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OBJECTIVES QUOTE EVALUATION AGENCY 

1. To get an idea of agency’s activities regarding audits of project evaluations;   

2. To understand the agency’s audit evaluation approach and how they would bring the different 

audits of the evaluations of the projects to life; 

3. To see if evaluation agency can execute all audits of project evaluations within budget; 

4. To find an evaluation agency fit versus the selection criteria below: 

- audit possibilities of project evaluations throughout the US 

- Quality of audit skills of evalations 

- Price 

- Flexibility 

- Possibility to readjust audit of evaluation approach (if needed) after first year try-outs  

- Knowledge of the flower bulb sector and target groups 

- Familiar with the Dutch code of conduct regarding research and statistics 

- Accustomed to working with the Dutch Personal Data Protection Act 

EVALUATION AGENCY SELECTION PROCESS  

At least three parties will be sent information about the grant application for evaluation information, 

requesting their potential interest in the project. After writing to at least three potential evaluation 

organizations for the project, their positive responses are assessed according to established (set) 

criteria.  

The selected evaluation agency must be independent of the proposing organization(s), have a financially 

sound capacity and preferably have experience with similar audit of project evaluations. 

Any agency to be involved will be selected based on the below criteria in order to fit within the grants of 

the European Union: 

1.      Quality: the service provided must be clear and transparent, entirely consistent with the job 

description and meet the requirements of the contract documents; 

2.      Experience with similar audit of evaluation projects, preferably in the US: the agency must 

demonstrate that they have carried out similar projects in the past (references) and is capable 

to do so at the moment and for the coming defined period; 

3. The execution agency delivers detailed evaluations on the specified KPIs (highlighted in yellow in 

document) after each event and throughout the year, the evaluating agency must be capable to 

audit all data and results. 

4.      Price: the total price and/or partial prices, billing terms and conditions of supply are compared; 

5.      Flexibility: in case of unexpected events (such as an animal disease crisis) the projects can be 

allocated in a flexible manner and therefore perhaps audits of evaluations of the project can be 

allocated as well; 

 

A value is assigned between 1 and 10 to each of the criteria. These numbers are multiplied by the 

percentages of the weighting. The tendering party with the highest final score obtains the contract.  
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LEGAL REQUIRED INFORMATION  

o Registered company details 

o Credentials in order (last 3 annual or financial reports, articles of association, and extract 

Chamber of Commerce) 
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Project overview 

ABSTRACT 

Koninklijke Handelsbond voor Boomkwekerij- en Bolproducten (Royal Anthos) is the Dutch 
Royal trade association for traders in flower bulbs and nursery stock products. The companies 
affiliated with Royal Anthos represent more than 85% of the world trade in flower bulbs and 
are responsible for more than 80% of the total export of flower bulbs to the United States. 
Royal Anthos’ mission is to represent the common interests of the trading companies in the 
flower bulb and nursery stock industry and to act as their general representative at home and 
abroad. One of these interests concerns the development and financing of worldwide 
promotion campaigns to support the sale of flower bulbs. Royal Anthos has a lot of experience 
with the development and implementation of these campaigns. 

This project focuses on the promotion of European flower bulbs in the United States of 
America. Flower bulbs allow for an easy way of growing high quality flowers in many different 
settings. They can be used in private or public gardens and can also be used to produce bulb 
flowers for resale. The worldwide flower bulb market had a value of € 906 million in 2017. The 
European Union is the largest player on the flower bulb market and supplies around 70-75% of 
the world’s production of flower bulbs. Of the bulbs produced in Europe about 55% is exported 
outside the Union. The U.S. is one the largest flower bulb importers in the world and the 
largest importer of European flower bulbs. In 2017 the total value of the U.S. flower bulb 
market amounted to $143 million (€ 120 million), of which 88% came from the EU. 
Unfortunately, figures of recent years show a significant decline in the import value of flower 
bulbs by the U.S. (10% decline over 2013-2017). 

The initiative to start a new promotion campaign was initiated by the flower bulb trading 
companies that export to the United States. Available market information shows that the 
unfamiliarity with flower bulbs and its use is large, which is partly encouraged by the seasonal 
nature of the product. Fortunately, data shows that participation in lawn and garden activities 
and spending is now at an all-time high in the U.S. Households want to spend time and money 
on their garden and with the right promotion European flower bulbs can become the center 
piece in this trend. Therefore, there lies an opportunity to appeal to a large potential group of 
households (users and non-users) by making them aware and knowledgeable about flower 
bulbs, and by promoting the positive image of flower bulbs for which the starting point hip, 
healthy and surprising can be used. 

There are three objectives of this campaign. Firstly, to increase the number of households that 
are aware of European flower bulbs. To turn gardeners into flower bulb users, they must first 
be made aware of the existence of flower bulbs. Secondly, to increase the number of 
households that are educated about European flower bulbs. Once households are made aware 
of flower bulbs the next step towards inducing them to purchase bulbs is to educate them 
about all the different aspects of flower bulbs. Thirdly, the main economic objective of the 
promotion campaign is to increase the export of European flower bulbs to the U.S. This is done 
by reverting the trend of declining exports to the United States over the course of this project 
to eventually create a small increase in the export value of flower bulbs from Europe. 

These objectives will be completed by a set of four activities that will be continued for each 
year of the campaign. Two media campaigns will be set up. One is focused on increasing 
awareness while the other focuses on improving the education of households. Besides these 
campaigns, a yearly event and press trips will be organised. The awareness campaign is 
focused on creating awareness about flower bulbs from Europe. It focuses on superficial 
messaging designed to communicate the right season for bulbs and to entice households to 
learn more about flower bulbs. There are several elements to this campaign: online display 
ads, radio ads, sponsored social media posts, and press statements to leverage news media. 
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The educational campaign focuses on reaching households to remove any knowledge-related 
barriers to their use of flower bulbs. The campaign consists of several elements: online ads, co-
produced videos and articles, webpage posts, and newsletters. To obtain high quality media 
coverage, press trips will be organized yearly for small groups of journalists to be taken on day 
trips to local plant nurseries to show them the production process for flower bulbs and bulb 
flowers. Every year, at the start of the flower bulb season a large PR event will be hosted. The 
event is promoted through press releases and will very likely be featured on TV, radio, 
newspapers, magazines, and online platforms. Attendees to the event will be educated about 
flower bulbs and can pick their own bouquet. 

The aim of the "Flower Bulbs from Europe make you bloom" campaign is to bring the right 
time to purchase to the attention of the consumer, as well as to stimulate the level of 
knowledge about planting bulbs and the use of bulb flowers. This will breathe new life into the 
U.S. flower bulb market and will convert decreasing sales numbers into a healthy sales growth. 
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1. PRESENTATION OF THE PROPOSING ORGANISATION 

1.1. Representativeness of the proposing organization for the sector(s)  

Koninklijke Handelsbond voor Boomkwekerij- en Bolproducten (Royal Anthos) is the Dutch 
Royal trade association for traders in flower bulbs and nursery stock products, recognised by 
the member state (The Netherlands). 

Royal Anthos (formerly known as the Royal DWAFN) was established on 1 July 1996, following 
the merger between the Association for Flower Bulb Traders (1900) and the Association for 
Plant Traders (1917). During the celebrations of its 100th anniversary, in 2000, the 
organisation received the designation ‘Royal’ by Her Majesty Queen Beatrix. 

Royal Anthos represents the trading companies in the flower bulb and nursery stock sector. 
The organization is the national and international contact point for governments, as well as for 
organizations and institutions that are related to horticulture and more specifically to the 
floriculture sector. The companies affiliated with Royal Anthos represent more than 85% of the 
world trade in flower bulbs and approx. 60% of the export of nursery stock products (including 
bulbs not grown in the Netherlands but traded through there). In addition, they are 
responsible for more than 80% of the total export of flower bulbs to the United States. 

Royal Anthos’ mission is to represent the common interests of the trading companies in the 
flower bulb and nursery stock sector and to act as their general representative at home and 
abroad. One of these interests concerns the development and financing of worldwide 
promotion campaigns to support the sale of flower bulbs. In the implementation of these 
promotional activities Royal Anthos uses the name iBulb (uk.ibulb.org). 

The ‘Legal entity information’ that is included with the proposal contains the bylaws of Royal 
Anthos. 

1.2. Experience with information/promotion campaigns 

Royal Anthos has a lot of experience with the development and implementation of 
promotional campaigns in the flower bulb and tree nursery sector. Examples of this are given 
below: 

- All year-round Anthos is responsible for Public Relations regarding the use of flower 
bulbs. To this end, a file has been developed worldwide of more than 6,000 media 
contacts that are informed annually with 100 press releases, the use of social media 
(Instagram, YouTube, Facebook and Pinterest) and new photography about the latest 
trends in the use of flower bulbs. 

- In five countries (the Netherlands, Germany, England, France and Canada) the 
Bulbs4Kids campaign (uk.bulbs4kids.com) offers flower bulb teaching packages to 
primary schools. The aim of this is to familiarize young people aged 8 to 12 in a playful 
way with flower bulbs and their use; 

- Royal Anthos is partly responsible for the implementation and co-financing of the 
“Green cities for a sustainable Europe” campaign (thegreencity.eu), which aims to 
improve the positive effects of green and flower bulbs on people's well-being, 
promote biodiversity, climate and air quality. For this campaign a European grant has 
been successfully applied for by the European Nursery stock Association (EAN, 2017 
Agri multi call). Royal Anthos is a member of the EAN; 

- For a few decades, Royal Anthos has been carrying out promotional campaigns in 
Scandinavia (Denmark, Norway and Sweden) to encourage the use of bulb flowers and 

file://///server02/organisatie/Klanten/Anthos01%20-%20Koninklijke%20Handelsbond%20voor%20Boomkwekerij-%20en%20Bolproducten/uk.ibulb.org
file://///server02/organisatie/Klanten/Anthos01%20-%20Koninklijke%20Handelsbond%20voor%20Boomkwekerij-%20en%20Bolproducten/uk.bulbs4kids.com
http://www.thegreencity.eu/
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thus the export of flower bulbs to these markets. The promotional activities consist of 
advertisements (online and radio), organization of a tulip day event and online 
activities on Facebook, Twitter, YouTube and Pinterest. 

- On behalf of the exporters of flower bulbs to Japan and their Japanese buyers, Royal 
Anthos is responsible for the implementation of a promotional campaign in Japan 
(specifically focused on the sale of lilies). This consists of the organization of the "Lily 
Ambassador Project", whereby lily ambassadors are chosen every year. Through the 
deployment of these ambassadors, lily bulbs are promoted through workshops at 
various auctions in Japan, posting messages on various social media channels 
(Facebook, Twitter, Instagram and YouTube), the production of Videos, Point of Sale 
material and brochures. 

- Royal Anthos is carrying out an international promotional campaign on behalf of many 
Dutch companies in the perennial sector, aimed at promoting the sale of perennials. 
For this a website has been developed (www.perennialpower.eu) that is updated with 
new information year-round. Next to this, the campaign also includes PR in various 
countries and activities on various social media channels such as Facebook, Twitter, 
YouTube and Pinterest. New photography is made annually as part of these activities. 
A similar campaign is also being carried out to encourage the use of roses in the 
garden. The website for this is www.roses4gardens.com.  

- Organization of press trips for foreign and domestic trade press. To generate publicity 
for flower bulbs, journalists from trade journals for flower production and floristry are 
invited during two trade events (Tulip Trade Event and Dutch Lily Days). Various 
companies (members of Anthos) are visited during this press trip. Here the journalists 
receive information about the available range, new varieties and the market. 

1.3. Financial capacity of Royal Anthos as proposing organisation 

Royal Anthos finances the activities it undertakes from its own resources. Royal Anthos is a 
financially healthy organization that receives its income from: 

- The yearly member contributions; 
- The yearly voluntary contributions levied by the business community, that are used to 

finance market access activities (€ 1.3 million), product-related practical and 
fundamental research (€ 0.5 million) and for development and implementation of 
promotional activities (€ 1.5 million). 

As shown in the attached ‘Information on financial capacity’ form and annual accounts, Royal 
Anthos has a good financial capacity and a balanced budget.  

http://www.perennialpower.eu/
http://www.roses4gardens.com/
https://tuliptradeevent.nl/
https://www.dutchlilydays.nl/
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2. PRODUCTS/SCHEMES AND MARKET ANALYSIS 

This project focuses on the promotion of European flower bulbs in the United States of 
America. This concerns topic 4 of the simple programme. 

The initiative to start a new promotion campaign was initiated by the flower bulb exporters 
that export their flower bulbs to the United States. They see that their sales are under 
increasing pressure due to reduced consumer interest. Available market information shows 
that the unfamiliarity with flower bulbs and its use is large, which is partly encouraged by the 
seasonal nature of the product. The aim of the "Flower bulbs from Europe make you bloom" 
campaign is therefore to bring the right time to purchase to the attention of the consumer, as 
well as to stimulate the level of knowledge about planting bulbs and the use of bulb flowers. 
The purpose of this is to breathe new life into the U.S. flower bulb market and to convert 
decreasing sales numbers into a healthy sales growth. 

 
Figure 1: First impression of the campaign’s look and feel 

 

2.1. Flower Bulbs 

Flower bulbs are part of the category ‘Live trees and other plants; bulbs, roots and the like; cut 
flowers and ornamental foliage’. Flower bulbs allow for an easy way of growing high quality 
flowers in many different settings. They can be used in private or public gardens and can also 
be used to produce bulb flowers for resale.  

The worldwide flower bulb market had a value of € 906 million in 2017. The European Union is 
the largest player on the flower bulb market and supplies around 70-75% of the world’s 
production of flower bulbs. Of the bulbs produced in Europe about 55% is exported outside 
the Union. The U.S. is one the largest flower bulb importers in the world and the largest 
importer of European flower bulbs. 

Of the exported flower bulbs, 45% is sold to plant nurseries in the U.S. that use the flower 
bulbs to produce bulb flowers for the local market. The other 55% is sold to end consumers, 
through retailers, to use in their own garden to plant flowers. Promoting flower bulbs to end 
consumers provides a unique opportunity to both promote the sale of flower bulbs and the 
bulb flowers that grow from them; thereby also promoting the bulb flower market that uses 
European flower bulbs, further increasing the sale of European flower bulbs in the U.S. 

When promoting flower bulbs, the seasonal aspect of the product will be very important to 
emphasize. Flower bulbs can only be planted in the spring and the fall. Therefore, most 
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activities in the campaign will be undertaken in the spring and fall season, communicating the 
seasonal aspect of flower bulbs. The species that can be planted in these seasons are shown in 
table 1. 

Table 1: Species per season of consumer sales in the U.S. 

Spring Fall 

Lilium Tulipa 

Anemone Narcissus 

Dahlia Iris 

Freesia Crocus 

 Hyacinthus 

 Allium 

 Anemone 

 Freesia 

2.2. Reasons for promoting Flower Bulbs in the United States 

The United States is one of the largest markets for flower bulbs in the world and is responsible 
for 14% of the worldwide flower bulbs market and 24% of the export of European produced 
flower bulbs, see figure 2. In 2017, the total value of the U.S. flower bulb market amounted to 
$143 million (€ 120 million), of which 88% came from the EU, see table 2. 

 

 
 

 
Figure 2: Export of flower bulbs from the EU (source: UN Comtrade Database) 
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Table 2: Value of U.S. flower bulb market (source: UN Comtrade Database) 

 

 

 
Figure 3: U.S. import of flower bulbs 2013-2017 (source: UN Comtrade Database) 

 

Unfortunately, figures of recent years show a significant decline in the import value of flower 
bulbs by the U.S. (see table 2 and figure 3). Over the period 2013-2017 the total import value 
of flower bulbs from the EU to the U.S. declined by about 10%. In 2017 there was a 
momentary increase in import value, however this was mostly due to the euro-dollar exchange 
rate; 1,20 (1 euro = 1,20 USD) in the fourth quarter of 2017, compared to 1,04 (1 euro = 1,04 
USD) in the fourth quarter of 20161. Looking at the number of flower bulbs (in units) exported 
to the U.S. (table 3) the continued negative trend can also be seen in 2017.  

                                                           

1 The exchange rate of the fourth quarter is chosen because this is by far the most important export 
season for flower bulbs. 

2013 2014 2015 2016 2017 2015-2017

Europe (EU) EU 139.377.048$   137.464.961$   123.242.998$   119.084.908$   125.595.258$   -10%

Non EU countries 21.742.736$     21.491.281$     18.694.234$     18.773.112$     17.860.771$     -18%

Bron: UN Comtrade Database

USA import of Flower bulbs

2013 2014 2015 2016 2017 2015-2017

Netherlands EU 132.766.422$   132.787.097$   118.577.064$   114.659.783$   120.328.093$   

United Kingdom EU 3.578.528$       3.228.083$       2.967.631$       3.036.548$       3.417.458$       

France EU 2.395.955$       690.261$           1.024.089$       521.191$           833.125$           

Italy EU 55.435$             320.575$           397.835$           527.484$           556.613$           

Belgium EU 449.114$           438.945$           276.379$           339.902$           281.320$           

Czechia EU -$                   -$                   -$                   -$                   168.962$           

Germany EU 131.594$           9.687$               

Non EU countries 21.742.736$     21.491.281$     18.694.234$     18.773.112$     17.860.771$     

World (total) 161.119.784$   158.956.242$   141.937.232$   137.858.020$   143.456.029$   -11%

Bron: UN Comtrade Database

USA import of Flower bulbs
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Table 3: Export to the U.S. in bulbs (units) for the five most important bulb crops (source: United States 
Department of Agriculture (USDA)) 

 

For decades now, the European flower bulb industry has relied on the U.S. as one of the 
biggest growth markets, allowing the industry to expand its activities in Europe. The decline 
that is now apparent from data puts the industry in a very precarious position that can have 
significant economic effects in many European areas.  

This is especially a waste given the diverse market of the U.S. Consumers show interest in a 
broad range of flower bulbs and flowers. Other markets, especially in Asian countries, have 
experienced some growth in the sales of flower bulbs but this growth was caused by the 
increased sales of a single type of flower bulb; lilies (Lilium). These markets show a very 
singular focus on lilies and much less interest for other types of flower bulbs, making their 
potential low compared to diverse markets. Therefore, the choice is made to focus the 
promotion campaign on the diverse U.S. market. This is a market with a lot of potential for all 
different species of European flower bulbs that is unfortunately suffering from a lack of 
awareness and education. With a proper promotion campaign this potential can be seized. 

2.3. Market analysis of the United States 

In July 2009, an extensive market research was conducted on the U.S. market. It was 
commissioned by Anthos and executed by the agency ‘Knowledge Networks’ (A presentation 
with the most important findings from this research can be found in appendix A). This 
extensive research provides valuable information and insight into how households2 can be 
segmented, what needs each segment has, and how a promotion campaign should approach 
the different segments of households. 

To see if the findings of this report still hold up in 2019, they have been compared to and 
complemented with the findings of more recent research on the flower bulb market, especially 
the following survey and report: 

- The 2018 National Gardening Survey, which provides a comprehensive study of 
consumer gardening practices, trends and product sales (the full report can be found 
in appendix B); 

- The 2017 Neurensics report that investigates the implicit associations that users and 
non-users have with flower bulbs (A presentation with the most important findings 
from this research can be found in appendix C). 

The most important conclusions of these reports for the promotion campaign are: 
- Without extra promotional efforts and the use of extra resources, sales of flower 

bulbs in the U.S. will fall further; 

                                                           

2 Gardening purchases are usually made as a household, not as individual consumers. We have therefore 
incorporated households in this project instead of considering single consumers. This best reflects 
the reality of gardening and the purchasing behaviour of customers.   
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- There are various reasons why flower bulb sales are falling in the U.S. The most 
important one is a decreasing purchase frequency, which can be explained for the 
most part by the fact that consumers are unfamiliar with the product and its use; 

- Participation in lawn and garden activities and spending is now at an all-time high in 
the U.S. (77% of all U.S. households participating in at least some related activity in 
2017). However, growth is mostly seen in the ‘Lawn Care and Landscaping’ category 
and not in the ‘Flower Gardening’ category; 

- The (unconscious) associations consumers have with flower bulbs are almost always 
positive and there are no unconscious reasons for household not to buy flower bulbs; 

- The U.S. market is not homogeneous, which makes segmentation of households 
necessary; 

Market structure 

 
Figure 4: Market structure of flower bulb market 

 

Most of the flower bulbs sold and used in the U.S. are made in other countries and imported 
into the U.S. Figure 4 shows the entire chain for these bulbs. The bulbs are imported in bulk by 
U.S.-based importer, more than 80% of imports come from the European Union. They are 
processed in a processing plant or by the importer and are either sold in bulk to plant 
nurseries, where they grow flowers from the bulbs and sell these flowers to households 
through retail businesses, or they are packaged for households, sold to retailers, and 
eventually sold to households.  

The position of Anthos within the flower bulb market is shown in figure 5. Anthos represents 
Dutch bulb trade companies. The represented companies sell many bulbs produced outside 
the Netherlands, accounting for more than 85% of world trade and more than 80% of total 
imports to the U.S.  
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Figure 5: Position of Anthos within market (groups with Anthos members in green) 

Distribution and retail channels 
The distribution of flower bulbs from Europe to retail channels is shown in figure 4. There are 
however many different types of retailers. Figure 6 and 7 show through which channel 
consumers prefer to purchase their flower bulbs. Most spending on flower bulbs is done 
through Garden Centres, followed closely by Home Improvement Stores, and Big Retailers. The 
market share of Online stores is continuously growing which fits with the larger economic 
trend of shopping online. Retailers will however not be targeted directly through the campaign 
because they follow demand. If demand for flower bulbs (and bulb flowers) among households 
grow, the retailers will follow suit, importing more flower bulbs from Europe through their 
importers. 

 
Figure 6:Importance of each type of retailer (source: Knowledge Networks research (appendix A)) 
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Figure 7: Market share of retailers (source: Knowledge networks research (appendix A)) 

Import conditions 
Anthos has many years of experience with assisting the import and export of flower bulbs for 
their members and the import of flower bulbs into the U.S. from the E.U. does not often run 
into issues. Goods are inspected in the Netherlands before they are shipped abroad to allow 
for transport without delays. This also allows exporters to obtain the appropriate 
phytosanitary certificates in advance of their shipments. No significant changes are expected in 
the importing policies of the U.S. for flower bulbs.  

2.4. Consumer awareness 

The promotional campaign will aim to halt the downward trend of European flower bulb 
exports to the United States and turn it into a rising trend. The market research shows that 
many consumers do not buy flower bulbs because they are unaware of- or unfamiliar with the 
product and its use. However, numbers show that when made aware of the product and 
educated about its use, many consumers show interest in buying flower bulbs. Much can 
therefore be won by increasing the awareness of flower bulbs among consumers. 
 
Due to the inhomogeneous nature of the market there are several segments of households 
that can be identified. The households can be broken down into the following five segments 
(following the segmentation of the 2009 market research report (appendix A), updated with 
findings of recent research): 

- Lost gardeners: Households of consumers of all ages with a very low passion for 
gardening, simply due to not being interested in it and often having small gardening 
spaces. Potential to be gained is low because of a lack of interest;  

- Future gardeners: Households of young consumers (age <30) that show little interest 
in flower bulbs due to their focus on other things (career, socializing, out-of-house 
activities) and a limited gardening space (often live in apartments or small spaces with 
limited gardens). The potential for gain in this category is therefore relatively low.   

- Convenient gardeners: Households of couples with young kids (age 31-44) that have 
limited time for gardening. They do however often have a garden space and money 
and see gardening as an interesting way to brighten up their living space; 

- Potential gardeners: Households of consumers (age 45-64) that generally like 
gardening and consider themselves pretty good at gardening. They are aware of flower 
bulbs, but often do not have much knowledge. They have the highest purchase intent 
for “other flowers’’ but only a modest purchase intent for bulbs. 

- Golden gardeners: large group of households of mostly older consumers (age 50+) 
that are passionate about gardening. They tend to have gardening spaces and a 
relatively large gardening budget, but sometimes miss awareness and often miss 
knowledge about flower bulbs.  

Based on this segmentation it is clear that in a promotional campaign the ‘Convenient 
Gardeners’, ‘Potential Gardeners’, and ‘Golden Gardeners’ segments have the most potential. 
This gardener-grouping provides very useful information about the background and life 
situation of households in each group. There is however no direct link to the awareness and 
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education that is required for purchases. As can be seen in figure 8, the main reasons for never 
buying bulbs have to do with a lack of education and awareness.  
 

 
Figure 8: Reasons for never purchasing flower bulbs (Knowledge networks (appendix A)) 

 

If we consider solely whether households are aware (i.e. know when the upcoming flower bulb 
season starts) and educated (i.e. know how to use and take care of flower bulbs) we can reach 
a new grouping that is shown in table 4. These newly defined ‘Buyer groups’ correspond to the 
most interesting ‘Gardener groups’ as shown in figure 9. 

Table 4: Division into different buyer-groups, their awareness and education levels and the connection to 
the household segments 

Group Aware Educated Segment 

Hidden buyers X X 
Future gardeners  

Convenient Gardeners 

Intimidated buyers  X Potential gardeners 

Forgotten buyers X  Golden gardeners 

Bulb buyers   Golden gardeners 
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Consumers buying flower bulbs are both aware 
and educated, they are called bulb buyers. They 
are the backbone of the market and any small 
change in their behavior has a large impact on 
total flower bulb sales. Those consumers that are 
educated but have become unaware, we call 
forgotten buyers. They are the easiest group to 
convert into bulb buyers as they only need to be 
reminded about how great flower bulbs are and 
the right season to purchase them.  

Meanwhile there are also uneducated buyers. 
Consumers that are aware of flower bulbs but 
not educated in their use are called ‘Intimidated 
buyers’. To remove their barriers to purchase 
they must be educated in the use of flower 
bulbs. There are also consumers with neither 
awareness nor education about flower bulbs, 
those are referred to as ‘Hidden buyers’. The 
Hidden and Intimidated buyers are the future 
potential of the industry but require an 
investment to be converted into loyal customers. 
Of the hidden buyers the consumers that fall in 
the convenient gardener segment are by far the 
consumers with the most potential and the 
campaign will therefor focus on this segment of 
the hidden buyers and not on the future 
gardeners. This is done because results from 
marketing to future gardeners can take many 
years to provide a return on investment.   

2.5. Challenges 

The main challenges for flower bulbs in the United States lie in the declining knowledge and 
awareness of households: 

- Households do not know how and when (in which season) to plant flower bulbs. 
- Households do not know that certain flowers grow from a bulb. 
- Uneducated households associate flower bulbs with hassle and labor. 
- Households do not know how to care for/treat flower bulbs in a vase. 
- Households are unaware that bulb flowers in the garden contribute to good 

biodiversity. 
- Households are unaware that flower bulbs from Europe are used in most of the bulb 

flower production in the U.S. 

Besides these, there are also other challenges that need to be tackled: 
- The U.S. is a large country with many different climates that effect when and how the 

flower bulbs need to be planted and taken care of.  This means different climates can 
demand individual attention, making it a challenge to create an impact over the whole 
region; 

- Promotional activities in this project are focused on households. By increasing demand 
from households, the demand from importers and nurseries will also increase. There 
is however a delay between these different sides of the market. The availability of 

Figure 9: Connecting both types of consumer segmentation 
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flower bulbs could thus be temporarily insufficient if the campaign has a large positive 
effect on the U.S. market. 

2.6. Opportunities  

Opportunities lie in making households aware and knowledgeable about flower bulbs. 
Increasing households’ knowledge and awareness of flower bulbs is therefore the goal of this 
promotion campaign. To reach this goal the following specific opportunities should be seized: 

- Data shows that participation in lawn and garden activities and spending is now at an 
all-time high in the U.S. Households want to spend time and money on their garden 
and with the right promotion European flower bulbs can become the center piece in 
this trend. 

- Research shows that households who are familiar with flower bulbs only have positive 
associations with the product, such as exciting, surprising, exclusive, special, hip and 
healthy. The promotion campaign should build on this positive image; 

- Research shows that the unconscious associations with flower bulbs are almost always 
positive and there are no unconscious reasons not to buy flower bulbs, indicating that 
awareness and knowledge about flower bulbs are the most important factors in the 
promotion of flower bulbs. If people are aware and have knowledge about flower 
bulbs, they tend to buy the product. 

Therefore, there lies an opportunity to appeal to a large potential group of households (users 
and non-users) by making them aware and knowledgeable about flower bulbs, and by 
promoting the positive image of flower bulbs, for which the starting point hip, healthy and 
surprising can be used. 
 

2.7. Main competitors 

When looking at competitors, the main competitors are other gardening products that 
households can plant or grow themselves (tree nursery products and vegetable garden plants) 
and flowers that do not come from flower bulbs (for example roses). However, the flower 
bulb is a completely unique product. What makes flower bulbs unique to other gardening 
products is that: flower bulbs are responsible for bringing the first color to gardens in the 
spring, have a unique flower emergence process that is beautiful, fascinating and educational 
(especially if you've planted the bulbs yourself) and have a large availability of different colors 
and shapes, which can create a beautiful color explosion in gardens. Also, price-wise flower 
bulbs are very competitive compared to other gardening products, due to the relatively low 
production and transport costs compared to the semi or full-grown flowers and trees. 
 

2.8. Marketing strategies 

Target market(s) 
The focus of the promotion campaign will lie on the flower bulb market in the U.S. Most of 
the flower bulbs sold in the U.S. come from Europe and most of the bulb flowers sold in the 
U.S. are produced using European flower bulbs. 

Target group(s) 
The promotion campaign will focus on households, segmented as described in chapter 2.4. 
Through this focus, the market will be approached using both defensive and offensive 
marketing strategies, summarized in table 5. 
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Table 5:Different buyer groups and corresponding strategies 

Group Aware Educated Strategy 

Hidden buyers X X 

Offensive; first create awareness about flower 
bulbs, then educate to move towards purchase, fun 
family activity 

Intimidated 
buyers 

 X 

Offensive; educate them about the right way and 
the right seasons to plant flower bulbs 

Forgotten buyers X  

Defensive; remind them that flower bulbs are 
available in the spring and fall 

Bulb buyers   

Defensive; keep them aware of flower bulbs 

 
Forgotten buyers and bulb buyers are targeted through awareness campaigns using a 
defensive marketing strategy. They can quickly increase the sale of flower bulbs to increase 
short-term gains for the industry.  

- Defensive (maintain and restore awareness): By focusing on forgotten buyers and 
bulb buyers, the current market and distribution channels will be protected by 
reinforcing the existing flower bulb market. Through targeting these household 
groups, large export gains can be achieved in a short time period because only a small 
reminder is required to move them to purchase. This can in turn be used to further 
promote the export of European flower bulbs.   
 

Hidden and Intimidated buyers require an offensive marketing strategy. Hidden buyers are first 
targeted using awareness campaigns. After making them aware, they are inspired and well 
positioned to receive more information through the education campaign. The education 
campaign is also the main tactic to turn Intimidated buyers into Bulb buyers.   

- Offensive (create awareness and educate):  The offensive campaign is focused on 
intimidated buyers and hidden buyers. These two groups consist of the future growth 
of the bulb industry. A whole new generation of potential bulb buyers can be 
introduced to the surprisingly simple beauty that flower bulbs can bring to their lives. 
The hidden buyers group for a large part consists of younger couples with kids. By 
showing them that planting and growing flower bulbs can be a fun outdoor family 
activity, not only the parents are made aware and learn about flower bulbs, but their 
children will also grow up to be bulb gardeners. This ensures both a short- and long-
term increase in flower bulb export to the U.S. There are also younger households 
with less focus on family activities in this group. These have less influence on the 
marketing strategy because they are more difficult to convert into buyers.   

By combining this offensive campaign, that helps to bring new blood into the market, with a 
defensive campaign, that helps to consolidate the current market and secure the short-term 
viability of the industry, the flower bulb industry can be set on a path to success.  

To reach the consumer households, sales channels through retailers will be used. These 
groups will however not be targeted directly through the campaign because they follow 
demand. If the demand for flower bulbs (and bulb flowers) among households grows, the 
retailers follow which means that more bulbs from Europe will be needed and imported. 
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Target area(s) 
The United States can be subdivided into 10 climate zones. Research commissioned by Anthos 
and executed by Cornell University has provided insights in these climate zones with regards to 
flower bulbs and bulb flowers. It has shown that it is very important to take these zones into 
account when promoting flower bulbs. An overview of this research can be found here: 
https://planthardiness.ars.usda.gov/PHZMWeb/. 
 
Based on available research and demographics of the United States, the choice is made to 
focus on the West, Midwest and the Northeast/Atlantic areas of the U.S. These areas are the 
most favorable in terms of climate and have the highest population density. This way, 
maximum effect will be achieved with the promotion campaign. This selection is shown in 
figure 10 in green. 

  
Figure 10: Area on which the campaign will focus 

 
Further justification for this selection can be found in the amount of flower purchases and 
relative bulb purchases per region, which is shown in figure 11. The Northeast and Atlantic 
areas have a relatively high bulb expenditure which makes them high value regions. In the 
Midwest region people spend more on flowers and bulbs but spend relatively less on just 
flower bulbs. In the West of the U.S. there is comparable spending to the Northeast and 
Atlantic areas but less of that is spent on flower bulbs. This region has the potential to quickly 
grow in spending because it is easier to convince households to buy bulbs instead of other 
flowers than it is to have them spend more on flowers in general.  

https://planthardiness.ars.usda.gov/PHZMWeb/
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Figure 11: Flower bulb expenditure by key subgroup (source: Knowledge Networks research (appendix A)) 

 
Inside this focus area, the campaign will focus on the large suburban areas surrounding major 
cities. Neighborhoods in these areas generally have plenty of gardening space while also 
having a large concentration of homes. This allows the targeting of those households most 
likely to plant flower bulbs. Potential focus cities are shown in figure 12. The actual focus cities 
will be selected during the project in conjunction with a PR agency, based on the following 
criteria: population, current spending on flowers and gardening products, price of ad buys 
(reach per € spent), local climate conditions, and household groups living there.  
 
 

 
Figure 12: Potential focus cities 
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2.9. Overall Conclusions 

The European Union is the largest player on the flower bulb market and supplies around 70-
75% of the world’s production of flower bulbs. Of the bulbs produced in Europe about 55% is 
exported outside the Union. The U.S. is one the largest flower bulb importers in the world and 
the largest importer of European flower bulbs. Unfortunately, recent years show a decline of 
about 10% in the import value of flower bulbs by the U.S. This is a waste given the diverse 
market of the U.S. 

Therefore, the promotion campaign is focused on the U.S. This is a market that is suffering 
from a lack of awareness and education. Through education with a proper promotion 
campaign this problem can be solved to halt the downward trend of European flower bulb 
exports to the United States and turn it into a rising trend. Research shows that many 
consumers do not buy flower bulbs because they are unaware of- or unfamiliar with the 
product and its use. However, numbers show that when made aware of the product and its 
use, many consumers show interest in buying flower bulbs. Much can therefore be won by 
increasing the awareness of flower bulbs among consumers. 

Customer segments were identified to better understand the target demographics and the 
strengths, weaknesses, opportunities, and threats of the flower bulb market in the U.S. are 
shown in figure 13. Important in these are the trends of high participation in garden activities 
and the need for activities as a family. The declining sales, awareness, and knowledge of flower 
bulbs meanwhile are clear threats for the industry.  

  

• Only good associations for consumers 
familiar with bulbs and good 
(unconscious) associations in general: 
hip, healthy, surprising 

• Consumers can be made aware and 
educated; aware and educated 
consumers tend to buy bulbs 

• Seasonal nature of the product makes 
sustained marketing impractical 

• Different instructions for use 
depending on region 

• Not a homogeneous customer base  

• Relatively long time between action 
and gratification  

Opportunities 

• Large group of consumers that only 
needs reminding 

• Families are looking for activities to do 
together 

• Participation in garden activities at all 
time high 

Threats 

• Declining sales and purchasing 
frequency of bulbs 

• Declining knowledge levels of 
consumers about flower bulbs 

• Lack of awareness 

• Consumer unfamiliar with bulbs  

Strengths          Weaknesses 

Figure 13: SWOT analysis 
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3. ACTION OBJECTIVES 

The promotion campaign will focus on the flower bulb market in the United States. The market 
analysis in the previous chapter has shown us the following about this market:  

1. Trend: The flower bulb market in the U.S. is declining and without extra promotional 
efforts and the use of extra resources, sales will fall further; 

2. The most important reason why the flower bulb sales are falling is a decreasing 
purchase frequency, which can be explained by the fact that households are 
unfamiliar with the product; 

3. The U.S. market is not homogeneous and can be segmented into several consumer 
segments that each have their own flower bulb awareness level, bulb education level 
and potential; 

4. Households who are familiar with flower bulbs only have positive (unconscious) 
associations with the product; 

Based on this knowledge, the strategy of the promotion campaign will be:  

Build awareness and knowledge of European flower bulbs in the United States with activities 
aimed at creating awareness among- and educating the targeted groups of households on 
flowers that grow from bulbs as well as the planting and flowering periods, required 
handling and the European origin of flower bulbs. 

This strategy can be translated into two main objective categories; awareness objectives and 
economic objectives. These objectives are described in detail in the next paragraphs. The 
methods for measuring whether the objectives are met are described in section 7 of this 
document. 

3.1. Awareness objective 

The main awareness objective of the promotion campaign is to increase awareness of 
European flower bulbs among households. 

- Increase the awareness of European flower bulbs among households in the target area 
by educating them on flowers that grow from bulbs as well as the planting and 
flowering periods, required handling and the European origin of flower bulbs.  

This awareness objective is broken down into two measurable objectives; the number of 
households made aware of flower bulbs, and the number of households educated about 
flower bulbs.  

1. Increase the number of households that are aware of European flower bulbs 

To turn gardeners into flower bulb users, they must first be made aware of the existence of 
flower bulbs. This awareness is mainly created by a large-scale advertising campaign targeted 
towards the desired demographics which includes a social media campaign, radio advertising, 
and online advertising. 

It is not feasible to measure this awareness objective across different states or cities because 
no reliable baseline measurement can be set. There is however data about the United States 
as a whole. In 2017, an estimated 42 million households (34%) were aware of flower bulbs 
(data taken from the 2018 National Gardening Survey). This estimate is based on the number 
of households that participated in flower gardening. Unfortunately, no more precise data is 
available. At the start of the project a more detailed measurement for the baseline will be 
made.  
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The objective is to increase the number of households in the U.S. that are aware of flower 
bulbs to 44 million households. This is a 4,5% increase from the current number of aware 
households and a total increase of 1,5% over all households; from 34% to 35,5%). This increase 
is underpinned by the promotional activities that are described in chapter 4 of this proposal. 

The number of households that are currently aware is not steady. As explained in chapter 2.2 
and also in the economic objective below, the flower bulb market is currently losing 2% export 
value every year. This loss is most likely caused by households not buying flower bulbs because 
they are no longer aware of the product; seasons went by and they forgot about the product 
because they were not reminded of its existence in the planting season. This 2% yearly 
decrease in export value can therefore be linked to an equal yearly 2% awareness decrease. 
Based on the current baseline of 42 million households that are aware, that would mean that 
after a 3 year period of decrease only 39,53 million households will still be aware. This means 
that to reach the goals of 44 million aware households the decrease will also have to be 
accounted in, meaning the campaign will have to result in a total awareness increase of 4,5 
million households. 

 Baseline (2017) Objective 

United States 42 million households aware 
of flower bulbs 

44 million households aware 
of flower bulbs 

 

2. Increase the number of households that are educated about European flower bulbs 

Once households are made aware of flower bulbs the next step towards inducing them to 
purchase bulbs is to educate them about all the different aspects of flower bulbs. This 
education is done via a social media campaign, online advertising, newsletters, and a PR event.  

Comparable to the previous objective, it is not feasible to provide a baseline on a regional level 
for this objective. Data about the entire United States is thus used. In 2017, an estimated 26 
million households (21%) grew flower bulbs and can be indicated as being educated about 
flower bulbs (data taken from the 2018 National Gardening Survey). 

The objective is to increase the number of households in the U.S. that are educated about 
flower bulbs to 23,5 million households. This is a 5,8% increase from the current number of 
educated households and a total increase of 1,2% over all households; from 21% to 22,2%). 
This increase is again based on the number of gardeners that can be reached through the 
activities described in chapter 4. The number of educated households does not decrease in the 
same manner as the amount of aware households or the export value. Once households are 
educated they tend to stay educated.  

 Baseline (2017) Objective 

United States 26 million households 
educated about flower bulbs 

27,5 million households 
educated about flower bulbs 

 

3.2. Economic objective 

The main economic objective of the promotion campaign is to increase the export of European 
flower bulbs to the U.S. 
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- Increasing the export position of European flower bulbs in the United States by 
reverting the trend of declining exports to the United States over the course of this 
project and eventually creating a small increase in the export value (and volume) of 
flower bulbs from Europe. 

This economic objective can be broken down into one measurable objective; 

1. Increase the export value of flower bulbs from the E.U. to the U.S. 

As shown in chapter 2.2, data from the UN Comtrade Database shows an average 2% yearly 
export decline of European flower bulbs to the U.S. In 2017 the total export value of European 
flower bulbs to the U.S. was 104,66 million. Due to the significant decline over the past few 
years, it will be challenging to convert the downward trend into an upward trend. Over the 3 
years of the promotion campaign the following goals are set for each year: 

- Year 1: Slow downward declining market trend (-1% growth, i.e. 1% increase 
compared to non-intervention) 

- Year 2: Halt declining market trend and maintain the same level of export as the year 
before (0%, i.e. 2% increase compared to non-intervention) 

- Year 3: Increase amount of flower bulbs exported by 2% compared to last year (+2%, 
i.e. 4% increase compared to non-intervention) 

Following these goals, the objective across the entire campaign will be to increase the export 
value of European flower bulbs by 1% compared to the current export value. At the start of the 
project, likely in 2020, a new baseline measurement will be made. This is done because of the 
large amount of time between the currently available data (2017) and the start of the project 
(2020). The goals for the economic objective will remain at the same increase percentage-wise, 
updated for that new baseline data.  

 Baseline (2017) Objective 

United States – Year 1 

€ 104,66 million 

€ 103,61 million (-1%) 

United States – Year 2 € 103,61 million (0%) 

United States – Year 3 € 105,69 million (+2%) 
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4. ACTION STRATEGY 

4.1. Target groups and key message 

To reach the action objectives as set out in the previous chapter, the target group on which the 
strategy will focus are hidden-, intimidated-, forgotten-, and bulb buyers in the United States. 
These will be referred to as the ‘target households’.  

Awareness of European flower bulbs will be created by transferring the key messages of the 
promotional campaign to the target households. The main message of the campaign is 
captured in the slogan “Flower bulbs from Europe make you bloom” which illustrates to 
households that European flower bulbs are an easy way to brighten up their life, both literally 
and figuratively.    
 
Several secondary messages follow from this main theme:  

- Flower bulbs from Europe bring joy into your life and are a hip, exciting, and healthy 
way to brighten up your home and garden; 

- Flower bulbs from Europe are used to grow bulb flowers in the U.S. and add to local 
biodiversity; 

- Flower bulbs from Europe are easy to grow if the right flower bulb is used for the right 
season. 

4.2. Activities  

To reach the key objectives of creating awareness about European flower bulbs and educating 
households about flower bulbs, the following activities have been defined: 

- A media campaign that will be separated into two parts: one side is focused on increasing 
awareness while the other focuses on improving the education of households:  

1. Media campaign: create awareness about flower bulbs  
2. Media campaign: educate households about flower bulbs  

 
- And two activities have been designed to both increase awareness and education:  

3. Event: Flower bulb day  
4. Press trips 

1. Media campaign: create awareness about flower bulbs  
This promotional campaign is focused on creating awareness about flower bulbs from Europe. 
It focuses on superficial messaging designed to entice households to learn more about flower 
bulbs. The message length can therefore be compact which allows more households to be 
reached for less cost. There are several elements to this campaign.  

1. Advertising through:  
o Online display ads  
o Radio advertisements 
o Sponsored social media posts 

2. Press statements to leverage news media 

Through these different methods a large part of the population can be reached. The forgotten 
buyers and bulb buyers groups both need to be reminded of the right time to buy flower bulbs, 
to achieve high sales levels. These groups are already educated and are therefore easier to 
maintain as or convert them into bulb buyers. The hidden buyers and the intimidated buyers 
group need to also be made aware of the correct season to start buying bulbs but beyond that, 
they also need to be educated on how to use bulbs properly. The intention of this campaign is 
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to plant a (figurative) seed within consumers’ minds to make them more susceptible to in-
depth advertising later.  

Standard approaches such as radio and online ads will be used, but even sponsored social 
media posts are included in the campaign. This allows households to be reached through 
different approaches relatively simultaneously.  

2. Media campaign: educate households about flower bulbs  
This promotional campaign focuses on reaching households with a message with more 
substance. They will be educated on the main and secondary messages of this project to 
remove any knowledge-related barriers to their use of flower bulbs. This campaign is focused 
on the Hidden buyers and Intimidated buyers groups, the groups that require education to 
turn them into Bulb buyers. The campaign consists of several elements:  

1. Advertising through:  
o Online ads  

2. Website: 
o Videos (co-production) 
o Articles (co-production) 
o ‘News’ posts 

3. Newsletter 

This combination of activities allows for a well-coordinated and balanced media approach. 
Online ads can be targeted on the desired demographics. All media and advertising will 
mention the website of the campaign, on which more information can be found through posts 
and links to articles and videos. These articles and videos will be coproduced with reputable 
(blog) writers and (social media) video producers. This allows for the campaign to leverage the 
writers’ and producers’ audiences. The newsletter (voluntary signup) allows for more 
sustained contact with the target audience to properly educate them about bulbs. This will 
help build a database of potential customers. All relevant EU legislation regarding the storage 
of personal data will be followed.  

3. Press trips  
To obtain high quality media coverage, several press trips will be organized for journalists from 
the U.S. Relatively small groups of journalists will be taken on day trips to local plant nurseries 
to show them the production process for flower bulbs and bulb flowers. They will also be able 
to interview flower bulb experts to obtain insider information. The trips will show the 
complete life cycle of bulb to flower. It is expected that these journalists will then write in-
depth articles upon their return.  

4. Event: Flower bulb day 
At the start of the flower bulb season a large PR event will be hosted in a city on the West 
coast and a city on the East coast of the U.S. The event is promoted through press releases and 
will very likely be featured on TV, radio, newspapers, magazines, and online platforms. 
Attendees to the event will be able to pick their own bouquet of bulb flowers. The event has a 
largely educational approach and attendees can visit an information stand to ask questions 
and learn about growing bulbs, they can attend workshops to try their hand at working (and 
designing) with flower bulbs, or can listen to seminars about flower bulbs. 
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5. EU DIMENSION 

Through the Europe-focused messaged that will be promoted, the campaign will result in 
benefits for the EU on the following levels: 

1. Rich European Culture 
2. International awareness 
3. Synergies between organisations and member states 
4. Economic, social and environmental aspects 
5. Coverage 

5.1. Rich European Culture 

Flower bulbs have a large cultural significance in the Netherlands and neighbouring countries 
such as Belgium, the UK and Germany. Production has been going on for more than four 
hundred years and whole regions are dependent on bulbs for their livelihoods. Through those 
years of cultivation, a large variety of flowers in all kinds of shapes and sizes has been created. 
Tulips have even brought about a "Tulip Mania" when too many people speculated with the 
value of the bulbs.  

From traditional farmers cultivating flowers in small fields to the current high-efficiency bulb 
farmers, the flower bulb industry has come a long way. This extensive history of a traditional 
European product is something that must be shared with the world and connects with what 
sets the EU apart on the world stage; quality products with a rich history.  

5.2. International awareness 

With this campaign Royal Anthos will raise awareness of European flower bulbs among the 
public in the United States. Many households are familiar with bulb flowers, but little of them 
realise most of these flowers are grown from European bulbs. This further strengthens EU 
messaging regarding high quality agricultural products from the Union.  

The United States is also a trendsetting nation, it dominates popular culture and its direction is 
often followed by other nations. To protect the European agricultural tradition of growing 
flower bulbs, it is important that the U.S. market remains significant. A continued decrease 
there could spell disaster for other bulb markets through their cultural influence. The upside of 
this is that any reputational gains made in the U.S. will likely also spread to other Western 
countries through their dominant cultural influence, giving the campaign a large coverage.  

The flower bulb industry is under attack. The U.S. market has a very diverse appetite for flower 
bulbs, unlike the markets in Asia that focus on specific species such as lilies. It is therefore 
imperative for the survival of a diverse bulb growing industry that the U.S. market does not 
shrink further. Similarly exports from China continue to grow, providing more and more 
competition to our native industry. Breeder’s rights are also often ignored when producing in 
China, taking value away from European businesses. All these factors combined make it clear 
that this is the right time to invest in the flower bulb industry if the EU wants to maintain its 
dominance as an agricultural powerhouse.  

5.3. Synergies between organisations and member states 

Although a large part of the flower bulb production is currently situated in the Netherlands, 
there is also production in other EU countries. This production outside the Netherlands is 
expected to increase as the Dutch flower bulb market is limited by the amount of available 
free and suited lands. Many bulb growers are now branching out and starting farms in Belgium 
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(begonias), France (lilies, tulips, hyacinths), Germany, Poland (dahlias) and the United Kingdom 
(daffodils). These producers will benefit from the promotion of EU flower bulbs in the U.S. It is 
expected that any increase in the export of bulbs from the EU will increase flower bulb 
production in these and other EU countries because of the limits on the Dutch market.  

There are also many synergies with other industries. The regular flower industry and the bulb 
flower industry (flowers grown from bulbs) can both benefit from the promotion of EU flower 
bulbs as the European Union becomes synonymous with high quality floriculture.  

Tourism will also receive a boost from this campaign. You cannot discuss flower bulbs without 
discussing the flower fields that are such an iconic image of the Netherlands. By promoting 
flower bulbs, we are creating awareness about the unique aspects of Europe that warrant a 
visit from U.S. tourists. If the visiting numbers of Keukenhof, a large Dutch floral event, are any 
indication then this kind of marketing is very efficient (120.000 U.S. visitors in 2017).  

5.4. Economic, social and environmental aspects 

The European flower bulb industry is working diligently to reduce its environmental impact. 
The use of pesticides and herbicides is decreasing, as is power consumption. Farmers are also 
switching to green energy to power their farms. For these continued investments a positive 
outlook for the industry is required. With decreasing demand in the U.S., it becomes harder for 
European farmers to keep investing in environmental measures. An increase in the export of 
flower bulbs will therefore also have a positive effect on the environment in Europe.  

The European bulb industry provides its worker with a respectable wage and good working 
conditions. This inherently increases the price of their products. They must therefore educate 
households about the high quality and biodiversity of EU products to compete with low-cost 
production in other countries where employees are much harder off. 

5.5. Coverage 

This campaign is expected to have a very large and influential coverage of the United States. 
Many of the populous states are included in the advertising campaign, according to population 
estimates more than 250 million people live in the targeted area.  

Through the press releases, co-productions and events a large amount of media attention is 
expected. This allows for a large amount of positive attention for the EU and their products. 
Users of flower bulbs will also associate the very positive image of flower bulbs and bulb 
flowers with the European Union.  
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6. DESCRIPTION OF ACTIVITIES AND ANALYSIS OF BUDGET POSITIONS 

The promotional campaign can be split up into six activities: 

1. PR Campaign to create awareness 
2. PR Campaign to educate households 
3. Press trips 
4. Flower Bulb Day 
5. Project Coordination 
6. Project Evaluation 

The four main activies have been described in paragraph 4.2 and will be further elaborated on 
in this chapter. Supporting these four main activities, budget will also be allocated to project 
coordination and project evaluation. 

6.1. PR Campaign to create awareness 

A PR campaign will be conducted to increase the awareness about European flower bulbs in 
the United States.  

What: A U.S.-based PR agency will be hired to help with organising this campaign. Firstly, ad 
material must be designed and produced. This includes: a logo, an encompassing style 
document, radio ads, and web ads. The ads then have to be placed through media companies. 
The impact of the campaign is tracked by registering views, shares, and audience numbers in a 
logbook. Used materials are updated if required, based on the results from previous years.  

Why: By creating awareness about flower bulbs this campaign will remind households about 
the right time to buy bulbs, will entice them to learn more about bulbs, and will make 
households more susceptible to education from the second campaign activity (work package 
6.2) while also promoting the sale of flower bulbs in general. 

Who: The Awareness campaign will be less focused and more general in approach. This is done 
because basically every buyer group needs some type of additional awareness.  

The forgotten- and bulb buyers groups need a reminder about the best time to acquire flower 
bulbs. This will lead to high sales and will help to maintain the groups as returning customers, 
making sure no educated consumers are lost. The hidden- and the intimidated buyers group 
also require some awareness, but they especially need to be educated on how to use bulbs 
properly.  

Where: Advertisements will be focused on the areas described in section 2.8; the West, 
Midwest and the Northeast/Atlantic areas of the U.S. When buying ads, local weather 
conditions will be taken into consideration to maximize their potential and to make sure no 
money is spent on regions where bulbs are not practical (for example after a lot of snow). 

When: This PR campaign is performed every year to provide synergy with the other parts of 
the campaign (education, event and trip). The awareness campaign will be most active (80% of 
its work) in the months when flower bulbs are available for sale. Which is every year in spring 
and fall. This is done to allow the target households to immediately take action (i.e. buy flower 
bulbs) based on the campaign. The ads used will be updated each year depending on their 
performance the year before. A PR company (TBD) will perform the activities in this work 
package under the direction of Royal Anthos. 
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Work package PR Campaign to create awareness 

Specific objectives 

The objectives of this activity are to make households aware of European flower bulbs: 

• Create awareness of flower bulbs among households 

• Entice households to learn more about flower bulbs  

Description of activity 

The following activities will be carried out for the Awareness PR campaign:  

• Hire a PR-agency in the U.S. 

• Design and produce ad materials 

• Place ads through media companies 

• Track impact of campaign in a logbook 

• Update materials depending on last year’s performance 

 YEAR 1 YEAR 2 YEAR 3 

Deliverables 

• Logo 

• Style document 

• 2 Radio campaigns (1 per 
season with each 500 
radio spots) 

• 6 Web campaigns (3 per 
season 

• Campaign logbook 

• Evaluation of results and 
lessons learned for rest 
of Awareness PR 
campaign  

• 2 Radio campaigns (1 per 
season with each 500 
radio spots) 

• 6 Web campaigns (3 per 
season 

• Campaign logbook Y2 

• Evaluation of results and 
lessons learned for rest 
of Awareness PR 
campaign 

• 2 Radio campaigns (1 per 
season with each 500 
radio spots) 

• 6 Web campaigns (3 per 
season 

• Campaign logbook Y3 

• Evaluation of results and 
lessons learned for rest 
of Awareness PR 
campaign 

Result indicators 

The Awareness PR campaign will have the following result regarding the promotion of 
flower bulbs from Europe:  

• 1.992.095 households made aware of European flower bulbs (1st awareness objective) 

• € 1.245.059 extra export value from EU to the U.S. (1st economic objective) 

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Hiring of PR-bureau € 50.000 € 50.000 € 50.000 

Creating ads € 25.000 € 10.000 € 10.000 

Radio ad space € 120.000 € 120.000 € 120.000 

Web ad space € 80.000 € 80.000 € 80.000 

Hours Royal Anthos € 25.000 € 20.000 € 20.000 

Total for the Work 
Package 

€ 300.000 € 280.000 € 280.000 

€ 860.000 

Implementation 

PR agency (TBD) under the direction of the proposing organisation; Anthos 

• Royal Anthos: Overall coordination and direction 

• PR agency (TBD): Design of ad materials, planning and coordination of ads, campaign 
logbook 

6.2. PR Campaign to educate households 

Whereas the Awareness campaign focuses on reminding households of the right time to use 
bulbs and grabbing their attention, this education campaign is focused on transferring 
knowledge to those households already aware of flower bulbs about how to best use flower 
bulbs. 

What: With the help of a PR agency (TBD), a website is published to host the content that is 
created. Throughout each flower bulb season news-posts are created to use on the website 
and in a newsletter that is sent to interested consumers. With the help of vloggers several 
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videos will be produced that show the process, timing, and result of planting flower bulbs. In 
co-production with bloggers, articles will be written covering the same subjects. Both types of 
co-produced media will be shared on the respective co-creator’s platform as well as on the 
campaign’s website. The number of households reached through each of these PR activities is 
tracked by registering views, shares, and audience numbers in a logbook.  

Why: Educating households allows for the alleviation of their barriers to purchase. It was 
shown that a lack of knowledge holds back many would-be-buyers (from research by 
Knowledge Networks commissioned by Anthos (appendix A)). Alleviating these concerns by 
increasing the knowledge level will in turn lead to more purchases and thus more export.  

Who: The Education campaign will specifically focus on Hidden buyers and Intimidated Buyers. 
Both groups require education in the use of flower bulbs before they can be converted into 
new customers (i.e. Bulb buyers). Materials will focus on these groups.  

Where: This campaign will also be aimed at the same areas as described in the previous 
section; PR Campaign to create awareness 

When: Just like the PR campaign designed to make households aware of flower bulbs, the 
Education PR campaign will continue for the duration of the project with a focus on the bulb-
planting seasons (spring and fall). 

Work package PR Campaign to educate households 

Specific objectives The objectives of this activity are to educate households about European flower bulbs  

Description of activity 

The following activities will be carried out for the Education PR campaign: 

• Create and update website 

• Write press releases, news posts 

• Select and collaborate with bloggers and vloggers 

• Track the impact of the campaign in a logbook 

 YEAR 1 YEAR 2 YEAR 3 

Deliverables 

• Website 

• Newsletters – 8  

• Press releases – 12  

• Coproduction’s with 
bloggers/vloggers – 6 

• Campaign logbook Y1 

• Evaluation of results and 
lessons learned for rest 
of PR Education 
campaign 

• Updated website 

• Newsletters – 8  

• Press releases – 12  

• Coproduction’s with 
bloggers/vloggers – 6 

• Campaign logbook Y2 

• Evaluation of results and 
lessons learned for rest 
of PR Education 
campaign 

• Updated website 

• Newsletters – 8  

• Press releases – 12  

• Coproduction’s with 
bloggers/vloggers – 6 

• Campaign logbook Y3 

• Evaluation of results and 
lessons learned for rest 
of PR Education 
campaign 

Result indicators 

The education campaign will have the following results:  

• 652.174 households made aware of European flower bulbs (1st awareness objective) 

• 444.664 households educated about European flower bulbs (2nd awareness objective) 

• € 685.524 extra export value from EU to the U.S. (1st economic objective) 

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Website € 10.000 € 2.000 € 2.000 

Newsletter € 10.000 € 4.000 € 4.000 

Press releases € 30.000 € 30.000 € 30.000 

Media liaisons, 
bloggers, and vloggers 

€ 15.000 € 15.000 € 15.000 
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Hours Royal Anthos € 12.500 € 12.500 € 12.500 

Total for the Work 
Package 

€ 77.500 € 63.500 € 63.500 

€ 204.500 

Implementation 

PR agency (TBD) under the direction of the proposing organisation; Anthos 

• Royal Anthos: Overall coordination and direction 

• PR agency (TBD): Production and implementation of media campaign 

 

6.3. Press trips 

Several press trips will be organised by Royal Anthos.  

What: Members of the press will be invited to visit a local U.S.-based bulb flower nursery, a 
flower bulb grower and perhaps even an importer to learn more about flower bulbs and how 
to properly grow them (what season, what type of soil, etc) and how flower bulbs are used to 
grow bulb flowers. This trip must be organised, and the results have to be recorded in a 
logbook. 

Why: The journalists are taken on this trip to motivate them to write about flower bulbs. Upon 
their return they are expected to write in-depth pieces on flower bulbs in their respective 
publications or on their websites. By using their network of readers, a large group of 
households can be reached with relative ease.  

Who: Journalists and online writers from the U.S. will be invited for the press trips. They will be 
selected depending on the size and composition of their audience.  

Where: The press trips will visit a nursery, a flower bulb grower, and perhaps an importer of 
bulbs. The specific locations of these will depend on the location of the journalists. To cut 
down on travel expenses, local facilities will be used. Trips will thus be organised per region.    

When: The press trips will be held throughout the project duration, with a focus on the press 
publishing their articles during the spring and fall season. 

Work package Press trips 

Specific objectives 

The objectives of the press trips are to create awareness and educate households about 
European flower bulbs by:  

• Inspiring press to write about flower bulbs 

• Promoting the publishing of articles about flower bulbs 

Description of activity 
• Select suitable guests 

• Organise press trip 

• Follow up on publications  

 YEAR 1 YEAR 2 YEAR 3 

Deliverables 

• Press trips – 2 

• Campaign logbook Y1 

• Evaluation of results and 
lessons learned for rest 
of press trips 

• Press trips – 2 

• Campaign logbook Y1 

• Evaluation of results and 
lessons learned for rest 
of press trips 

• Press trips – 2 

• Campaign logbook Y3 

• Evaluation of results and 
lessons learned 

Result indicators 

The press trips will have the following result:  

• 60 journalists educated through press trips (10 per trip, 20 per year); 

• 60 publications about flower bulbs (1 per journalist); through which: 
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o 284.585 households made aware of European flower bulbs (1st awareness 
objective) 

o 142.292 households educated about European flower bulbs (2nd awareness 
objective) 

o € 266.798 extra export value from EU to the U.S. (1st economic objective) 

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Press trips € 25.000 € 25.000 € 25.000 

Hours Royal Anthos 
(incl. organisation of 
press trips) 

€ 10.000 € 10.000 € 10.000 

Total for the Work 
Package 

€ 35.000 € 35.000 € 35.000 

€ 105.000 

Implementation The proposing organisation; Royal Anthos 

 

6.4. Flower Bulb day 

 A large PR event, open to the public, will be hosted.  

What: Flower Bulb Day, an event that is open to the public is organised and hosted. At the 
event visitors will be able to pick their own bouquet from a large amount of flowers. There is 
also an information stand and workshops and seminars will be organised at the event to 
educate visitors on flower bulbs and their correct application. Large signs will also be placed 
around the event with further information. Additional educational activities will be organised 
depending on the specific region chosen for the event and the current state of locals’ 
education regarding flower bulbs.  

Why: This will create media attention for flower bulbs at exactly the right time to increase 
sales by releasing press releases to TV, radio, print and online media. Simultaneously 
attendants of the event will be educated on the use of flower bulbs. 

Who: The entire population is targeted through the media, but attendance will likely be limited 
to those living locally. During the promotion of the event no particular focus is given to target 
the desired households because it is most important to have many attendees, which will draw 
more media attention.  

Where: The event will be held simultaneous on two locations across the U.S.; one event on the 
West-coast of the U.S. and one event on the East-coast, both in large cities. The idea is to have 
an event in two major cities, one on the east coast and one on the west coast. A choice in 
specific cities will be made at a later moment and will depend on available locations, ability to 
obtain permits, logistic difficulties, and other aspects. 

When: The event will be held in spring, at the start of the flower bulb season. 

Work package Flower Bulb day 

Specific objectives 
The objective of the “Flower Bulb Day” is to create awareness about flower bulbs at the 
start of the flower bulb season, while simultaneously educating households and encouraging 
them to seek out further information.   

Description of activity 

For the “Flower Bulb Day” event the following activities will be carried out:  

• Organise the event  

• Design and create event stand and sign materials 
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• Write and publish press releases to publicise Flower Bulb day 

• Invite media to event 
During event:  

• Host event  

 YEAR 1 YEAR 2 YEAR 3 

Deliverables 

- Stand and sign materials 
- “Flower Bulb Day” event 
- Press releases - 4  
- Published articles by 

journalist attending the 
event - 60 

- Social shares – 100.000 
- Campaign logbook Y1 
- Evaluation of results and 

lessons learned for 
following “Flower Bulb 
Day” 

- Update stand and sign 
materials 

- “Flower Bulb Day” event 
- Press releases - 4  
- Published articles by 

journalist attending the 
event - 60 

- Social shares – 100.000 
- Campaign logbook Y2 
- Evaluation of results and 

lessons learned for 
following “Flower Bulb 
Day” 

- Update stand and sign 
materials 

- “Flower Bulb Day” event 
- Press releases - 4 
- Published articles by 

journalist attending the 
event - 60 

- Social shares – 100.000 
- Campaign logbook Y3 
- Evaluation of results and 

lessons learned for 
following “Flower Bulb 
Day” 

Result indicators 
- 1.956.522 households made aware of European flower bulbs (1st awareness objective) 
- 933.794 households educated about European flower bulbs (2nd awareness objective) 
- € 1.806.448 extra export value from EU to the U.S. (1st economic objective) 

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Stand and sign materials € 115.000 € 100.000 € 100.000 

Press releases € 20.000 € 20.000 € 20.000 

Media liaison € 20.000 € 20.000 € 20.000 

Hours Royal Anthos 
(incl. organisation of 
event) 

€ 25.000 € 20.000 € 20.000 

Total for the Work 
Package 

€ 180.000 € 160.000 € 160.000 

€ 500.000 

Implementation 

The proposing organisation; Royal Anthos, in conjunction with:  

• Media liaison (TBD) 

• Production company (TBD) 

   

6.5. Project Coordination 

To make sure the project is executed properly, this activity will focus on the coordination of 
the project. This will be done by Royal Anthos from their headquarters and will continue for 
the duration of the project. 

Work package Project Coordination 

Specific objectives 
The objective for the project coordination is: 

• Proper execution of the project; on time and within the budget 

Description of activity 

For the project coordination the following activities will be undertaken:  
- Monthly update meetings with executing subcontractors regarding undertaken activities 

of the past month and the upcoming month to ensure objectives are met 
- Biweekly budget updates to make sure spending stays within budget limits 
- Annual report in which the activities of the past year are reviewed to word towards 

improvements in following years 
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 YEAR 1 YEAR 2 YEAR 3 

Deliverables 
• Annual report – 1 

• Update meetings – 12 

• Budget updates - 26 

• Annual report – 1 

• Update meetings – 12 

• Budget updates - 26 

• Annual report – 1 

• Update meetings – 12 

• Budget updates - 26 

Result indicators 
The result of this activity will be a smooth-running project that ends within time and budget 
while reaching all set objectives.  

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Hours Royal Anthos  
(560 €/day) 

€ 30.000 (53 days) € 30.000 (53 days) € 30.000 (53 days) 

Total for the Work 
Package 

€ 30.000 € 30.000 € 30.000 

€ 90.000 

Implementation The proposing organisation; Royal Anthos 

 

6.6. Evaluation 

An external party (TBD) will be tasked with evaluating the progression of the project. This 
evaluation will continue for the duration of the project and is performed to ensure that all 
activities are performed in a satisfactory manner. This will help guarantee that all E.U. funds 
are used in a responsible and justified manner.  

Work package Evaluation 

Specific objectives 
The objective for the evaluation is to evaluate the progression of the project and the 
reached goals to ensure proper use of EU funds.  

Description of activity 

The following activities will be performed by the evaluator:  
o Keep track of performed activities (10 h per week for monitoring) 

• Produce annual report with activities and projections for the following years of the 
project 

• Take end-of-year interviews with key actors within Anthos and project leads from 
subcontractors 

 YEAR 1 YEAR 2 YEAR 3 

Deliverables 

• Annual report including 
overview of activities – 1 

• End-of-year interviews – 
one for each party 
connected to the project 

• Annual report including 

overview of activities – 1 

• End-of-year interviews – 

one for each party 

connected to the project  

• Annual report including 

overview of activities – 1 

• End-of-year interviews – 

one for each party 

connected to the project  

Result indicators 
The evaluation will ensure that E.U. funds are spent in a proper way that corresponds to the 
activities described in this proposal (barring any later agreed upon changes).  

Budget analysis YEAR 1 YEAR 2 YEAR 3 

Gathering data € 32.000 € 32.000 € 32.000 

Performing interviews € 3.000 € 3.000 € 3.000 

Writing annual report € 10.000 € 10.000 € 10.000 

Total for the Work 
Package 

€ 45.000 € 45.000 € 45.000 

€ 135.000 

Implementation This activity will be performed by a to-be-determined 3rd party auditing agency.  

 



Pagina 36 van 50 
 

6.7. Project planning 

The table below shows the planning of the project. As explained in chapter 2, the seasonal 
aspect of flower bulbs is very important when promoting flower bulbs. Flower bulbs can only 
be planted in the spring and the fall. Therefore, the emphasis of the promotion campaign and 
its activities will lie on the spring and fall season. This does however not mean that no work 
will have to be done in the winter and summer season. In these seasons the activities of the 
previous season will be evaluated, and the activities of the upcoming season will be prepared. 
The project coordination and evaluation activities will be ongoing throughout all season but 
will logically also have some emphasis on the spring and fall season when most promotional 
activities are undertaken. 

Table 6: Project Timetable 
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1. PR awareness campaign             

2. PR education campaign             

3. Press trips             

4. Flower Bulb day             

5. Project coordination             

6. Evaluation             
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7. MEASUREMENT OF RESULTS AND ACTION INDICATORS 

7.1. Methodology 

For a sound evaluation of the action results, an external independent research institute will be 
hired to perform the evaluation of the project. Which research institute exactly will be 
determined through a selection procedure (including market conformity check) after getting 
grant approval. Research institutes that are experts in socio-economic data analysis and have 
extensive experience in solid research set-up and data interpretation will be invited to write in. 
Using the evaluation results, insights will be gained that can be used throughout the project. 

Awareness impact 
Surveys will be used to track changes in awareness and educational level of households. At the 
start of an activity, groups will be made that are representative for the target group(s). Each 
survey will be based on a set of questions concerning the awareness and educational level 
objectives of European flower bulbs. At the end of the activity, a new survey will be held to 
measure the improvements in awareness and educational level. This will give a clear picture of 
the impact the activity has had on the targeted groups and their surroundings. 

To create a baseline of the awareness and educational level, a sample size of 1000 
representative households will be surveyed. Annually the awareness and educational level will 
be reassessed with a similar sample size to track the improvements the promotional campaign 
is making in the awareness and educational levels of the targeted households. 

Economic impact 
To track the economic indicators, the readily available databases will be used; the UN 
Comtrade Database, the database of the United States Department of Agriculture (USDA), the 
yearly National Gardening Survey database and the sales databases of the members of Royal 
Anthos. Statistics from these databases will be used to define and measure the results (per 
year and at the end of the campaign) concerning the objective to increase the export of flower 
bulbs to the United States. 

7.2. Evaluation method per activity 

Every activity will require a different approach for evaluation to measure the impact on the 
action objectives of the promotion campaign as described in chapter 3: 

A. Increase the number of households that are aware of European flower bulbs 
(awareness) 

B. Increase the number of households that are educated about European flower bulbs 
(awareness) 

C. Increase the export value of flower bulbs from Europe to North-America (economic) 

Below the different approaches of evaluation methods that will be used to track the action 
objectives are described per activity. As described in paragraph 2.8, the market will be 
approached using both defensive and offensive marketing strategies. The Hidden- and 
Intimidated buyers are targeted through an offensive strategy while the Forgotten- and Bulb 
buyers will be approached using a defensive strategy.  The defensive approach will mostly be 
marked by the Awareness Media Campaign that will households aware (again) of flower bulbs 
and the periods in which to buy and plant them in their garden. The other activities are more 
offensive focused, in which new households are educated about flower bulbs. As such, all 
activities and their individual objectives combine to create a positive impact, and increased 
export value. 
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Activity 1: Awareness Media Campaign 
For this activity the number of educated households will not be tracked because the intent of 
this activity is purely to make households aware of flower bulbs. 

A. The impact this activity has on the number of households that are aware of European 
flower bulbs will be measured by: 

o Tracking the number of radio listeners; 
o Registering views and shares of the web ads. 

B. - 
C. The impact this activity has on the export value of flower bulbs from Europe to North-

America will be measured by using readily available databases as explained in chapter 
7.1 (carried out annually). 

 

Activity 2: Educational Media Campaign 
A. The impact this activity has on the number of households that are aware of European 

flower bulbs will be measured by: 
o Registering the number of households that receive the newsletter and click 

through on specific aspects of the newsletter; 
o Registering the number of publications coming from the press releases and the 

amount of views and shares resulting from this; 
o Registering the number of coproduction’s with bloggers/vloggers and the 

amount of views and shares resulting from this. 
B. The impact this activity has on the number of households that are educated about 

European flower bulbs will be measured by surveying targeted groups of households 
reached by the three activities in this activity to measure to what extend they became 
educated. This will also give a good indication of the awareness of these households 
and their likelihood to buy flower bulbs (now that they should be educated and aware) 

C. The impact this activity has on the export value of flower bulbs from Europe to North-
America will be measured by using readily available databases as explained in chapter 
7.1 (carried out annually). 

 

Activity 3: Press trips and visits 
A. The impact this activity has on the number of households that are aware of European 

flower bulbs will be measured by registering the number of publications that the 
educated journalists will make and the amount of views and shares resulting from this; 

B. The impact this activity has on the number of households that are educated about 
European flower bulbs will be measured by surveying targeted groups of households 
reached by publications from journalist from the press trip to measure to what extend 
they became educated. This will also give a good indication of the awareness of these 
households and their likelihood to buy flower bulbs (now that they should be educated 
and aware) 

C. The impact this activity has on the export value of flower bulbs from Europe to North-
America will be measured by using readily available databases as explained in chapter 
7.1 (carried out annually). 

 

Activity 4: Flower Bulb Day 
A. The impact this activity has on the number of households that are aware of European 

flower bulbs will be measured by tracking the number of households that visited the 
event and the social shares resulting from this 
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B. The impact this activity has on the number of households that are educated about 
European flower bulbs will be measured by surveying targeted groups of households 
that went to the event to measure to what extend they became educated. 

C. The impact this activity has on the export value of flower bulbs from Europe to North-
America will be measured by using readily available databases as explained in chapter 
7.1 (carried out annually). 

 

7.3. Impact, result and output indicators  

Below the intended output, result and impact on the objectives are listed per activity. Almost 
all mentioned numbers and percentages are based on results of Anthos of similar 
campaigns/activities in the U.S. For numbers that Anthos did not have an indication for, quotes 
were asked at media companies that Anthos has contact with regarding earlier promotion 
campaigns in the U.S. 

Activity 1: Media campaign 
Type of 
indicator 

Indicator Quantity Explanation 

Output Number of Radio campaigns 
 
Number of Web ad campaigns 
  

6 
 
18 

2 each year (1 per season) 
 
6 each year (3 per season) 
 

Result Nr of impressions made through 
the radio campaigns 
 
Nr of impressions made through 
the web campaigns 
  

18.000.000 
 
 
162.000.000 

3.000.000 per radio campaign 
 
 
9.000.000 per Web campaign 

Impact Objective A: Nr of households 
made aware 
 
 
 
 
Objective C: Increase in export 
value 

1.992.0951 
  
 
 
 
 
€ 1.245.0592 

2,53 persons per average household 
10% of impressions made through radio campaigns 
result in aware households 
2% of impressions made through web campaigns 
resulted in aware households  
 
25% of aware households will buy flower bulbs3 
€ 2,50 spending on flower bulbs per average 
household 
 

1. Calculated as follows: (18.000.000 radio impressions / 2,53 average household size * 10% radio 
awareness conversion) + (162.000.000 web impressions / 2,53 average household size * 2% web 
awareness conversion) 
2. Calculated as follows: 664.032 extra households aware * 25% sales conversions * € 2,50 average 
spending 
3. Not all households that will be made aware will directly start buying flower bulbs. There will be 
households that will not buy flower bulbs because they are not educated yet or because they are not 
(yet) interested in buying flower bulbs (lost and future gardeners). It is however expected a high 
conversion percentage of 25% can be reached by specifically focussing the promoting campaign on the 
targeted groups of households as explained in chapter 2.4. 
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Activity 2: Educational Media Campaign 
Type of 
indicator 

Indicator Quantity Explanation 

Output Number of newsletters send out 
 
Number of press releases 
published 
 
Number of coproduction’s made  

24 
 
36 
 
 
18 

8 each year (4 per season) 
 
12 each year (6 per season) 
 
 
6 each year (3 per season) 
 

Result Nr of impressions made through 
newsletters 
 
Nr of impressions made through 
press releases 
 
Nr of impressions made through 
coproduction’s 
  

1.200.000 
 
 
36.000.000 
 
 
9.000.000 

50.000 per newsletter 
 
 
1.000.000 per press release1 
 
 
500.000 per coproduction 

Impact Objective A: Nr of households 
made aware 
 
 
 
 
 
 
Objective B: Nr of households 
educated 
 
 
 
 
 
Objective C: Increase in export 
value   

652.1742 
 
 
 
 
 
 
 
444.6643 
 
 
 
 
 
 
€ 685.5244 

2,53 persons per average household 
100% of impressions made through newsletters 
result in aware households 
1% of significant impressions made through press 
releases resulted in aware households 
1% of impressions made through coproduction’s 
resulted in aware households 
 
75% of impressions made through newsletters result 
in educated households 
0,5% of significant impressions made through press 
releases resulted in educated households 
0,5% of impressions made through coproduction’s 
resulted in educated households 
   
25% of aware households will buy flower bulbs 
25% of educated households will buy flower bulbs5 
€ 2,50 spending on flower bulbs per average 
household 
 

1. Only significant impressions are counted here. Usually press releases can reach much higher numbers 
of impressions, but many of these impressions are of very low value. 
2. Calculated as follows: (1.200.000 newsletter impressions / 2,53 average household size * 100% 
newsletter awareness conversion) + (36.000.000 press release impressions / 2,53 average household size 
* 1% press release awareness conversion) + (9.000.000 coproduction impressions / 2,53 average 
household size * 1% coproduction awareness conversion) 
3. Calculated as follows: (1.200.000 newsletters impressions / 2,53 average household size * 75% 
newsletter education conversion) + (36.000.000 press release impressions / 2,53 average household size 
* 0,5% press release education conversion) + (9.000.000 coproduction impressions / 2,53 average 
household size * 0,5% coproduction education conversion) 
4. Calculated as follows: (652.174 extra households aware * 25% sales conversions * € 2,50 average 
spending) + (444.664 extra households educated * 25% sales conversions *€ 2,50 average spending) 
5. Similar as with the awareness not all households that will be educated will directly start buying flower 
bulbs. However here it is also expected a high conversion percentage of 25% can be reached through a 
targeted promotion campaign.  
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Activity 3: Press trips 
Type of 
indicator 

Indicator Quantity Explanation 

Output Number of press trips organised 
  

6 2 each year  

Result Nr of journalists educated 
 
 
Nr of publications about flower 
bulbs 
 
Nr of impressions made through 
publications  

60 
 
 
60 
 
 
1.200.000 

10 journalists per trip of which 100% will be 
educated 
 
1 per educated journalist 
 
 
20.000 per publication1 

Impact Objective A: Nr of households 
made aware 
 
 
Objective B: Nr of households 
educated 
 
Objective C: Increase in export 
value  
 

284.5852 
 
 
 
142.2923 
 
 
€ 266.7984 

2,53 persons per average household 
60% of impressions made through publications 
result in aware households1 
 
30% of impressions made through publications 
result in educated households1 
 
25% of aware households will buy flower bulbs 
25% of educated households will buy flower bulbs 
€ 2,50 spending on flower bulbs per average 
household 
 

1. The press that will be invited will specifically be selected to target the targeted consumer sections. This 
will result in articles in press that may not have the highest reader numbers, but will result in a targeted 
message, which means very high conversion rates in awareness and education  
2. Calculated as follows: (1.200.000 publication impressions / 2,53 average household size * 60% 
publication awareness conversion) 
3. Calculated as follows: (1.200.000 publication impressions / 2,53 average household size * 30% 
publication awareness conversion) 
4. Calculated as follows: (284.585 extra households aware * 25% sales conversions * € 2,50 average 
spending) + (142.292 extra households educated * 25% sales conversions *€ 2,50 average spending) 

Activity 4: Flower Bulb Day 
Type of 
indicator 

Indicator Quantity Explanation 

Output Number of events 
 
Number of press releases 
 
Number of articles published by 
press attending the event 
 
Number of social shares (twitter, 
Instagram, etc) 
  

3 
 
12 
 
180 
 
 
300.000 

1 each year  
 
4 per event  
 
60 per event  
 
 
100.000 per event 

Result Nr of households attending the 
event 
 
Nr of impressions made through 
press releases 
 
Nr of impressions made through 
published articles 
 

30.000 
 
 
12.000.000 
 
 
45.000.000 
 
 

30.000 visitors per event 
 
 
1.000.000 per press release 
 
 
250.000 per published article1 
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Nr of impressions made through 
the social shares 
  

30.000.000  100 per social share 

Impact Objective A: Nr of households 
made aware 
 
 
 
 
 
 
 
Objective B: Nr of households 
educated 
 
 
 
 
 
 
Objective C: Increase in export 
value   

1.956.5222 
 
 
 
 
 
 
 
 
933.7943 
 
 
 
 
 
 
 
€ 1.806.4484 

2,53 persons per average household 
100% of visitors are made aware 
1% of significant impressions made through press 
releases resulted in aware households 
10% of impressions made through published articles 
result in aware households1 
1% of impressions made through social shares result 
in aware households 
 
75% of visitors are made aware 
0,5% of significant impressions made through press 
releases resulted in educated households 
5% of impressions made through published articles 
result in educated households1 
0,1% of impressions made through social shares 
result in educated households 
 
25% of aware households will buy flower bulbs 
25% of educated households will buy flower bulbs 
€ 2,50 spending on flower bulbs per average 
household 
 

1. This will be articles in press that get a lot of traffic but will also be targeted at the consumer segments 
that the camping targets (homeowner magazines and such). This will mean quite some households will 
be reached through this activity with quite high conversion rates in awareness and education 
2. Calculated as follows: (30.000 visitors / 2,53 average household size * 100% visitor awareness 
conversion) + (12.000.000 press release impressions / 2,53 average household size * 1% press release 
awareness conversion) + (45.000.000 publication impressions / 2,53 average household size * 10% 
publication awareness conversion) + (30.000.000 social shares impressions / 2,53 average household size 
* 1% publication awareness conversion) 
3. Calculated as follows: (30.000 visitors / 2,53 average household size * 75% visitor education 
conversion) + (12.000.000 press release impressions / 2,53 average household size * 0,5% press release 
education conversion) + (45.000.000 publication impressions / 2,53 average household size * 5% 
publication education conversion) + (30.000.000 social shares impressions / 2,53 average household size 
* 0,1% publication education conversion) 
4. Calculated as follows: (1.956.522 extra households aware * 25% sales conversions * € 2,50 average 
spending) + (933.794 extra households educated * 25% sales conversions *€ 2,50 average spending) 

 

Impact of all four activities compared to the objective 
The table below shows the combined impact of the four activities compared to the objective as 
set out in chapter 3. 

 Objective Total impact of 
activities 

Impact at the end of campaign 
when accounting for decreasing 
trends 

Objective A: Nr of 
households made aware 

44.000.000 
households 

4.885.375 households 
made aware 

44.415.439 households (+415.439) 
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Objective B: Nr of 
households educated 

27.500.000 
households 

1.520.751 households 
educated 

27.520.751 households (+20.751) 

Objective C: Increase in 
export value 

€ 
105.690.000 

€ 7.206.8921 export 
value realised 

€ 105.498.509 (€ -191.491) 

1. When calculating the export value, the compounded export increase over the previous campaign 
year(s) is calculated using a factor of 80%; 80% of households that were made aware and/or educated in 
the previous year(s) will buy flower bulbs again in the next year. This results in the following export 
increases over the campaign years: 

- Export value increase year 1: € 1.334.610 
- Export value increase year 2: € 2.402.297 
- Export value increase year 3: € 3.469.985 

Only for the increase in export value the expected impact is at a lower level then the objective 
set. It is however expected that the campaign will results in higher export values then 
calculated here for the impact, due to the indirect effect the campaign will have on the sales of 
bulb flowers. When households see the beautiful flowers that grow from flower bulbs they will 
want to buy flower bulbs, but most likely also more bulb flowers. Given that almost all bulb 
flowers sold in the U.S. come from European flower bulbs, this will increase the export value of 
flower bulbs from Europe to the U.S. This indirect effect is not calculated in here.  

7.4. ROI 

The current market value of European flower bulbs in the U.S. is about € 104.660.000 in 2017. 

In case the current decline in export value continues in the same way the upcoming years, 
exports could decrease with 6% over three years (-2% per year), equal to a decrease in market 
of around € 6 million. 

The objective is to increase the market share over 3 years by 1% compared to the baseline, an 
increase of 1 million compared to the baseline, but an increase of 7.2 million if calculated in 
the continuing decrease. 

The costs of the promotion campaign will be € 1,95 million. 

To calculate the Return on Investment the gain (increase in export value – cost of promotion 
campaign) must be divided by the cost (cost of promotion campaign). 

This gives a ROI of (7.2 - 1,95) / 1,95 = 2.69 (269%). This is a very positive ROI, indicating that if 
all set out goals will be reached for the planned budget, the project will be a great investment. 

Next to this there is another return of this project to the flower bulb sector. An increased 
awareness and export of European flower bulbs to the United States will likely also result in an 
increase of export to other parts of Europe and the world. This is due to the United States 
being a leading and trend setting market. 
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