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Market Research Study
• Florists in Utah – 2021 and 2022
• Intermountain West Florists – 2024

• Online survey – 170 valid responses
• Florist directory available on cut flower marketing website

• Intermountain West Wholesalers (larger companies) – 2024
• Online survey – 8 of 26 invited completed the survey

• Intermountain West Consumers – 2024
• Online surveys (2) – 685 valid responses

• Study funded through a USU Extension grant



Consumer Surveys
• Survey conducted via Qualtrics response 

system – summer/fall 2024
• 513 respondents from Intermountain states
• Utah, Nevada, Wyoming, Colorado, Idaho, 

Montana
• Survey conducted with farmers market 

consumers - summer/fall 2024
• 172 respondents from Utah

• Questions related to…
• Flower/plant purchase habits
• Attitudes and perceptions
• Demographics
• Label knowledge and familiarity
• Willingness to pay - choice experiment and auction 

formats



Today’s Plan….
• Last year discussed results of the Qualtrics survey of Intermountain West 

Consumers
• Preferred cut flower varieties and colors
• Cut flower purchase frequency, rational, and factors considered
• Cut flower purchase locations 
• Perceptions and attitudes regarding local and organic
• Auction pricing results across labeled bouquet products

• Today will discuss pricing and target market for locally grown cut flowers, 
using combined results from both consumer surveys

• Including cut flower/plant purchase frequency and spending
• Label familiarity and purchase frequency
• Choice experiment and auction pricing results across labeled bouquet products



Flower/Plant Purchasing

Percentage of total sample, N = 685



Consumer Willingness to Pay
• Respondent willingness to pay for cut 

flowers
• One 18-22 stem wrapped bouquet

• Choice experiment and auction 
methods

• Labels considered
• Certified Organic
• Locally Grown
• Rainforest Alliance Certified



Label Familiarity & Purchase Frequency

Percentage of total sample, N = 685



Choice Experiment
• Respondents complete 24 choice tasks
• Choices differ by…

• Label – Certified organic or not, Locally grown or not, 
Rainforest Alliance Certified or not

• Price – 4 prices levels
• One at 50% discount
• One at current price
• One at 50% premium
• One at 100% premium

• Each choice offers two products and a none option
• Purpose is to elicit the actual value the consumer derives 

from purchasing the product and thus their WTP – pricing 
for each labeled product



Sample Choice Task



Choice Task Results – Retail Premiums



Auction Style Bidding

• Slide the ruler to their 
valuation for each labeled 
product, from $0 to $50

• Pricing results tend to be 
lower than choice 
experiments

• Stated WTP rather 
than estimated

• Respondents asked to 
select pricing as if in an 
actual shopping situation



Auction Results – Retail Premiums



Target Market for Locally Grown Flowers
• Strongest preferences for locally grown cut flowers

• Full sample separated into five groups by preferences 
and WTP

• Very high WTP for all labeled flowers, but more for locally 
grown

• Target market profile – Socio demographics
• Employed full time
• High household income ($150K more more annually)
• Smaller household size 
• Mid education level – college degree 
• Women
• Few if any children in household
• Ages of 18-35 and 55 to 65



Target Market – Flower Purchase 
Frequency & Expenditures

-Purchasing cut flowers more often at 
monthly and weekly rates
-Spending on cut flowers and other plants 
much higher per purchase

Percentage of total sample, N = 685



Target Market - Attitudes Toward Locally 
Grown Flowers

Scale of 1 to 5, Strongly Disagree to Strongly Agree
-Ratings on all positive statements higher
-Ratings on all negative statements lower



Target Market - Attitudes & Interests in 
Flowers

Scale of 1 to 5, Strongly Disagree to Strongly Agree
Target market rating higher for each



Overall Results
• Consumer willingness to pay strongest for locally 

grown flowers
• $11.70 premium per 18-22 stem bouquet

• Distinct target market 
• Target market consumers were more likely to be 

women, employed full-time, have household incomes 
above $150,000, hold a college degree, and fall within 
the 18–35 or 55–65 age ranges

• Higher cut flower purchase frequency among 
target consumers

• Greater spending per cut flower purchase
• More favorable attitudes toward locally grown 

flowers and flowers in general



Recommendations
• Emphasize “locally grown” in branding and labeling

• Local origin generated the strongest consumer preferences and highest willingness to pay, 
making it one of the most valuable marketing messages.

• Target higher-income, frequent buyers
• Focus marketing efforts on consumers with higher household incomes, full-time 

employment, and college education—especially women—who purchase flowers more 
frequently and spend more per purchase.

• Use premium pricing strategies
• Many consumers are willing to pay price premiums for locally grown flowers, so growers 

should avoid competing on low price and instead price to reflect quality and local value.
• Prioritize direct-to-consumer channels

• Farmers markets, farm stands, subscriptions, and other direct sales can help growers 
capture higher margins and connect with consumers who already value local flowers.

• Encourage repeat purchases through subscriptions or regular offerings
• Since target consumers buy flowers monthly or weekly, subscription programs or loyalty 

incentives can increase revenue.
• Promote quality, freshness, and local impact

• Marketing messages should highlight freshness, support for local farms, and community 
benefits, as target consumers already have strong positive attitudes toward locally grown 
flowers.



USU Cut Flower Production/Marketing 
Resources
• Cut Flower Marketing – Factsheets, 

presentations, florist directory… 
• https://extension.usu.edu/apec/cut-flower-

marketing

• Cut Flower Production and Budgets – 
Factsheets, budgets, etc….

• https://www.smallfarmslab.com

https://extension.usu.edu/apec/cut-flower-marketing
https://extension.usu.edu/apec/cut-flower-marketing
https://extension.usu.edu/apec/cut-flower-marketing
https://extension.usu.edu/apec/cut-flower-marketing
https://extension.usu.edu/apec/cut-flower-marketing
https://extension.usu.edu/apec/cut-flower-marketing
https://www.smallfarmslab.com/
https://www.smallfarmslab.com/


Marketing Website – Fact Sheets
Fact sheets currently available 
• Utah Farmers Market Consumer Preferences for Local Cut 

Flowers
• Intermountain West Florist Local Cut Flower Sourcing 

Preferences
• Intermountain West Florist Market Overview and Outlook
• Intermountain West Wholesale Cut Flower Buyer Market 

Analysis
• An Overview of the Cut Flower Industry
• Cut Flower Markets and Marketing in the Intermountain 

West
• Understanding Cut Flower Consumers
• Utah Florist Preference for Local Cut Flowers



Forthcoming Fact Sheets
• Intermountain West Consumer Cut Flower 

Preferences
• Target Consumers for Locally Grown Fresh Cut 

Flowers
• Consumer Familiarity and Preferences for 

Specialty Labeled Cut Flowers
• Utah Consumer Preferences for Local Fresh Cut 

Flowers
• Intermountain West Cut Flower Grower 

Marketing Needs Assessment Overview



Questions? 
Thank you
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