
 

 

 

IFEA Pinnacle Awards 
 

60 Most Creative/Effective News Stunt 
 

a. Introduction 
 
The Pennsylvania Horticultural Society’s annual PHS Philadelphia Flower Show is the 
world’s longest-running and largest horticultural event. The Flower Show attracts 
extensive media attention and serves as one of Philadelphia’s signature events. This 
year’s extraordinary presentation was held March 1 through 9 at the Pennsylvania 
Convention Center.  
 
The 2014 theme, “ARTiculture,” celebrated the fusion of art and horticulture. Beautiful 
flowers, gardens and landscapes have always been an inspiration for artists, while great 
horticultural design has become a form of living art. In an unprecedented collaboration 
of Flower Show designers and the nation’s great art museums, the Pennsylvania 
Convention Center was turned into a 10-acre living canvas of exquisite landscapes, 
gardens and floral arrangements. 
 
Proceeds from the Flower Show benefit the year-round programs of PHS, which is 
celebrating its 186th year of gardening, greening and learning. PHS initiatives include 
the PHS City Harvest program, which creates green jobs and supports a network of 
community gardens that raise fresh produce for more than 1,200 families in need each 
week during the growing season. 
 

b. Description of news stunt 
 
Each year the Communications and Marketing Departments try to develop a street 
campaign to supplement the regular media and advertising plans for the Flower Show. 
In 2014, the campaign utilized successful programs, strong partners, and new venues to 
create buzz in mainstream and social media, touch the public more directly, and sell 
more tickets to the show. 
 
The campaign took the form of a series of “Flower Bombs” – colorful explosions of color 
in unexpected places throughout one of the most severe winters in the Greater 
Philadelphia region.  
 



 

 

The stunts were inspired by a Flower Show promotion from 1921, when an airplane pilot 
flew over downtown Philadelphia and, according to a newspaper story, “pelted 
pedestrians” with roses, orchids, carnations and mums dropped from the plane. 
 
Combining that concept with the 21st-century craze called “photo bombing,” in which 
people insert themselves into other people’s photo settings, the Flower Show planned a 
series of flower bombs. 
 
The first “bombing” occurred at the Flower Show kick-off press conference on February 
4 in the main hall of the Pennsylvania Academy of the Fine Arts, a partner in the 2014 
Flower Show entitled “ARTiculture.” As PHS President Drew Becher was closing his 
remarks and announcing the start of the flower bomb campaign, four strategically 
placed PHS staff members fired off air-cannons filled with flower petals. The petals blew 
into the air above the heads of the audience, then slowly floated down. The startled 
audience laughed and applauded the press conference finale, as television and 
newspaper cameras captured the moment. 
 
The second flower bomb was set off February 6 at the Chestnut Hill, Pa., location of 
Robertson’s Flowers, a major exhibitor each year in the Flower Show. Visitors were 
invited to photograph themselves with the show mascot, Vincent van Goat, a resin 
figure in beret and floral leis, and Instagram their photos for a chance to win free Flower 
Show tickets. (The free tickets were offered in conjunction with each appearance of 
Vincent at the subsequent locations.) 
 
The third flower bomb erupted February 8 in the Macy’s department store in the King of 
Prussia Mall in Montgomery County, Pa., a popular shopping center patronized by a 
target audience of the flower show, suburban residents and young families. The display 
included an “ARTiculture” banner with holes cut out for “selfie” and family photos; a 
Flower Show ticket sales and information table; and mascot Vincent van Goat.  
 
The fourth flower bomb appeared in the middle of Center City Philadelphia’s 
Rittenhouse Square, with a social media campaign that featured a photo of the park and 
a giant floral question mark inviting local residents to seek out the park’s goat statue 
and submit a photo with the statue. 
 
The fifth flower bomb was the most surprising and entertaining. On Valentine’s 
weekend, Feb. 14 to 16, PHS reopened its popular summer Pop Up Garden on the 
city’s theater row, Broad Street, despite freezing temperatures and several inches of 
snow. The space was transformed using synthetic trees with glowing LED lights, heated 



 

 

tents, and beers from the local Yards Brewing Company. More than 2,000 guests 
enjoyed the mid-winter Pop Up – and learned more about the Flower Show. 
 
The next flower bomb, on Feb. 19, in Philadelphia’s Liberty Place shopping mecca, 
utilized the same set-up as the suburban location: an information table, floral banner, 
and Vincent the traveling mascot. 
 
The final flower bomb, on Feb. 27, transformed the newsroom studio of 6ABC, the 
Flower Show’s media partner, into a floral showroom, with bouquets, paintings, and the 
word “ARTiculture” spelled out in red flowers. The display was shown throughout the 
day during the channel’s televised news broadcasts, reaching hundreds of thousands of 
viewers. 
 

c. How the stunt fit into the media campaign 
 
The Flower Bomb campaign was an exciting, unexpected, amusing complement to the 
overall media campaign. It fit beautifully into the tone of the 2014 Flower Show theme, 
which emphasized art and self-expression. Digital media sites celebrated the return of 
the Pop Up Garden as a flower bomb. The Flower Bomb series also was experiential for 
those who came into contact with the one of the “bombed” sites.  
 

d. Sponsor involvement 
 
Flower Show partners and sponsors welcomed and cooperated with the entire series of 
events. The Pennsylvania Academy of the Fine Arts, located in a historic building and 
filled with some America’s greatest art, hosted the press conference and allowed the 
explosion of flower petals within the grand hall. Suburban malls and stores permitted the 
use of their space for floral set-ups at no charge. The owner of the land used by the Pop 
Up Garden allowed PHS to create the mid-winter installation, again at no cost. And 
6ABC, the official media sponsor of the Flower Show, loved the temporary redecoration 
of its newsroom in flowers. 
 

e. Media coverage as a result of the stunt 
 
The series of Flower Bombs raised public awareness of the Flower Show throughout 
the city and suburbs, and  intensified the interest of the print, digital and broadcast 
media in the event itself. Scores of stories about the Flower Show appeared in advance 
of the opening date, and hundreds more over the course of the nine-day show. 
 



 

 

2. Supporting questions 
 
The Flower Bomb campaign was a completely new stunt coordinated by the PHS 
Marketing and Communications Departments for the 2014 show.  
 
We anticipated challenges in getting approval for elements of the campaign, but the 
Flower Show partners were extremely kind and welcoming in each instance. 
 
The greatest challenge was in reopening the PHS Pop Up Garden in mid-February. Our 
construction crew managed to clear enough of the snow and ice from the site to pitch 
two large tents. The landowner agreed to let us take over the vacant site for a few more 
days. Another partner, Hoffman Design, provided the illuminated trees for the wintertime 
garden. The final challenge was getting people to show up in brutal weather conditions. 
More than 2,000 hardy souls braved the cold to visit the garden and raise a glass to 
PHS and the Flower Show. 
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