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This report looks at the following areas:

< How has the market performed over the last five years?
= What factors stand out as the most important when buying flowers?
= How can retailers drive growth in the cut flowers market?

The cut flowers and houseplants market has been hard hit during the economic downturn as consumers
cut back, considering them non-essential purchases.

Supermarkets continue to dominate the distribution of cut flowers, although a move by consumers
towards shopping for food more locally could benefit florists in the medium to long-term.

Freshness stands out as the most important factor people look for when buying flowers. The consumer
research shows that consumers are almost twice as likely to prioritise this over low cost.

DID YOU KNOW?

more holistic view of this market

“Gifting is a key driver of flower sales, with 70% of
consumers having bought flowers for someone else in the
last 12 months. Younger generations, however, are

instead of flowers and this is a concern for the market.”
— Tamara Sender, Senior Retail Analyst
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Figure 26: Trade channels for cut flowers and houseplants, by percentage share, 2014 (est)

Florists hold a third of market

Figure 27: Trade channels for cut flowers, by percentage share, 2014 (est)
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The Real Flower Company

The Consumer — Where Flowers and Plants are Purchased

Key points
What we asked

Supermarkets dominate sector
Figure 38: Where cut flowers and houseplants were purchased in the last 12 months in-store and online, November 2014

Florists draw young men and older women
People spend £7 more when buying flowers from florists

Where people shop for flowers by age

Figure 39: Profile of consumers who have purchased cut flowers from a florist or supermarket chain in the last 12 months in-store and
online, by age group, November 2014

Where plants are bought

Who buys flowers and plants?

Figure 40: Profile of people who have purchased cut flowers and/or houseplants in the last 12 months, by gender, age group and
socio-economic group, November 2014

In-store vs online purchases
Figure 41: Where people have purchased split by in-store and online, November 2014
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Women buy more online from a florist than men

Nine in ten buy in-store from supermarkets

The Consumer — Who Were the Flowers or Plants Purchased For?

Key points

What we asked
Figure 42: People who have purchased cut flowers or houseplants for themselves or someone else, November 2014

A third of men buy flowers for themselves

Figure 43: Profile of cut flower purchasers who have bought for themselves or someone else, by gender and age group, November
2014

Over-35s buy flowers as a gift

Tesco shoppers tend to buy flowers as a gift

The Consumer — Amount Spent on Flowers and Plants

Key points
What we asked

Average spend on flowers for gifting is £12.40
Figure 44: Average amount spent on buying cut flowers and houseplants on each purchase, November 2014

Figure 45: Average amount spent on buying cut flowers on each purchase, by demographics, November 2014

Figure 46: Average amount spent on buying houseplants on each purchase, by demographics, November 2014

The Consumer — How Often Flowers and Plants are Purchased

Key points
What we asked
People buy flowers for themselves 17 times per year
Figure 47: How often people buy cut flowers and/or houseplants for themselves, November 2014
Young buy plants more frequently than older consumers
People buy flowers as gifts nine times per year

Figure 48: How often people buy cut flowers and/or houseplants for someone else, November 2014

Houseplants not frequently bought as gifts

The Consumer — What People Look For When Purchasing Cut Flowers

Key points
What we asked
Figure 49: What people look for when purchasing cut flowers for themselves or someone else, November 2014
Fresh flowers are number one factor
Colour
Singles attracted by smell
Some 40% of women know what flower they want
Low cost is not a priority
Affluent ABs look at presentation
Young look for unique flowers

Online buyers look for seasonal and UK grown flowers
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The Consumer — Attitudes towards Buying Flowers and Houseplants

Key points
What we asked
Figure 50: Attitudes towards buying flowers and/or houseplants, November 2014
Over-45s buy flowers to brighten up their home
Young opt for other gifts over flowers
Only over-55s prefer plants
Men look for UK grown flowers
Choosing own flowers for bouquet
Flowers to say sorry

Only older people favour garden plants
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