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During 1958, 24 states were carrying on one or more
research projects on marketing floricultural products. In
addition to these, the United States Department of Agri
culture had two projects in progress, and Hawaii and
Puerto Rico had one project each.

The principal financial support for these projects comes
from the federal government. Additional funds are sup
plied by the states. In a few instances the floricultural
industry makes some financial contribution.

The marketing research programs span the industry
from the grower though to and including the consumer.
The results are of use and of value to growers, whole
salers, retailers and consumers.

Most of the states have been or are involved in studies

to determine how the industry operates. This basic infor
mation serves the researcher as well as industry members,
because it points out specific problem areas and aids in
directing efforts towards objective with the greatest
potential.

Merchandising experiments and consumer preference
studies have been carried on by Cornell, Florida, Illinois,
Louisiana, Michigan, Mississippi, New Jersey, Ohio,
Rhode Island, and Texas as well as several other states.
Retail florists, supermarkets, variety stores, growers,
wholesalers and other members of the industry cooper
ated in these studies.

Merchandising efforts have been aimed primarily at
expanding the sales of flowers by developing the flowers-
for-the-home market. Tests have been made to measure

consumer acceptance of various kinds of flowers, numbers
of flowers preferred, colors preferred, acceptance of pack
ages, effects of various display methods, success of week
end specials and consumer reaction to various prices.

Cornell developed the Aqua-Pak to serve the home
market. New Jersey, Louisiana and other stations are
working on new consumer packages. Ohio and Texas
have done considerable work in developing and market
ing potted plants for home use through mass outlets.
Michigan and Texas used consumer panels to get infor
mation on what people look for when they buy flowers,
and how they can be encouraged to buy more.

Pennsylvania worked closely with retail florists in
developing a program to stimulate consumer interest in
buying flowers. Consumers were interviewed during their
studies to find out why they buy flowers. Cornell also

(Continued on page 4)

Colorado Flower Production*
T. Paul Newman

Westend Greenhouses

Olean, New York

Preliminary to discussing Colorado cut flower produc
tion as I observed and learned about it from those

engaged in that production, these facts should be noted.
They are taken from the U.S. Department of Agriculture
Marketing Survey "Cut Flower Production and Sales
1957."

Colorado Cut Flower Growers production that was sold
so far as carnations are concerned, was, in 1956
53,811,000 carnations at an average price of .088 cents
per stem. In 1957, 58,553,000 were sold at an average
price of .089 cents per stem. The anticipated sales of car
nations for 1958 are 60,000,000 items at an average price
of .09 cents. The majority of the carnations sold are pro
duced in the Denver area of Colorado.

Because carnation production represents approximately
88% of the total Colorado cut flower production area and
because the carnation production is marketed interstate
with national distribution thus affecting us both directly
and indirectly, I shall in this report be concerned only
with that flower. As a matter of fact, Colorado flower
markets are importers to some degree of all other kinds
of cut flowers with the possible exception of snapdragons.
Their major imports are glads, asters, mums, pompons,
orchids and roses; plus the exotics such as strelitzia, etc.

The production of carnations in Colorado and the
prominent position which that cut flower has as a major
agricultural interstate export from Colorado, has not
occurred by accident.

The climate is excellent for carnation production as
was learned by many of the first growers. But climate
was not enough as those early growers soon found when
they produced but could not market the production prof
itably. They almost reached the point of complete eco
nomic collapse in the 1930's and early 1940's.

Only after a movement toward cooperation between
the growers and a continuation of that cooperation
through the establishment of a strong commercial,
grower-financed extension program did the growers start
to overcome their economic plight.

Improved production from this type of technical assist
ance to growers has resulted in all growers sharing in
quality production year round. That production is mar
keted by grower-owned or grower cooperative wholesale
distribution markets. A strong realistic national advertis-

*Editor s note—This was a talk given by Mr. New
man at Erie Countys Fall Flower Growers' Tour last
November 5, 1958.
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Short Takes
Jim Boodley

Winter and cold weather go hand in hand with
disastrous fires. Check the boiler room to see that flam

mable debris and junk have not accumulated around the
stack or in other areas. It only takes one good fire to
put you out of business. It would also be a good idea to
have a fire extinguisher of the proper type handy for
instant use.

Want to save money? Treat those new flats before
you use them. A good wood preservative will add a third
more life to your flats. Use only the copper napthanate
materials; avoid the pentachlorophenol or creosote com
pounds as these are toxic to plants.

Single stem—direct bench Snapdragons sown in
early February will provide excellent flowers in late May
and early June. A 3 x 6 or 4 x 4-inch spacing has been
shown to be the best to use. Try the late and summer vari
eties such as Sea Biscuit, Snowdrift, Rockwood Lavender
Rose, and others.

Deep planting of rooted cuttings and seedlings is often
the primary reason for losses of plants in the bench.
Rooted cuttings should not be planted any deeper than
they were stuck in the propagating medium. Burying soft,
tender, stem tissue is an invitation to Rhizoctonia to go to
work. Deep planting also decreases the amount of oxygen
available to the root system. Don't worry if the plants
tend to fall over with the first watering; the roots grow
down and the plants will soon right themselves. If one-
third to one-half of your plants fall over then you have
planted them at the right depth.

Bedding plant growers would do well to practice
grading of seedlings when transplanting to paks, small
flats or other containers. A little effort beforehand will
help to insure a finished product that has uniform size
throughout the planting. Such a product has much more
sales appeal to the customer than one where a great
amount of variation exists among the plants.

USDA Plans Survey
(Continued from page 3)

commercial producers. A commercial producer is defined
as one who grows and sells $1,000 or more of cut flowers,
flowering, foliage and bedding plants within one year.
Only commercial producers having one or more of the
cut flowers under survey will receive the January ques
tionnaire.

The continued success of the program of "crop reports"
for the New York floral industry will be dependent upon
the cooperation the Department receives from each
grower. Individual reports are confidential and will be
used only in developing State totals. Prompt response
from each grower will facilitate the completion of the
report. Additional mailings of questionnaires to growers
failing to answer the first request for this information
will delay the completion of the survey and the publica
tion of the results.

Marketing Research
(Continued from page 1)

worked with retail florists, developing weekend cash and
carry special programs.

Michigan has several projects in progress in coopera
tion with retail florists. These include studies of pricing,
merchandising planning and operating costs. They also
are making a study to measure the effect of allied promo
tion programs on flower sales.

Alabama, California and Colorado are making investi
gations of the handling and packaging of flowers. Colo
rado developed a new kind of shipping carton for carna
tions. Alabama has flower keeping quality trials in
progress.

Wisconsin has underway a study to determine the
effects of inter-regional competition. The question of the
economic impact of new areas of production on old areas
of production is of great interest to industry members.

Indiana, Iowa and Missouri have worked on setting up
new grade standards for several flowers. Some of the
standards have been established and the next step will be
to test these standards under market conditions. Wash
ington completed a study in which they measured the dif
ference in price paid for graded and ungraded carnations,
chrysanthemums and snapdragons. They found that there
was some price advantage to grading under the conditions
existing during these tests, but this was apparently small.

Cornell is cooperating with other states in the North
east in making a study of the marketing practices of
growers, wholesalers and retail florists. A sample of
growers have already been interviewed. A sample of the
other groups will be interviewed soon. The information
from this study will be used to test new and improved
practices that will be of benefit to the industry as a whole.
A continuing program with merchandising is also being
carried on and additional investigations will be made to
find ways to expand and improve flower marketing.

The members of the industry have cooperated well with
researchers. It is only through this type of cooperation
that flower marketing research can be continued and
progress in marketing be accomplished.
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