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Consumer Tracking Study
•12,000 household panel

•Monthly reporting
Geography:

•48 Contiguous United States
Covering:

•Purchases Of Cut Flowers, Potted Flowering, Foliage, 
Bedding/Annuals, Artificial/Dried

Methodology:
•Diary Panel

Started collecting purchase data in July 1992
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Goals…to identify:

• Who is our consumer?

• What are they buying?

• Where are they buying it?
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To Put Things In Context…

• We tend to see the consumer in terms of our 
categories only

• However, we operate in context of a bigger 
picture, the way the consumer does.

• Here’s some background information to 
help put things into that context… 
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Who areWho are
the Flower the Flower 

Buyers?Buyers?
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Consumer TrendsConsumer Trends--Floral Floral 
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Floral Purchasers-Dollar Share by 
Age Group
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High School or less
32.6%

College
56.4%

Post College 
Graduate

11.0%

Source: US Census Bureau

U.S. HouseholdsU.S. Households--EducationEducation
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Flowers Expenditures by EducationFlowers Expenditures by Education
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Floral PurchasersFloral Purchasers--GenderGender
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94.484.683.582.566.1Female
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7.722.822.821.839.0Male

92.377.277.278.261.0Female
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Source: Ipsos/AFE Consumer Tracking Study



16

Under $25,000
30.6%$25/49,999

30.6%

$50/74,999
17.6%

$75,000 plus
21.2%

Source: US Census Bureau

U.S. HouseholdsU.S. Households--IncomeIncome



17

Floral Spending % by Household Floral Spending % by Household 
IncomeIncome

31.241.838.539.838.939.4$75K+

15.121.419.018.722.220.9$50-74.9K

23.224.627.823.724.824.9$25-49.9K

30.512.214.717.814.114.8Under $25K

ArtificialBeddingFoliage
Potted 
Flower

Cut 
Flowers

Total 
Floral

Source: Ipsos/AFE Consumer Tracking Study
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Category Category 
TrendsTrends



19

Floral Category TrendsFloral Category Trends
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Category Share of Floral Category Share of Floral 

6.16.77.99.69.810.39.611.912.111.812.1Artificial

35.134.436.335.937.335.736.634.435.134.632.4Bedding

7.68.28.59.399.29.79.49.19.39.1Foliage

15.615.515.215.515.315.315.515.31615.816.3
Flowering 
Potted

37.437.334.232.831.331.930.531.229.831.231.9Cut Flowers

20032002200120001999199819971996199519941993

OCCASIONS 

5.167.88.299.58.410.410.810.512.5Artificial

35.734.434.933.634.831.934.631.932.833.430.4Bedding

5.96.46.56.87.16.87.77.37.47.37Foliage

12.111.510.510.911.811.211.411.712.11212.6
Flowering 
Potted

38.438.637.838.235.337.935.836.534.834.734.9Cut Flowers

20032002200120001999199819971996199519941993

DOLLARS

DOLLARS

Source: Ipsos/AFE Consumer Tracking Study
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Market Size…Retail Dollars

• Using the US Bureau of Economic Analysis 
data for the retail dollars of the floriculture 
market

And
• Applying the AFE/Ipsos-Insight Consumer 

Tracking Study category share,
We can estimate the size of the US market by 

category…
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1998 1999 2000 2001 2002 2003 (E)
Total Floriculture Retail Dollars (Billions) 17.974 18.048 18.219 19.068

Cut Flower % of Total Floriculture 37.9 35.3 38.2 37.8 38.6 38.4
Cut Flower Category Retail Dollars (Billions) 6.86 6.79 7.03 7.32

Bedding Plant % of Floriculture 31.9 34.8 33.6 34.9 34.4 35.7
Bedding Plant Category Retail Sales (Billions) 6.04 6.3 6.27 6.81

Potted Flowering % of Total Floriculture 11.2 11.8 10.9 10.5 11.5 12.1
Potted Flowering Category Retail Sales (Billions) 1.96 1.9 2.1 2.31

Foliage % of Total Floriculture 6.8 7.1 6.8 6.5 6.4 5.9
Foliage Category Retail Sales (Billions) 1.22 1.17 1.17 1.13

Arificalial/Dried % of Floriculture 9.5 9 8.2 7.8 6 5.1
Artificial/Dried Retail Sales (Billions) 1.47 1.41 1.09 0.972

***

###

###

###

###

###

Size of Market…

Sources: *** US Bureau of Economic Analysis
### Ipsos/AFE Consumer Tracking Study
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Expenditure Shares Expenditure Shares 
on Cut Flowers on Cut Flowers 

Single 
Stems
16.4%

Bunches
Bouquet
31.3%

Arrangements
46.5%

Others
5.8%

Source: Ipsos/AFE Consumer Tracking Study
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Transaction Shares Transaction Shares 
on Cut Flowers on Cut Flowers 

Single 
Stems
26.7%

Bunches
Bouquet
50.1%

Arrangements
18.6% Others

4.6%

Source: Ipsos/AFE Consumer Tracking Study
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Total FloralTotal Floral

92.7079.6080.8083.60$ per Buyer

5.85.05.05.2
Occ per 
Buyer

16.0015.9016.1016.00
$ per 
Occ/Buyer

57.655.053.048.5HH Pent %

2003200220012000Floral

Source: Ipsos/AFE Consumer Tracking Study
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Cut FlowersCut Flowers

68.7061.5066.0074.90$ per Buyer

4.203.703.704.00
Occ per 
Buyer

16.5016.5017.8018.70
$ per 
Occ/Buyer

30.328.025.121.0HH Pent %

2003200220012000Cut Flowers

Source: Ipsos/AFE Consumer Tracking Study



27

Bedding PlantsBedding Plants

55.3047.1048.5049.40$ per Buyer

3.433.13.3
Occ per 
Buyer

16.3015.9015.5015.00
$ per 
Occ/Buyer

35.132.531.428.1HH Pent %

2003200220012000Bedding

Source: Ipsos/AFE Consumer Tracking Study
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FoliageFoliage

27.0023.8024.4026.90$ per Buyer
2.21.92.02.3Occ per Buyer

12.5012.6012.3011.80
$ per 
Occ/Buyer

11.812.111.510.4HH Pent %
2003200220012000Foliage

Source: Ipsos/AFE Consumer Tracking Study
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Potted FloweringPotted Flowering

29.8024.6023.1026.00$ per Buyer
2.42.12.12.3Occ per Buyer

12.4011.9011.2011.30
$ per 
Occ/Buyer

21.920.919.817.3HH Pent %
2003200220012000

Potted 
Flowering

Source: Ipsos/AFE Consumer Tracking Study
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ChannelChannel
SelectionSelection
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Channel ShareChannel Share--Dollars Dollars 

12.82.517.411.18.33.52024.403

13.92.316.29.67.93.82026.302

151.514.18.97.64.421.427.101

17.61.313.19.28.12.119.529.100

18.11.213.38.98.11.920.827.799

17.71.112.77.58.62.218.431.898

18.5012.27.492.32030.697

19.8011.76.28.41.9193396

20.7011.968.22.12031.195

20.1011.75.48.21.520.832.394

20.4012.73.97.71.219.634.593

Other
Whse 
ClubSmkt

Home 
ImpDiscount

Internet/
Toll 
Free

Garden 
CenterFlorist

Source: Ipsos/AFE Consumer Tracking Study



32

Channel ShareChannel Share--Occasions Occasions 

25.92.930.612.4151.112.110.603

29.32.629.110.313.81.313.612.402

30.51.92610.114.21.415.912.701

33.81.524.210.114.50.615.313.700

33.61.524.31014.60.615.413.399

35.61.223.89.314.50.61514.698

36.1023.68.714.90.616.115.197

39.2023.57.513.60.615.616.296

38023.67.213.90.616.715.595

38.6023.86.614.10.416.516.694

40.1025.25.312.90.316.217.893

Other
Whse 
ClubSuprmkt

Home 
ImpDiscount

Internet/
Toll Free

Garden 
CenterFlorist

Source: Ipsos/AFE Consumer Tracking Study
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SupermarketsSupermarkets

34.3028.3028.1030.40$ per Buyer
3.73.23.23.5

Occ per 
Buyer

9.108.908.808.70
$ per 
Occ/Buyer

27.625.321.717.7HH Pent %
2003200220012000Supermarket

Source: Ipsos/AFE Consumer Tracking Study
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FloristsFlorists

96.4081.8086.6096.90$ per Buyer
2.62.42.52.8

Occ per 
Buyer

37.0034.0034.6034.10
$ per 
Occ/Buyer

13.714.213.612.4HH Pent %
2003200220012000Florist

Source: Ipsos/AFE Consumer Tracking Study
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Garden CentersGarden Centers

66.9051.4053.3052.30$ per Buyer
2.52.22.42.5

Occ per 
Buyer

26.6023.5021.8020.60
$ per 
Occ/Buyer

16.317.217.415.4HH Pent %
2003200220012000

Garden 
Center

Source: Ipsos/AFE Consumer Tracking Study
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Warehouse ClubsWarehouse Clubs

35.1032.0028.8032.80$ per Buyer
2.52.32.32.3

Occ per 
Buyer

13.8014.1012.8014.40
$ per 
Occ/Buyer

3.83.12.31.6HH Pent %
2003200220012000

Warehouse 
Clubs

Source: Ipsos/AFE Consumer Tracking Study
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Home ImprovementHome Improvement

37.0030.6030.8035.50$ per Buyer
2.62.12.22.4

Occ per 
Buyer

14.4014.8014.2014.70
$ per 
Occ/Buyer

16.313.912.510.7HH Pent %
2003200220012000

Home 
Improvement

Source: Ipsos/AFE Consumer Tracking Study
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ReasonsReasons
For PurchaseFor Purchase
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Flowers Expenditures by PurposeFlowers Expenditures by Purpose
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What Are They Buying???

• We are no longer in the plant and flower 
business!

• We are in the fashion, decorating, life-style, 
well-being and emotion communication 
business, providing solutions!!!
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Conclusions & 
Summary
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Building ConsumptionBuilding Consumption

Three ways to increase floral 
consumption:

•Increase household penetration

•Increase frequency of purchase of 
existing floral buyers

•Increase the transaction value per 
occasion of existing floral consumers


