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1. Overview Information 
 
a. Introduction 

 
The Pennsylvania Horticultural Society’s annual PHS Philadelphia Flower Show is the 
world’s longest-running, largest, and most exciting horticultural event, and serves as 
one of Philadelphia’s signature attractions. This year’s extraordinary presentation was 
held February 28 through March 8 at the Pennsylvania Convention Center. 

 
The 2015 theme, “Celebrate the Movies,” showcased Disney and Disney●Pixar films 
and turned the silver screen into living color with floral and landscape displays 
interpreting favorite movies. Every guest felt like a star, and every garden a magical 
setting, as the world’s great floral and landscape designers captured the beauty and 
spirit of the world’s great cinema. 

 
Proceeds from the Flower Show benefit the year-round programs of PHS, which is 
celebrating its 187th 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 and purpose 
 
The PHS marketing team coordinated a series of extraordinary promotional events in 
the months leading up to the opening of the 2015 Philadelphia Flower Show. Each 
element of the promotional campaign complemented the show theme, “Celebrating the 
Movies,” built buzz and momentum as the opening approached, and was linked with the 
other events by a common goal: to sell tickets to the show.  
 
The campaign began Dec. 12, 2014, with the release of the one-minute “trailer” for the 
Flower Show, accompanied by a one-day-only online ticket promotion, with a buy-one 
get-one-half-off ticket offer. This sizzle reel offered a taste of the movie theme, new 
attractions, a glimpse at the Entrance Garden —an Art Deco theater made of lights and 
flowers -- and a sense of the excitement awaiting visitors at the show. The trailer was 
available for viewing on the Flower Show website and directed viewers to a page where 
they could purchase online tickets. 
 



 

 

The second phase of the pre-show campaign was the “Frozen” Skate-along at 
Philadelphia’s riverfront ice rink on Jan. 17, 2015. Children and parents were able to 
meet and be photographed with the Disney-inspired Princess and Prince, create floral 
garlands in a heated tent, watch the animated hit movie, skate to their hearts’ content, 
and purchase family or individual tickets to the Flower Show. 
 
In January and February, film fans were invited to vote for their favorite short movies in 
the Philadelphia Flower Show film competition, a contest coordinated by the Greater 
Philadelphia Film Office and open to professional and student filmmakers. The theme of 
the competition was “What Is Beauty?” and the entries offered a wide range of 
interpretations. Two special screenings were held at Temple University and at 
International House on the University of Pennsylvania campus. The winners were 
announced on the night before the Flower Show opened, and the winning films were 
screened in the Entrance Garden throughout the run of the show. 
 
The next setting for the marketing campaign was the Liberty Place indoor shopping mall 
in Center City Philadelphia, where a PHS Pop Up Garden was “planted” in the rotunda 
to introduce commuters and shoppers to the show theme. An Oscar Party was held in 
the garden on the night of the Academy Awards, exclusively for Flower Show ticket-
holders. 
 
A wandering Prince Charming brought the next phase of the promotional campaign to 
the city’s TV news teams. Bearing bouquets and a glass slipper, the Prince visited the 
sets of the television morning shows, as well as suburban malls and train stations in 
Pennsylvania and New Jersey, in the two weeks before the show. Viewers were invited 
to visit the Flower Show website to learn more about the show and buy tickets. 
 
A special screening of The Second Best Exotic Marigold Hotel – a title in keeping with 
the PHS celebration of all things floral – was held the week before the opening of the 
show and the opening of the film. The event targeted the young audience who had 
become familiar with PHS through its summer Pop Up Gardens.  
 
The final piece of the campaign was “Bloom Philly,” a celebration that invited local 
businesses to decorate their lobbies and shop windows using the Flower Show theme 
and their merchandise in imaginative designs. Contestants from throughout Philadelphia 
and many neighborhoods in smaller suburban markets participated in the contest and 
provided discounts at their businesses for show ticketholders. The entries were judged 
by a PHS panel and the public. 
 
 
 



 

 

c. What was being promoted 
 
All the pre-show events promoted elements of the 2015 Flower Show and the reasons 
to attend and support the show: 

 the magnificent exhibits and new attractions; 

 the partnership with Disney and the celebration of the studio’s beloved films; 

 the focus on the filmmaking craft and movie industry; 

 and the economic impact the show has on businesses and partners throughout 
the region. 

 
  d. What made this promotion different 
 
The 2015 marketing campaign took a multi-level approach to promotion of the Flower 
Show, with each step building upon the other and building the momentum leading up to 
the show. Each phase increased interest and excitement around the show, and 
revealed more and more about the main event. 
 
e. Target audience 
 
The various phases of the promotional campaign targeted different segments of the 
traditional Flower Show audience and potential new audiences.  
 
The release of the show trailer was shared with PHS members and constituents, as well 
as the general public, through eblasts, social media, and on the show website. The 
Frozen skating event was designed specifically for families with children and young fans  
of the Disney film. The “What Is Beauty” competition reached the professional film 
industry and the large student community in the Philadelphia region. Suburban 
residents, couples, and young people were attracted to the Pop Up Garden and Oscar 
Party in the Center City Philadelphia shopping mall. Prince Charming reached 
commuters at train stations and shopping centers, as well as the large audiences of the 
city’s leading television news programs. The movie screenings brought the Flower 
Show to auditoriums full of movie fans. Businesses throughout Center City and in many 
of the surrounding neighborhoods and towns participated in the engaging Bloom Philly 
contest and delighted thousands of shoppers and city workers.   
 
f. Attendance 
 
Response to the Flower Show promotional campaign was remarkable: 

 The release of the 60-second trailer tied to a one-day-only ticket special received 
25,000 video views and 52,304 impressions on Facebook. Ticket sales were 
$11,256 as a result of the special offer. 



 

 

 The Frozen Skate-along attracted 1,600 family members, and resulted in 
928,000 impressions.  

 The short-film competition had 26 entries and received 6,200 views. 

 The Oscar Party at the Pop Up Garden in Liberty Place received 400 RSVPs in 
48 hours. 

 The “Red Carpet Moments” featuring Prince Charming at train stations, shopping 
areas, and news stations garnered 302,000 impressions. 

 The publicity generated by the preview screening of Marigold Hotel resulted in 
340,000 impressions. 

 The citywide Bloom Philly contest had a record 120 participants and 8,900 views 
on Facebook. 

 
g. Tie-in to main event 
 
All of the promotional events cast a spotlight on aspects of the 2015 Flower Show 
theme, “Celebrate the Movies.” They provided previews of the themed exhibits and 
attractions; highlighted one of the most popular, recent Disney films, which would also 
have a strong presence at the main event; captured the energy of young filmmakers; 
celebrated the movie industry’s world-renowned awards; brought film fantasy characters 
to life; entertained movie fans with special screenings; and invited the larger business 
community to express their creative spirit as part of the Flower Show promotion. 
 
Each promotion was an event itself, yet closely tied to the spirit and excitement of the 
Flower Show.   
 
h. Overall revenue and expense budget 
 
The expense budget for these events collectively amounted to approximately $10,000, 
and directly tied into the overall revenue of the Flower Show itself.   
 
i. Effectiveness and success 
 
Each phase of the promotional campaign proved very effective in generating awareness 
and anticipation of the 2015 Flower Show.  Attendance at the events ran from the 
hundreds at the film screenings and parties to the hundreds of thousands in 
impressions from the family events and “Red Carpet Moments.” 
 
The final measure of success was the 10 percent rise in attendance at the Flower 
Show, including remarkable increases in tickets sold to young families and student – 
two of the most important demographics in ensuring a successful future for the show.   
 



 

 

2. Supporting question: Overcoming challenges 
 
The marketing team knew there would be challenges in the coordination of the 
promotional events, particularly the visits of Prince Charming to the seven locations 
where he would bear flowers and the glass slipper. To assist with the logistics of the 
Prince’s travels, PHS enlisted the help of the local offices of Allied Integrated Marketing, 
a national firm with expertise in promoting movies and related theatrical events. Allied 
helped “cast” the roles of the Prince and other characters in the Flower Show marketing 
campaign, secured the props and red carpets, and assisted in planning the special 
events.  
 
The other challenges of the campaign were tying all the events together as Flower 
Show promotions and ensuring that the main purpose – building the audience and 
selling tickets – was accomplished. By utilizing consistent, prominent branding and 
messaging, and by making ticket sales easily accessible to participants and audiences, 
the campaign met those challenges and achieved its goals. And all the guests, 
participants, and followers had a lot of fun in the process. 
 
 
 
  
  
 


