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Floral Industry 2016
Growing Expectations

· Total 2014 floriculture sales were actually better than reported in last year’s Florist Profiler. The Society of American Florists (SAF) had reported $26.6 billion, but the final number was 30.9 billion, or an 11.5% increase.

· Although SAF has more recently reported that total 2015 floriculture sales did increase, to $31.3 billion, this was only 1.3% more than 2014 – and many are blaming a Saturday date for Valentine’s Day 2015.

· Despite a Sunday date for Valentine’s Day 2016 (an even worse sales scenario), SuperFloral reported in its Q1 2016 readership survey that 57.9% of respondents said their sales increased, compared to 56.5% during Q1 2015.

Comparison of Floriculture Products with 

Largest Sales Increases, Q1 2015 vs. Q1 2016

	Product
	Q1 2015
	Q1 2016

	Bouquets
	82.4%
	63.6%

	Arrangements
	70.6%
	72.7%

	Flowering plants
	58.8%
	63.6%

	Consumer bunches
	29.4%
	45.4%

	Foliage plants
	23.5%
	27.3%

	Individual stems
	11.8%
	9.1%

	Plush
	---
	9.1%

	Giftware/Decorative accessories
	5.9%
	---



SuperFloral, June 2015 and 2016 issues
Valentine’s Day to the Rescue

· All retail outlets selling flowers are glad the calendar will favor the industry for Valentine’s Day 2017, which is a Tuesday. Many shops are closed Sunday, but a Tuesday date typically increases deliveries, especially to offices. 
· According to various industry sources, rose farms in South America and Africa are pinching, or pruning, their plants to produce more roses, since the Tuesday date for Valentine’s Day 2017 should increase rose orders compared to 2016.

· In an SAF Valentine’s Day 2016 survey of members, 35% said their sales increased because they invested more in advertising, 27% cited higher price points, 12% expanded their territory or opened a new location, and 18% fewer local shops.
Where Sales Increased for Floral Retailers During Valentine’s Day 2016
	Business Area
	Percent
	Business Area
	Percent

	Website sales
	62%
	Wire-in sales
	22%

	Walk-in sales
	52%
	Wire-out sales
	6%

	Phone sales
	50%
	Gift sales
	6%



Society of American Florists, March 2016
Floral Fans by Generation

· According to the 2016 Generations of Flowers Study, customers had a higher appreciation of flowers, at 73%, compared to 66% in the 2009 version of the study.
· Millennials and Generation X members were responsible for all of the increase, with Millennials at 76% (2016) and 60% (2009) and Generation X members 73% (2016) and 64% (2009). Appreciation among Baby Boomers didn’t increase, but was 72%.
· The 2016 study found that 33% of Millennials purchased flowers for themselves at farmer’s markets and 24% at convenience stores. 85% of Gen Xers purchased flowers as gifts at florists and 35% at nursery/garden centers.

Sources of Flower Information by Generation, January 2016
	Source
	Gen Y
	Gen X
	Boomers
	Source
	Gen Y
	Gen X
	Boomers

	Family/friends
	44%
	47%
	48%
	TV
	33%
	37%
	35%

	Florists/experts
	22%
	27%
	32%
	Email
	24%
	27%
	31%

	Colleagues
	7%
	9%
	6%
	Social media
	32%
	29%
	14%

	Newspapers
	12%
	14%
	22%
	Online news
	16%
	19%
	11%

	National magazines
	16%
	17%
	22%
	Blogs
	14%
	5%
	5%

	Radio
	8%
	8%
	6%
	Books
	10%
	5%
	8%


Society of American Florists (Russell Research), February 2016
Consumer Purchase Behaviors

· “A traditional holiday/occasion gift” was the #1 reason consumers purchased flowers during 2015, at 50%. “As a ‘just because’ pick-me-up gift for others” decreased from 48% to 42%.

· “Everyday décor,” at 42%; “personal pick-me-up or feel-good bouquet,” at 41%; and “holiday décor,” at 39%, remained the top three uses of flowers in the home. 

· Mixed flowers, at 68%, and roses, at 63%, were the #1 and #2 types of flowers typically purchased, according to the 2016 study, as they were in the 2009 version. Carnations were 26%; tulips, 21%; lilies, 17%; daisies, 17%; and orchids, 17%.

Locations Where Consumers Typically Purchase Flowers, January 2016

	Location
	For Self
	As Gift
	Location
	For Self
	As Gift

	Supermarket/grocery
	70%
	58%
	Sidewalk/street vendor
	22%
	18%

	Local florist, in person
	61%
	64%
	Discount/chain store
	21%
	17%

	Local florist, by telephone
	23%
	30%
	Home improvement/hardware
	16%
	12%

	Local florist Website
	23%
	29%
	Convenience store
	15%
	12%

	Nursery/garden center
	42%
	32%
	Toll-free telephone service
	9%
	13%

	Farmer’s market
	30%
	23%
	Catalog
	8%
	8%

	National Internet service
	25%
	34%
	Other
	1%
	1%


Society of American Florists (Russell Research), February 2016
Bloomin’ Love

· The Knot 2015 Real Weddings Study reported a 7.4% increase in the national average spent on the florist/décor, from $2,141 for 2014 to $2,300 for 2015.
· The 2015 Wedding Report found that only bridesmaid bouquets increased in average cost, at just 1.1%, while decorations, -1.1%; flower arrangements, -3.1%; table centerpieces, -0.3%; and flower girl flowers, -2.3%, all decreased in cost.
· According to SuperFloral’s 2016 wedding survey, 81.8% of floral departments surveyed provided complete wedding services, 31.8% reported increase sales for the year ending April 2016 and the largest average sale category was $500–$999, at 45.5%.
Wedding Couples’ #1 Flower of the Year, Q1 2016

	Flower
	Percent
	Flower
	Percent

	Roses
	43.3%
	Hydrangea
	3.3%

	Lilies
	10.9%
	Calla lilies
	3.1%

	Peonies
	7.4%
	Sunflowers
	2.5%

	Tulips
	6.0%
	Baby’s Breath
	1.6%

	Orchids
	4.1%
	Other
	13.8%

	Daisies
	3.9%
	
	



The Wedding Report, Q1 2016 Survey
The Floral Mass-Market
· According to Food Marketing Institute’s Trends in Mass-Market Floral report, 49% of mass-market stores’ floral departments were full-service (at least 75% full-service) while 23% were described as limited service, and 26% self-service.
· The average 2015 floral sales were $223,078 per mass-market store. The average increase in floral sales was 5.6%, the average value of each floral transaction was $12.56 and the gross margin (percent of sales) was 44%.
· 79% of supermarket shoppers purchased cut flowers during 2015; followed by flower bouquets, 73%; flower arrangements, 30%; green plants, 28%; wildflowers, 24%; flowering/bedding plants, 21%; and exotic/tropical flowers, 20%.
Type of Floral Sales by Service Level, 2015

	Type of Floral Sales
	Primarily Self-Service
	Mixed-Mode Service
	Primarily Full-Service
	Overall

	In-store sales
	70%
	61%
	80%
	68%

	Website sales
	5%
	2%
	3%
	2%

	Holiday sales
	33%
	32%
	28%
	31%

	Impulse sales
	68%
	36%
	44%
	42%

	Wedding sales
	6%
	2%
	5%
	4%

	Sympathy sales
	2%
	42%
	4%
	3%



Food Marketing Institute, 2015
Additional Analysis

The 2016 Generations of Flowers Study has a wealth of additional data that will help your floral clients target specific audiences with the right flowers, floral arrangements and other floral products at the right prices.

What Would Motivate Consumers to Shop at 

Florists More Often, by Generation, January 2016
	Motivators
	Total
	Gen Y
	Gen X
	Boomers

	Special offers, discounts or promotions
	54%
	39%
	55%
	66%

	Offer free delivery
	47%
	39%
	44%
	57%

	Offer bouquet/arrangements at a variety of price points
	31%
	28%
	27%
	37%

	Offer unique, personalized styles and looks
	23%
	25%
	23%
	22%

	Post photos of arrangements online
	22%
	21%
	23%
	23%

	Able to order directly from Website
	20%
	20%
	21%
	19%

	Be available 24/7
	17%
	23%
	18%
	11%

	Offer referral discounts
	15%
	13%
	14%
	16%

	Expanded hours, such as evenings and weekends
	15%
	18%
	13%
	13%

	Floral workshops, classes or events
	10%
	15%
	9%
	6%

	Communicate via email or direct mail
	9%
	11%
	8%
	8%

	Offer tips/advice through social media or Website
	9%
	13%
	8%
	5%


Society of American Florists (Russell Research), February 2016
Role of the Internet in the Flower Purchase Process, by Generation, January 2016

	Role
	Total
	Gen Y
	Gen X
	Boomers

	To see photos of different arrangements I might want
	44%
	37%
	44%
	51%

	To compare prices of what I might buy
	41%
	41%
	41%
	41%

	To send flowers to places other than where I live
	38%
	30%
	36%
	48%

	To find a local florist’s phone number of location
	34%
	37%
	37%
	33%

	To find a local florist’s Website
	36%
	30%
	39%
	31%

	To find a national online floral retailer
	26%
	23%
	24%
	29%


Society of American Florists (Russell Research), February 2016
Reasons for Purchasing Houseplants During 

Past 12 Months, by Generation, January 2016

	Reasons
	Total
	Gen Y
	Gen X
	Boomers

	For in-home decoration
	51%
	45%
	54%
	52%

	As a traditional holiday/occasion gift
	26%
	24%
	23%
	31%

	As a “just because” pick-me-up gift
	25%
	29%
	26%
	20%

	As a present to myself
	22%
	25%
	21%
	22%

	For a funeral or sympathy
	14%
	13%
	15%
	13%

	As a decoration for my office
	10%
	17%
	9%
	5%

	Other
	5%
	0%
	5%
	9%
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