at 1PM EST 36 34 5
Magnificas plantas de Tagetes: una sistema mediado por plantas para mejorar el MIP de trips Melissa Munoz October 26, 2021 at 1PM EST 34 14 5

American Floral Endowment Webinar Stats 2020-2021



Year End Campaigns Report 
2021 

Giving Tuesday 2021 

• Included 3 Ways to Give and Gifts at the $25 and $60 levels
• 5 eblasts sent including targeted messaging to younger donors through our student and YPC lists
• Social media campaign

o Including paid ad reaching 599 people with 54 post engagements
• $1,600 raised through 6 donations

__________________________________________________________________________

Year End 2021 

• Appeals included a variety of asks focusing on $60 for 60 years, recurring donations of $5 a
month to equal $60

• 5 eblasts sent including targeted messaging to press for ad space
• One targeted appeal through Network for Good with messaging for each segment (growers,

retailers, and wholesale/allied)
• One personal email appeal sent from Debi to past trustees and Legacy Circle
• Social media campaign
• Year end mailing with pledge form sent to donor list with mailing addresses
• $87,877 raised through 26 donations as of January 6th



	
2021	YEAR	END		

FUNDRAISING	REPORT		
	

	

#GivingTuesday	2021	Report	
AFE	has	participated	in	#GivingTuesday	for	8	years.	The	results	for	the	most	recent	7	years	are	as	follows:	

	
2021		 2020	 	 2019	 															2018	 	 2017	 	 2016	 	 		2015	
6	donations	 7	donations	 10	donations	 19	donations		7	donations	 3	donations	 		2	donations	
=	$1,600	 =	$1,465		 =	$2,950	 =	$3,590	 =	$1,372			 =	$1,155	 		=	$1,000	 	
	
2021	GivingTuesday	saw	a	slight	reduction	in	number	of	donations	but	an	increase	in	amount	from	last	year.	
While	still	not	a	huge	money	maker,	continued	participation	in	this	national	day	of	philanthropy	is	important.	
	
Year	End	2020	Fundraising	Efforts	/	Gifts	&	Pledges	Received		
Year	End	Timeframe	–	For	purposes	of	comparing	apples	to	apples,	the	year-end	figures	are	contributions	received	
starting	the	day	after	Giving	Tuesday	through	January	6th.			
	
In	2021,	AFE	has	seen	a	reduction	in	the	amount	of	year	end	donors,	but	an	increase	in	the	amount	of	the	
donation	per	donor.	Additionally,	mail	service	and	supply	chain	delays	due	to	COVID-19	continue	to	impact	us.	
Our	year	end	mailing	had	a	delayed	ship	date	due	to	paper	supply	issues	with	our	printer.	Due	to	this,	we	are	
still	receiving	year	end	donations	by	mail	in	January,	which	may	continue	into	February	as	it	did	last	year.		
	
2021	Results:		$87,877	
Year	End	Gifts	-	 26	 	 7	Pledge	Payments			
Total:		$87,877	 	 	 $52,395	
	
2020	Results:		$41,540	
Year	End	Gifts	-	 43	 	 8	Pledge	Payments			
Total:		$41,540	 	 	 $16,827	 	 	

	
2019	Results:		$106,710	
Year	End	Gifts	-	32	 	 	 14	Pledge	Payments	 Numbers	include	$1700	FTV	
Total:		$56,555	 	 	 $50,155	 	 	 &	$18k	Gift	Match	
	
2018	Results:		$120,482	
201	Year	End	Gifts		 	 	 23	Pledge	Payments	
Total:	$74,966	 	 	 $45,516	 	 	 	 	
New	Pledges	–	1	/	$300	
While	2018	seems	significantly	lower	than	the	2017	year-end	numbers,	it	is	mostly	due	to	the	$250,000	
raised	in	pledges	and	pledge	payments	for	2017	with	regard	to	the	Thrips	and	Botrytis	effort.			
	
2017	RESULTS	-	$303,435						2016	RESULTS	-	$41,260	 2015	Results	-	$11,400	 	
32	Year	End	Gifts*	 	 					31	Year	End	Gifts		 	 24	Year	End	Gifts	 	 	
Total:	$	52,185			 	 					Total:	$15,860	 	 	 Total:	$9,825	 	 	
New	Pledge	Payments:	$68,100	
New	Pledges	(4):	 	 				New	Pledges	(4):	 	 	 	 	 	
Total:	$251,250	*	 	 					Total:	$25,400		 	 	 	 	 	 	
*	Includes	$250,000	in	pledges	made	to	Thrips	&	Botrytis	Research	Campaign	/	$68,100	in	payments	received	in	Dec.	

2018	Increase	in	General	Gift	Contributions	
	
Includes:	Contributions	by	Florist	Review	/	
Advertisers.	



AFE Calendar Year and Fiscal Year Fundraising Overview 

Calendar Year Fundraising – January-December 
 

 Raised Donors Ticket Rev. Average Recurring 
2021 $1,094,540 295 0 $2,411 $5,570 
2020 $570,556 193 $34,100 / 30 $1,811 $2,000 
2019 $736,994 276 $6,730 / 11 $1,532 $20,600 
2018 $854,722 473 0 $994 0 
2017 $780,963 326 0 $1,306 0 

 
 
 
 
 
Fiscal Year Fundraising – July 1 – June 30 
 

 Raised Donors Ticket Rev. Average Recurring 
Partial Year: 
July 1 – December 31, 
2021 

$559,213 163 0 $2,390 $2,885 

2020-2021 $457,929 151 0 $2,120 $2,564 
2019-2020 $689,948 276 $5,610 / 8 $1,725 $20,900 
2018-2019 $866,353 384 $1,120 / 3 $1,323 $100 
2017-2018 $770,311 381 0 $1,160 0 
2016-2017 $819,856 368 0 $1,188 0 
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AFE Fundraising Report – 2021  
 
CONFIDENTIAL INFORMATION 
 
AFE Fundraising Efforts are primarily focused in three key areas:   
 

1. Contributions and/or Pledges – Individual and/or company support for AFE’s main 
goal of funding research and programs.  This is done through special asks throughout 
the year for contributions, and through more focused communications seeking new 
three-year pledges or recurring annual contributions.  These efforts promote the many 
ways to give – annual giving, monthly, quarterly, and through stocks, life insurance, 
401k or other planned giving methods.  
 

2. Named Funds/Major Giving – Larger contributions for named funds, scholarships, 
research, and/or internship programs.  
 

3. Pledge Renewals/Lapsed Donors – contacting individuals and companies who have 
allowed their annual pledge to lapse or who have not renewed their pledge.   
 

While these goals are diverse in scope and purpose, they each contribute to the mission of 
AFE.  In most cases, success requires many communications, and for the Named funds, 
personal contact – phone calls or personal visits and appropriate follow-up to secure the 
support.  Our goal is to increase the value of the corpus. 

 

1. Contributions and/or Pledges: 

AFE communicates with industry organizations and individuals on a regular basis through the 
monthly e-newsletter, the quarterly print Bulletin, the grower newsletter, the Thrips and Botrytis 
newsletter (for supporters and board members) and other email and print communications 
throughout the year.  In each communication, an ask for support is made.   Over the last year, 
there has been a special effort to publish results of AFE- and FMRF- funded research in trade 
magazines and through the GrowPro webinar series that began in April.   

Our goal is to continue seeking recurring online annual donations and new pledges.  We 
received a year-end gift of $15,000 to be used as a gift match in early 2022 to solicit new 
contributions. 
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AFE has increased the visibility of the organization through social media, magazines, and our 
newsletters.  We are being more direct about asking for support for AFE in these 
communications. 

The value of person-to-person contact for our fundraising was apparent during the $60,000 in 
60 Days campaign.  We raised $164,320 thanks to the special efforts of the Board and staff.  
We nearly tripled the initial goal of $60,000.  We hope that individuals who contributed to the 
60 Anniversary campaign will agree to establishing a recurring donation for annual support. 
Thanks to everyone.   
 
 

2. Named Funds/Major Giving: 

Major giving is a process.  It involves months and sometimes years of personal contact and 
discussing programs that are of value to the industry.  The majority of AFE’s Named Funds 
came from a major giving effort.   

We have secured four new Named Funds this year: 

• The Meinders Retail Florists Education Fund – This fund will provide annual grants 
or scholarships to nonprofit floral industry organizations that will be used to support 
reduced or free registration fees (using the grant, thus providing financial assistance for 
retail florists to attend events for continued education (floral design or business 
management).  With their new contribution of $224,000 added to the previous 
unrestricted contributions Herman and LaDonna have donated over $500,000 to AFE. 
 

• The Dewar Family Scholarship Fund – The Dewar Family, Alex, Bill, Patricia and Kim, 
of Dewar’s Nursery, Apopka Florida, established a new scholarship to be awarded 
annually to an undergraduate student (or students) in their junior or senior year, 
studying environmental horticulture with an emphasis and focus on a career in 
floriculture.  They have donated $75,000 and have made a new pledge to give $25,000 
for four more years to bring their fund to $175,000. 

 
• The Suntory Flowers Scholarship Fund - Based in Japan, Suntory Flowers is a 

world-class breeding company dedicated to innovation and enriching people’s lives by 
creating a world that’s alive with flowers.  This scholarship is intended for junior or 
senior undergraduate students attending a two- or four-year institution, with a 
demonstrated focus on a career in floriculture or ornamental horticulture breeding or 
production, with a passion for exploration in developing new and innovative floral 
products.  They contributed $52,500 to create the fund, with the $2,500 being used to 
award their scholarship in 2022. 
 

• Joseph H. Hill Memorial Foundation Research Fund – a contribution of $150,0000 was 
made over the summer in support of AFE-funded research for greenhouse cut flower 
research.  This adds about $6,000 annually to the AFE research budget, which will grow 
over time. 

 

We encourage Trustees to work with staff whenever appropriate to engage industry members 
who are capable of making large contributions to AFE.  These include business owners selling 
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their business, retiring, etc.  Being able to give to a charitable organization is a tax benefit to 
these individuals and the money they contribute goes a long way to establishing programs to 
advance the industry. 

We are talking with other flower breeding companies, soil and fertilizer companies and other 
allied companies in hopes they will begin to support AFE. 
 

 
3. Pledge Renewals/Lapsed Donors: 

 
An effort has been made to get current and former donors to renew their 3-year pledge.  We 
have been successful with many of these companies, and we continue to contact others who 
have not renewed their pledges.  In many cases, the companies or individuals have not 
realized that their pledge has expired or that they owed additional money for their pledge.  
 
It’s important to note that it has been increasingly difficult to get industry members to commit to 
a three-year contribution during the challenges of the past two years.  While many have 
stepped up to provide support, they are leery on making a multi-year commitment.  Instead, 
we’ve transitioned to discussing a recurring annual donation where they can cancel at any 
time, but their annual donation automatically is renewed.  The AFE donor database, Network 
for Good, makes this an easy process that is automated. 

Additionally, the Thrips and Botrytis supporters have all maintained their five-year 
commitments since the research initiative was started back in 2017/2018. A handful of these 
supporters have completed their five-year pledges this year, so we will work to these 
organizations to ask for their continue support in the same amount for general AFE programs. 
 
 
 
Final Comments: 
The industry has stepped up to support AFE this year thanks to the special 60th Anniversary 
celebration and the efforts of the Board and staff.  Thank you.  Now, we hope to continue this 
momentum in 2022.   
 
Remember: No gift to AFE is too small.  Whether someone can afford $50 a year or $5,000 a 
year, all donations support floriculture programs and help increase our annual funding.  It’s 
about increasing the annual contributions each year. 
 
We are happy to answer any questions you might have. 



 
 
 

AFE at SAF – September 6-8, 2022 
Orlando, Florida 

 
 
Due to the condensed format of the SAF event in 2022, we’ve been informed that there is 
not an evening opportunity for AFE to hold its normal reception/dinner. Instead, we’ve 
asked for an afternoon session immediately before the SAF President’s Welcome 
Reception when we can network and engage with AFE supporters. Below is an outline of 
how the two-hour event would work. We would invite past sponsors and donors, but 
would welcome anyone who wants to attend. 
 
Tuesday, September 5, 2022 
4:00 – 6:00 p.m.  AFE Special Reception and Donor Event  Room TBD 

 
4:00 – 4:15 p.m. Welcome by AFE Chairman Laura Shinall  
A special thank you to all past sponsors and donors over the past two or three years of 
virtual events (pending the timeline of the 2022 campaign), an update on AFE’s new 
initiatives (strategic plan, sustainability, career center, research, and scholarships, etc.) 
Discuss new format for annual sponsorships – rather than connected to just one industry 
event. Having more informal AFE events at multiple industry events.  Passing of Gavel to 
Ken. 
 
4:15 p.m. Present Donor Recognitions (Laura and Ken) 
A printed program of donors will be printed and will include photo ops of donor awards in 
groups. 
 
5:00 – 6:00 p.m. Networking and Open Bar 
Encourage conversations around new initiatives, the normal AFE reception/dinner format, 
or other ideas.   

 
Wednesday - Friday 
AFE Educational Session sponsored and AFE Booth in Registration Area 
 

 



 
2022 AFE Annual Fundraising Campaign! 
 
For the past two years, and due to the Covid-19 pandemic, AFE has conducted its annual 
fundraising campaign virtually. In 2020, the Virtual Mask-erade Fundraiser was held, to 
include the shipping of AFE-branded masks, and other sponsorship benefits. In 2021, the 
Peer-to-Peer Fundraising Campaign was held in celebration of AFE’s 60th anniversary 
efforts. Below are the results of both campaigns. 
 
Due to the change in the 2022 SAF Convention schedule, AFE must once again come up 
with other alternatives to our regular in-person reception and dinner. The committee 
should discuss options and ideas. 
 
60 Days - 2021 Results      Giving to Grow - 2020 Results 
Peer-to-Peer Campaign      Virtual Mask-erade 
 
Amount Raised $161,080     Amount Raised $85,225 
85 Sponsorships       59 Sponsorships 
Due the Support of 24 Fundraisers    Over 90 Mask-erade Photo Entries 
 
 
In 2022, options include: 

• New themed campaign over a period of time similar to Giving to Grow 
• Gift match available to use as primary focus for promotion 
• Another Peer-to-Peer campaign, but would need to have a new theme 
• Converting sponsorships to annual contributions/partnerships with AFE granting 

benefits throughout the year, rather than tied to a single event 
o This could include regular ad space in print and online 
o Placement on AFE homepage throughout year 
o Annual job postings on AFE’s Career Center 
o Complimentary tickets to any AFE events  
o Annual contributions/partnerships would be at high levels of giving and have 

longer-term commitments vs. asking for smaller contributions for events and 
year-end 

• Other 
 
 



 
 

AFE’s Logo and Tagline Discussion 
 
AFE Mission Statement - Board Approved November 1, 2021  
To be the trusted source and catalyst for floriculture advancement through funding of innovative 
research, scholarships, internships, and educational grants that best serve the dynamic needs and 
demographics of all industry sectors. 
 
AFE’s Vision Statement - Board Approved November 1, 2021 
A strong, unified floriculture community fostering industry innovation and growth to better connect people 
to flowers and plants in everyday life. 
 
 
Per the last Task Force Committee meeting for our updated Mission, Vision, Tagline, and Logo, we have 
created a few logo samples for the PR/Development Committee’s review. The proposed new tagline from the 
Task Force reads, “Funding for the Future of Floriculture.” We have also made a few versions with our core 
programs as a third line, “Research, Internships, Scholarships, Education.”  
 
We would like your input on the following before presenting to the full Board:  
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