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1. Introductory information 
 
a. Event dates  
The 2017 PHS Philadelphia Flower Show, “Holland: Flowering the World,” was open 
to the public from Saturday, March 11, through Sunday, March 19, 2017.  
 
(Special preview hours for members of the Pennsylvania Horticultural Society and 
members of the media were offered Friday, March 10, from noon to 3:30 p.m., and 
Saturday, March 11, from 8 a.m. to 11 a.m. A fundraising Preview Party was held 
Friday, March 10, from 6 p.m. to midnight.) 
 
b. Mission/Purpose 
The mission of the Pennsylvania Horticultural Society, which produces the PHS 
Philadelphia Flower Show, is to connect people with horticulture, and to 
collaboratively create beautiful, healthy and sustainable communities. 
 
The purpose of the Flower Show is to make those connections by inspiring, educating 
and entertaining visitors with the world’s finest floral and landscape designs and other 
exhibits and special events, and to raise funds for the year-round community 
greening work of PHS. Proceeds from the sale of each ticket benefit the programs 
that have become national models of urban greening: 
 

• The gardens program, including City Harvest, which provides job training for 
former prison inmates and supports a network of 150 community gardeners 
who raise fresh produce for families in need; 

• The transformative programs, such as LandCare, which has cleaned, greened 
and maintains more than 15,000 vacant lots in Philadelphia, a third of the city’s 
vacant land;  

• The tree programs, including Plant One Million, a tri-state campaign that is 
restoring the region’s tree canopy;  

• And beautification efforts, led by Public Landscapes, which manages the 
design and care of high-profile public gardens and green spaces.  

 
c. History/Description of event 
The PHS Philadelphia Flower Show is the longest-running horticultural event in the 
United States. The first exhibition was held in 1829, when members of the 



 

 

Pennsylvania Horticultural Society, which was founded just two years earlier, 
displayed their favorite plants, flowers, fruits and vegetables in the Masonic Hall in 
Philadelphia. That first show introduced an exotic plant from Mexico, the poinsettia, to 
the American public. Subsequent shows in those early years unveiled new plants and 
varieties from around the world: peonies from China, chrysanthemums from Japan, 
rubber trees from India, and sugar cane from the West Indies. 
 
The show grew in size and participation in the decades that followed, and moved to 
larger venues to accommodate the exhibition. In the 1960s, show veterans recall 
riding down escalators to the lower level of the Philadelphia Civic Center into an 
intoxicating cloud of spring scents and a rainbow of floral colors. 
 
The Flower Show moved in the mid-1990s to its current home, the Pennsylvania 
Convention Center, where the 10-acre exhibition halls welcome an average of 
250,000 visitors from throughout the world each year. Participation has soared from a 
few dozen PHS members displaying their garden produce on long tables, to 44 major 
exhibits created by the nation’s leading floral and landscape designers and hundreds 
of other group and individual exhibitors. The Flower Show now includes stages that 
host professional design and gardening contests; educational exhibits built by high 
school and university students and national plant societies; and the $1 million 
structure, the Hamilton Horticourt, where expert and novice gardeners compete for 
blue ribbons and show their finest plants – much as the first exhibitors did in 1829. 
The Flower Show has grown and blossomed, while preserving its strong horticultural 
roots. 
 
d. Activities under the festival umbrella 
In 2017, the activities at the Flower Show included: 

• More than 40 major exhibits created by the nation’s leading floral and 
landscape designers, guest designers from the Netherlands, horticultural 
schools, sponsoring companies, and plant societies; 

• The Dutch Ecodome, a 36-foot-high, plant festooned geodesic sphere that 
presented the latest thinking in Dutch green technologies. 

• The Design Gallery of displays created by competing garden clubs, institutions 
and organizations in a variety of competitive classes, including windowsills and 
containers; porches; backyards; balconies; pocket gardens; natural jewelry; 
pedestals; tablescapes; posters; miniature settings; and pressed plants; 

• The Gardener’s Studio, featuring informative presentations by experts in a 
range of horticultural topics and trends; 

• The Designer’s Studio, hosting real-time contests between professional floral 
designers and demonstrations in flower arranging; 



 

 

• An elegant Preview Party, an exclusive evening of cocktails and small plates 
on the show floor, and a sit-down dinner in the overlook area, before the 
official opening; 

• Butterflies Live, a unique opportunity for children and their families to interact 
with 20 species of exotic and domestic butterflies and learn about protecting 
garden pollinators; 

• The Make & Take activity, where guests designed their own garden and craft 
projects to take home; 

• The Garden Spa, a new feature that allowed guests to relax and recharge with 
a massage, aromatherapy, and tastings in a tranquil environment;  

• Special events, including the “Flowers After Hours” evening dance party on the 
show floor on opening day, with a 1990s throwback theme; Fido Friday for 
canines and their companions; and a Teddy Bear Tea for children and their 
families. 

 
e. Revenue and expense budget 
The overall revenue for the 2017 Flower Show was $10.2 million.  The expense 
budget had a total of $8.5 million. 
 
f. Economic impact 
An independent study by the auditing firm KPMG found that the Flower Show 
generates: 

• An economic impact of more than $61 million for the Greater Philadelphia 
region; 

• The equivalent of more than 700 full-time jobs; 
• $8 million in city, state and federal tax revenue; 
• And 25,000 hotel room nights. 

 
    
g. Attendance and demographics 
The attendance at the 2017 Flower Show was 245,000 guests over the course of the 
nine-day event. 
 
Flower Show visitor demographics: 

• 80% female, 20% male 
• 33% ages 55-64; 21% ages 65-74; 19% ages 45-54; 14% ages 34 and 

younger; 10% ages 35-44; 3% ages 76 and older 
• 63% from Greater Philadelphia area 
• 92% homeowners 
• 33% annual income under $74,000; 24% over $150,000; 17% $100,000-

$124,999; 17% $75,000-$99,999; 9% $125,000-$149,999. 



 

 

 
 

 
h. Volunteer count and demographics 
A volunteer corps of more than 3,000 people of diverse backgrounds and from 
throughout the United States assisted in the planning, building and operation of the 
2017 Flower Show. 
 
Demographics of the volunteers: 

• 60% female; 40% male 
• 70% ages 60 and older 
• 47% retired. 

 
i. Staffing numbers and positions 
There are 115 members of the PHS staff, all of whom participate in the operation of 
the Flower Show.  
 
Some members of the staff continue in their regular organization responsibilities, 
such as Information Technology, Finance, Marketing and Communications. But many 
staff members who are horticulturists, tree experts, garden educators, community 
organizers, grant-writers, landscape architects and landscapers take on new and 
multiple roles as ticket booth clerks, store cashiers, merchandisers, Garden Tea 
servers, membership representatives, event hosts, stage emcees, stagehands, 
errand-runners, and many other responsibilities required for the largest horticultural 
event in the United States. 
 
j. Founding/incorporation date and management 
The Pennsylvania Horticultural Society was founded in 1827. The organization is a 
501©3 non-profit staff with a volunteer board of directors. 
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2. Additional Requirements 
 
a. Promotional / Marketing Campaign & Media Outreach 
 
The 2017 PHS Philadelphia Flower Show and its promotional campaign celebrated the 
natural beauty of the Netherlands and the environmental innovation of its floral and 
landscape designers. The marketing and public relations efforts were aimed at 
everyone who is enthralled by the iconic images of the Dutch landscape – the tulips, 
windmills, landscapes and cityscapes – and the gardeners who wished to learn about 
sustainable approaches being developed in Europe as well as the United States. 
 
Marketing efforts focused on increasing visibility of the Flower Show through high-
profile media promotions; partnerships that increased the reach to new audiences; and 
an inspired advertising campaign to targeted demographics, particularly members of the 
over-45 group who identify themselves as intermediate-level gardeners. The marketing 
team also expanded outreach to bus groups and organizations that coordinate trips 
through promotions at trade shows and through materials which offered Flower Show 
previews and spotlighted new attractions. 
 
Promotional partners included the leading television station, Amtrak train service, the 
regional bus lines, local hotels, a chain of regional print and digital newspapers, and 
area cultural partners. The advertising campaign focused on local TV and radio 
programming that reached target audiences; a promotional film screened at 86 movie 
theaters beginning in December; and outdoor ads on buses and bus shelters, regional 
rail interiors, vinyl and digital billboards, and downtown street banners. An increase in 
digital advertising resulted in 11 million impressions across multiple platforms.  
 
A series of promotional events -- the Bloom Philly Festival – activated the entire city 
around the Flower Show theme in the weeks leading up to the opening of the show. The 
Philadelphia Museum of Art hosted a “Dutch Masters Paint Night” for artists, and a giant 
windmill was erected in the indoor Liberty Place shopping mall. The window and lobby 
decorating contest engaged nearly 100 restaurants, hotels, museums, and shops that 
designed creative merchandise displays in tune with the “Holland” theme. Each element 
built momentum for advance ticket sales and attendance throughout the 2017 Flower 
Show.   
 



 

 

Media outreach began in Spring 2016, with an initial announcement of the show theme 
shared with long-lead national media, including travel, lifestyle, and gardening 
magazines. The early contact led to coverage in Travel + Leisure and AAA World, and 
live broadcasts by ABC-TV’s Good Morning America from the show floor. 
 
The media campaign intensified in October 2016 with a mass planting of 20,000 tulips 
along Philadelphia’s cultural corridor, the Benjamin Franklin Parkway, around the PHS 
headquarters, and at other downtown locations. The one-day event engaged more than 
100 volunteers, including corporate employees, neighborhood residents, middle school 
students, and participants in the PHS green jobs-training program for former prison 
inmates. The activity was covered by the city’s leading broadcast media, and inspired a 
spike in ticket sales five months before the Flower Show. The plantings also extended 
the beauty of the show, as they bloomed for weeks following its closing in mid-March. 
 
Through the fall and early winter, extensive press materials were compiled and could be 
downloaded in the digital Flower Show Pressroom, including artist’s renderings of the 
entrance garden, which subsequently appeared on the front pages of newspapers and 
digital news sites throughout the region. GROW, the PHS magazine, featured a profile 
of a guest designer from the Netherlands in the Winter issue, and the Spring issue, 
distributed a week before the show opening, featured a tulip cover story and an insider’s 
preview of the Flower Show. In coordination with a regional media group, the 
Communications team also produced a “Gardener’s Guide to the Flower Show” which 
was inserted in 20 newspapers and distributed to guests as they entered the show. 
 
In February, the Flower Show Press Conference featured the Mayor of Philadelphia and 
the Ambassador’s Deputy from the Royal Netherlands Embassy. The event sparked 
extensive coverage and ticket sales that continued through the lead-up to the show. 
 
Press events during set-up week and the run of the show included a Media Preview 
Tour for more than 75 garden columnists/bloggers and travel writers, and a press 
conference announcing the economic impact of the region’s public gardens. Radio 
broadcasts were aired by a local university and a nationally syndicated garden expert. 
Writers from throughout the U.S. and Canada, as well as the Netherlands, China, and 
the UK, were welcomed at the Flower Show Media Tent. The Associated Press covered 
greenhouse preparations for the show and the completed exhibits in two stories that 
appeared in publications around the nation and the world. 
 
Flower Show media coverage included over 2,200 articles in regional, national 
and international print and digital publications, and more than 250 stories aired 
on local and national television and radio. The total media reach was 
1,487,139,914. Earned media value was $13.8 million. 



 

 

 
 
 
b. Website/Social Media 
 
b. Website/Social Media 
The Philadelphia Flower Show Website, www.theflowershow.com has become the go-to 
source of information about the show, as well as a primary location for ticket purchases. 
The website provides information about the Flower Show theme, major attractions, 
special event schedules and a robust feed of insider, behind-the-scenes information via 
high impact image galleries, a constant flow of new blog content, as well as embedded 
social media feeds.  
While the general PHS Website gets 20,000 visitors per month on average, the 
Philadelphia Flower Show website receives 1,230,000 views per month leading up to 
the Show and a near equal, 1,204,000 views, over the Show’s 10-day duration alone.  

 
Facebook is the leading referral site to the Philadelphia Flower Show’s website and 
ticket sales, eclipsing Visit Philadelphia’s visitphilly.com (the city of Philadelphia’s 
leading tourism marketing site) and Google Search, only second to direct traffic to 
theflowershow.com. Facebook and Twitter channels account for 98.37% of social media 
acquired web traffic directed to theflowershow.com.  



 

 

Engagement with high quality video and live media content grows increasingly popular 
on Philadelphia Flower Show social media channels, receiving 27% higher 
engagement, clicks and sharing across all channels than in previous years, as unique 
content campaigns and interactive elements are utilized year-round on both the 
Pennsylvania Horticultural Society and Philadelphia Flower Show  channels in 
promoting the Show. For the 2017 Show, Instagram Stories were storyboarded daily as 
fun addition to the usual Flower Show social repertoire. Each day, Stories featured new 
hosts, industry experts and behind-the-scenes footage of various Flower Show 
attractions.  
 



 

 

 
Throughout the Show, social media messages asked audiences to participate in 
dynamic, information filled conversations and share their personal Flower Show 
experiences, stories, ideas and live feedback. Spring imagery resonated most with all 
audiences; the bright blooming photos stood out in news feeds, and creative copy and 
use of emojis helped to drive the most reach and engagement. The highest performing 
posts showcased the sea of bright, colorful tulips that filled the Entrance Garden from 
floor to ceiling. “The Selfie of 2017” –  featuring the hanging tulip garden of the Flower 
Show’s Central Feature exhibit – was most popular on Twitter and Instagram, 
dominating newsfeeds throughout the duration of the Philadelphia Flower Show at both 
a regional and national level.  
 



 

 

 
The Philadelphia Flower Show social media effort used Influencer Marketing tactics to 
amplify awareness about the Show to entirely new audiences. These partnerships 
provided PHS with original content that offered a fresh perspective for social channels 
among a younger – millennial demographic. Partnerships included exclusive content of 
Free People and Urban Outfitters Brands photoshoots at the Flower Show after-dark. 
Guest Instagrammer Albert Lee of @urphillypal dominated newsfeeds during the “epic 
build” of the Flower Show as he documented construction of Show exhibits from start to 
finish. The Flower Show’s annual “Instameet” gave popular Instagrammers with large 
exclusive followings early access to the Flower Show the night before it opened to the 
public.  
All of these efforts resulted in combined social media impressions of 18,025,573 for the 
2017 Flower Show.  
 
  
 
 
 



 

 

 
c. Sponsorship Program 
 
The PHS Philadelphia Flower Show has developed a comprehensive sponsorship 
program integrating national and international companies and brands, as well as local 
businesses, into the event. The show provides sponsors with a suite of marketing, 
advertising, and social media platforms before, during and after the show. Many of 
these sponsorships have grown into year-round relationships that benefit the programs 
and special events of the Pennsylvania Horticultural Society.  
 
In 2017, the sponsors were integrated in a variety of ways into the exhibits and events 
of the Flower Show, providing strong, on-site promotional, branding and sales 
opportunities to the 245,000 guests who came to the show over its nine-day run. 
 
PHS creates customized event activation and marketing opportunities for sponsors. 
Some of the core benefits include on-site promotional space and signage; client 
hospitality in choice locations; VIP access; behind-the-scenes tours; complimentary 
tickets; public relations outreach; marketing to the 21,000 PHS member-households and 
100,000 constituents; employee volunteer events; satellite events; and advertising on 
Flower Show printed materials and other assets. 
 
Subaru of America has sponsored the Flower Show for 16 years and is now the Premier 
Sponsor, the highest level of sponsorship. In 2017, in keeping with the theme of Dutch 
environmental innovation, Subaru created a major landscape exhibit on the show floor 
promoting the use of recycled materials, home composting, and a creative mix of 
vegetables and drought-tolerant native plants. Subaru also hosted an exhibit in the 
concourse, and sponsored the Gardener’s Studio, the primary educational venue at the 
Flower Show.  
 
Bank of America joined the Flower Show as the exclusive financial sponsor in 2012. 
Bank of America’s presence at the 2017 show as Exclusive Sponsor included a VIP 
lounge on the concourse bridge, branded ATMs, and a major exhibit on the rich history 
of the Dutch floral industry and the fascinating financial period known as “Tulipmania.” 
 
Representatives of Subaru and Bank of America also offered remarks at the Flower 
Show Press Conference, which received extensive coverage in regional print, digital 
and broadcast media. 
 
Official sponsors of the Flower Show in 2017 were AARP, which hosted a block party on 
the closing weekend of the show; Accenture, which provided client entertainment in a 
major landscape exhibit throughout the show; ACME Markets, which created the Official 



 

 

Flower Show Bouquet; Bartlett Tree Experts, which provided a Tree Care Day for 
professionals at the show and hosted a “Tree Tips Booth” on the show floor; Belgard, 
which provided free use of pavers for major show exhibitors and created a landscape 
exhibit highlighting outdoor living; the Dutch Ministry of Economic Affairs, which was a 
major partner and brought the Dutch Ecodome to the show, its first visit to North 
America; Flonase, which created an exhibit addressing the needs of gardeners with 
allergies; and Green Mountain Energy; which displayed an “Energy Tree” of artwork and 
reclaimed materials.  
 
Supporting Sponsors were AMTRAK, which offered a special companion fare ticket to 
the show and sponsored the Train Garden on the show floor; FTD, which honored 
“Women of Influence” from all walks of life at the show and presented special guests on 
the stage of the Designer’s Studio; and SugarHouse Casino, which offered free parking 
at its location for show visitors and a shuttle service to the show. 
 
Contributing Sponsors were Bath Fitter, Breck’s Bulbs, Brent and Becky’s Bulbs, Cruise 
Planners, Espoma Organic, Global Home Improvement, LeafFilter, Mercy Home Health, 
Mid-Atlantic Waterproofing, Oasis, Stash Tea, Stella Artois, STIHL, and Verizon Fios. 
 
Promotional Partners were Apple Vacations, Diamond Resorts International, The Jersey 
Cape, Power Home Remodeling, Renewal by Anderson, Sundance Vacations, United 
Healthcare, Finger Lakes Wine Country, Valley Forge Tourism and Convention Board, 
and Visit Pennsylvania. 
  
 The total amount of sponsorship funds raised in 2017 was $1.38 million. 
 
 
 
   
 
 
 
 
 
 
 
 



























b. Website/Social Media 

The Philadelphia Flower Show Website, www.theflowershow.com has become the go-to source of 

information about the show, as well as a primary location for ticket purchases. The website provides 

information about the Flower Show theme, major attractions, special event schedules and a robust feed 

of insider, behind-the-scenes information via high impact image galleries, a constant flow of new blog 

content, as well as embedded social media feeds.  

While the general PHS Website gets 20,000 visitors per month on average, the Philadelphia Flower Show 

website receives 1,230,000 views per month leading up to the Show and a near equal, 1,204,000 views, 

over the Show’s 10-day duration alone.  

 

Facebook is the leading referral site to the Philadelphia Flower Show’s website and ticket sales, eclipsing 

Visit Philadelphia’s visitphilly.com (the city of Philadelphia’s leading tourism marketing site) and Google 

Search, only second to direct traffic to theflowershow.com. Facebook and Twitter channels account for 

98.37% of social media acquired web traffic directed to theflowershow.com.  



Engagement with high quality video and live media content grows increasingly popular on Philadelphia 

Flower Show social media channels, receiving 27% higher engagement, clicks and sharing across all 

channels than in previous years, as unique content campaigns and interactive elements are utilized year-

round on both the Pennsylvania Horticultural Society and Philadelphia Flower Show  channels in 

promoting the Show. For the 2017 Show, Instagram Stories were storyboarded daily as fun addition to 

the usual Flower Show social repertoire. Each day, Stories featured new hosts, industry experts and 

behind-the-scenes footage of various Flower Show attractions.  

 



 

Throughout the Show, social media messages asked audiences to participate in dynamic, information 

filled conversations and share their personal Flower Show experiences, stories, ideas and live feedback. 

Spring imagery resonated most with all audiences; the bright blooming photos stood out in news feeds, 

and creative copy and use of emojis helped to drive the most reach and engagement. The highest 

performing posts showcased the sea of bright, colorful tulips that filled the Entrance Garden from floor 

to ceiling. “The Selfie of 2017” –  featuring the hanging tulip garden of the Flower Show’s Central 

Feature exhibit – was most popular on Twitter and Instagram, dominating newsfeeds throughout the 

duration of the Philadelphia Flower Show at both a regional and national level.  

 



 

The Philadelphia Flower Show social media effort used Influencer Marketing tactics to amplify 

awareness about the Show to entirely new audiences. These partnerships provided PHS with original 

content that offered a fresh perspective for social channels among a younger – millennial demographic. 

Partnerships included exclusive content of Free People and Urban Outfitters Brands photoshoots at the 

Flower Show after-dark. Guest Instagrammer Albert Lee of @urphillypal dominated newsfeeds during 

the “epic build” of the Flower Show as he documented construction of Show exhibits from start to 

finish. The Flower Show’s annual “Instameet” gave popular Instagrammers with large exclusive 

followings early access to the Flower Show the night before it opened to the public.  

All of these efforts resulted in combined social media impressions of 18,025,573 for the 2017 Flower 

Show.  

 

  

 

 



 

 

2. Additional Requirements 
 
d. Critical Component Programs  
 
Volunteer Program 
 
The Volunteer Program of the Philadelphia Flower Show is designed to organize more 
than 3,700 volunteers through two major committees—Competitive Classes and Infonet 
—as well as the PHS Store and several special activities, which in 2017 included the 
Make & Take activity, Butterfllies Live, Garden Tea, Garden Spa, Designer’s Studio, 
and Gardener’s Studio. 
 
The Competitive Classes Committee supports all facets of exhibiting and judging the 
Flower Show competitions. The Infonet Committee plays a vital role in recruiting, 
scheduling, and coordinating the volunteers who work at the Information Booths and 
welcome, direct, and assist all guests. 
 
Volunteer commitment varies depending on desired positions. Committee Members 
volunteer year-round, while other volunteers will typically volunteer for one or more 3-
hour shifts during the nine days of the Flower Show. 
 
PHS is fortunate to have a pool of dedicated volunteers who continue to return to the 
Flower Show every year. New volunteers may sign up using the new Volunteer Hub 
page on the PHS website, where the individual creates a username and password, 
before filling out a questionnaire that asks for contact information, interests, and skills, 
so PHS can match them with an appropriate opportunity. 
 
PHS also utilizes the support of volunteers year-round for various events and programs, 
including Pop Up Gardens and tree plantings. Because we are engaging volunteers 
throughout the year, we build their support for the very busy Flower Show season.  
 
 At the 2017 PHS Philadelphia Flower Show there were a total of 3,700 volunteers. The 
current value of a volunteer hour is $24.14. With the expectation that each volunteer 
works a minimum of two three-hour shifts, and committee members contribute more 
than a minimum of 24 hours each, the total worth of volunteer hours at the show equals 
$670,850. 

 
 
 
 
 



 

 

 
   Green Program 
 

The Pennsylvania Horticultural Society is one of the nation’s leading organizations for 
transforming communities and improving lives through horticulture and greening, and 
the PHS Philadelphia Flower Show is the major fundraising event to support its year-
round work in the Greater Philadelphia region. The nonprofit has adopted sustainable 
practices throughout the organization, including the use of organic gardening and 
maintenance methods in the more than 100 acres of public gardens and landscapes it 
manages. 
 
PHS also leads a variety of programs to improve the environmental health of the region. 
The stormwater management program, Rain Check, trains residents in ways to mitigate 
rain runoff using rain barrels, rain gardens, pervious pavers, and other tools, thereby 
reducing flooding and pollution of waterways. The multi-state tree-planting campaign, 
Plant One Million, and the Tree Tenders program train volunteers to plant and care for 
trees and increase the green canopy, which improves air quality and reduces energy 
costs. The LandCare program cleans and greens more than 15,000 vacant lots, one 
third of the vacant land in Philadelphia, which beautifies and revives neighborhoods and 
makes them safer and healthier. 
 
At the Flower Show, steps are taken each year to increase recycling and repurposing of 
materials. Elements of the exhibits are transplanted in the PHS Pop Up Gardens – 
vacant lots that have been transformed into urban gathering places -- and are used at 
other events throughout the year. 
 
The Flower Show incorporates practices that reduce power consumption, including the 
use of a highly energy-efficient LED lighting system in the Hamilton Horticourt, where 
hundreds of competitors display their plants. 
 
Flower Show exhibitors and other participants recycle trees, shrubs and other plants 
and products whenever possible. The show reuses props, signs and staging materials; 
composts horticultural waste; seeks eco-friendly contractors; uses technology and 
digital communications to minimize paper usage; and encourages exhibitors to reduce 
negative impact on the environment through planning and recycling of their displays. 
 
Strengthening the green initiatives of PHS are the show’s venue, the Pennsylvania 
Convention Center, and catering company, ARAMARK. The Convention Center is 
powered with a portion of renewable energy – including wind energy – through NRG 
Energy. ARAMARK has moved to multiple-stream recycling and the ability to compost 
on-site. 



 

 

  
   Educational Program 
 

The centerpiece of the 2017 Flower Show’s educational program was the Dutch 
Ecodome, a 70-foot-wide, 36-foot-high, plant-festooned, geodesic sphere that 
introduced the latest thinking in Holland’s green technologies to the American public. 
 
Award-winning landscape architect Nico Wissing developed the concept of the 
Ecodome a decade ago to bring together the new approaches in sustainability and 
environmental practices in the Netherlands. The opportunity to construct the sphere 
came last year as the Dutch government was making plans for its turn holding the 
presidency of the European Union. The Ministry of Economic Affairs wanted a place 
where EU ministers and agriculture counselors could discuss the future of Common 
Agricultural Policy. Nico and his team built the structure in Amsterdam and filled it with 
innovations inspired by nature.  
 
For its trip to the Philadelphia Flower Show – its North American debut -- the Ecodome 
was broken down into about 100 pieces, packed into containers, and shipped to the 
Pennsylvania Convention Center. Nico and his team guided its assembly in the 
exhibition hall. 
 
Guests learned that the top panels were covered with moss that helped filter vehicle 
exhaust from the air. Below the podium, an ultrafine dust reduction system was installed 
to capture 70 percent of particulates in the air. Red and blue LED technology was used 
to generate optimum growing light for crop plants while achieving energy efficiency. 
 
The Ecodome also offered practical lessons in solar energy, the ability to convert 
rainwater into drinking water, moss water storage, recycled concrete, olivine paving that 
absorbs carbon dioxide, creation of an insect hotel, and the use of bio-based furnishings 
and bicycles, vertical green walls, climbing plants, fruit trees and other edible plants. 
 
A gentleman wearing orange pants and a jacket adorned with embroidered plants 
offered Flower Show guests samples of unusual greens used by adventurous chefs in 
trendy Dutch restaurants. A magenta orchid tasted like sweet endive. A fleshy stalk 
reminded a visitor of the flavor of an oyster.  
 
Ton Akkerman, representing the Dutch Ministry of Agriculture, explained that with the 
Ecodome, “We wanted to move away from the traditional image we have, like cheese 
and windmills. We’d like to show the world that it’s always possible, let’s say, to be 
carbon-neutral.” 
 



 

 

 
Children’s Program 

  
 The Philadelphia Flower Show welcomes thousands of young families to the event each 

year, and children seem to enjoy the beauty of the floral and landscape displays as 
much as the veteran gardeners. 

  
 At the 2017 show, the young guests had the opportunity to experience what has 

become a major attraction each year: “Butterflies Live!”, a living exhibit of brilliantly 
colored pollinators who flutter around visitors in a habitat created on the main concourse 
of the Pennsylvania Convention Center. 

 
 California Sky River Butterflies brought the exhibit to the Flower Show for the fourth 

year, transforming a 7,426-square-foot space into a netted, tropical atmosphere with 
flowering plants lining the walls. More than 20 domestic and exotic species were 
represented in the room, which had a peak of 2,000 butterflies at one time within the 
space. Children and their families had the opportunity to feed and interact with the 
insects, which often landed on heads and hands, and clung to clothing of enthralled 
visitors. 

 
 Sky River staff and volunteers taught guests about the butterflies, which included the 

gorgeous tiger swallowtail and the largest moth in the world, the atlas moth. The 
emphasis in the exhibit was on the impact of the changing environment, the expansion 
of development and farmland, and pesticides on butterfly populations, which are the 
second most important pollinators after bees.  

 
Everyone learned about the positive effect of planting home gardens with an assortment 
of bright flowers that produce nectar throughout the season, as well as milkweed, to 
support the lifecycle of butterflies.    
 
Groups of schoolchildren passed through the exhibit, feeding, holding and capturing 
selfies with the insects. This year, for the first time, we asked Flower Show ticket-buyers 
to make a donation of $10 or more to help send one child to the show. Thanks to the 
response, 630 young guests, who could not otherwise attend, enjoyed the show this 
year. 
 
During the nine days of the Flower Show, the exhibit welcomed 33,464 guests who 
were allowed to stay in the habitat as long as they liked. Many lingered for 20 minutes to 
an hour.  

 



 

 

 Admission to this exhibit was a separate $5 ticket, an increase of $2 over the previous 
year. The price change reduced the length of lines to get inside the habitat, while 
helping to increase revenue from the exhibit by 32 percent. 

 
Food & Beverage Program 

 
The food and beverage program at the 2017 Flower Show expanded the variety and 
raised the quality of offerings at the event, and included tastes of the Netherlands to 
complement the theme of the exhibits.  
 
For the elegant Flower Show Preview Party, which offers guests an opportunity to 
experience the exhibits before the show has opened to the public, the executive chef of 
Aramark, the official caterer at the Pennsylvania Convention Center, created an 
immersive Dutch dining experience. The Dutch-influenced dishes included bitterballen – 
fried meatballs in creamy mustard – smoked mackerel, and smoked Gouda among the 
appetizers. The crudité station offered imported Dutch cheeses, dried and cured meats, 
and other dishes enjoyed in the Netherlands. Small plates and main dishes included 
crusted salmon and a filet in a Dutch lager reduction. The desserts were spiced Dutch 
apple cobbler, Dutch chocolate mousse, and traditional sweets such as dark chocolate 
kruidnoten, puff pastries, and cookies shaped like tiny windmills. 
 
Many specialties of Holland also were available at the restaurants and cafes throughout 
the Convention Center during the Flower Show. The “Four Tulips Café” on the 
Convention Center bridge featured décor inspired by Amsterdam and traditional foods 
of the Netherlands, including grilled chicken on wittebrood, a Dutch sausage rolled in a 
puff pastry with creamy Gouda, and a Scandinavian salad.     
 
In other parts of the building, visitors could find tater tots topped with fried onions and 
Dutch cheese sauce, funnel cake with powdered sugar and hot apple topping, and 
artisan soft pretzels served with Dutch lager mustard or cheese sauce. 
 

 Aramark also formed partnerships with local family businesses to expand the offerings 
at the show. DiBruno Brothers served Dutch bitterballen as well as Italian sandwiches, 
antipasti, assorted grab-and-go salads, and espresso. Termini Brothers featured 
assorted bakery items, including its famous cannolis. Many of the dishes at the 
Convention Center restaurants were “street fare,” explained Executive Chef Michael 
Mantia, and made it easy for show-goers to grab a bite and continue strolling through 
the Flower Show exhibits. 

  
 For adult beverages, guests enjoyed the free samplings at the Fine Wine & Good Spirits 

store, operated by the Pennsylvania Liquor Control Board. At bars located within the 



 

 

exhibition halls, guests enjoyed signature cocktails created for the Holland theme, 
including the “Dutch and Stormy” drink, a blend of Dutch gin, ginger beer and lime juice. 
The cocktail was served in a glass shaped like a lighthouse, another icon of the Dutch 
landscape. 

 
Entertainment Program 

 
 The entertainment at the PHS Philadelphia Flower Show is designed to complement the 

changing themes of the event. In 2017, a combination of visual spectacles, new events 
and new opportunities enhanced the entertainment value and the visitors’ experience of 
the “Holland” show. 

  
Guests were welcomed to “Holland: Flowering the World” with an entrance garden of 
bridges, windmills, and canals within a landscape of 30,000 blooming tulips and other 
bulbs, all beneath a giant floral canopy of 6,000 hanging dried flowers. Every 30 
minutes, a dazzling light display added an ever-shifting dimension to the floral 
spectacle, illuminating the landscape and the ornate blades of three windmills rising 
from the garden beds. The exhibit was a magnificent blend of natural beauty and 
technological artistry.  
          

 The visual engagement of the exhibits continued throughout the show floor, with 
fountains, cascades, and sculptures constructed of bicycle parts that were activated by 
the flow of water. Windmills spun slowly over gardens, and bikes pedaled in place atop 
bridges. Great works of Dutch art were interpreted in floral arrangements and natural 
materials in the Design Gallery. 

 
 In the evenings and on weekends, special events offered other entertainment 

opportunities. The Flower Show introduced “Flowers After Hours,” a fantastic new way 
to experience the exhibits and excitement of the show on opening day, March 11. From 
9:30 p.m. to midnight, the show floor became a giant dance floor with an “I Love the 
‘90s” party theme. Hosted by a local radio station, the party featured Philly rock ‘n’ roll 
star Tommy Conwell and his band. Hundreds of guests competed in the 1990s 
“costume contest,” and a deejay played throwback tunes from the memorable musical 
decade. A strolling dinosaur made everyone feel young.     

  
 The Flower Show invited four-legged and two-legged friends to enjoy the wonderful 

scenes and scents of the show on March 17. A “Yappy Hour” was held from 6 to 8 p.m. 
at the World Market in the Grand Hall, and canine and human companions were then 
allowed to roam the exhibition halls until closing. The event was entertaining for dogs 
and owners, and for everyone else at the show that night. 

  



 

 

Children were the honored guests at the “Teddy Bear Tea” on closing day, March 19, 
Festivities included a menu of ham and cheese and sun butter and jam sandwiches, a 
chocolate cream puff, and tea with their favorite stuffed friend and their families. 
 
 

   Merchandise Program 
 
The Philadelphia Flower Show is a haven for home and gardening inspiration and 
information. It is also an opportunity to buy the tools, accessories, and enhancements 
needed to create a beautiful display in each visitor’s indoor and outdoor landscape.  
 
Guests at the 2017 Flower Show could shop for fresh-cut flowers and bulbs, 
outstanding annuals and perennials, Holland-themed apparel, floral handbags, fashion 
scarves, and unique garden décor, and a wide variety of home and garden products. 
 
The PHS Shop grew this year to four locations: the main store in the center of the 
exhibition halls and three satellite locations on the Convention Center bridge, concourse 
and Grand Hall. The shops featured a collection of Holland-themed gifts and 
memorabilia, including the official Flower Show silk scarf, a tote bag made from 
recycled plastic bottles, solar lighting, tulip garden stakes, vintage jewelry, books, and 
the popular Flower Show magnet. Teddy van der Bear, wearing a signature Flower 
Show T-shirt, was a favorite keepsake for collectors. 
 
The PHS Meadowbrook Farm Shop showcased a selection of outstanding plants, 
including an assortment of cacti, begonias, ferns, scented geraniums, tropical plants, 
herbs, perennials, terrariums, and air plants. PHS Gold Medal Plants, which are 
selected for their all-season beauty and hardiness, were also featured. 
 
New this year, the Convention Center’s Grand Hall was transformed into the World 
Market, a lively space with a Dutch Shopping Village featuring Kremp Florist, Chez 
Kiskis, Oasis Floral Products, and Tresse Noire Hair Braiding. Guests shopped for 
imported and domestic bottles – and enjoyed free tastings – at the Fine Wine & Spirits 
store in the World Market, or bent an elbow in the relaxing beer garden. 
 
A perennial favorite, the Flower Show Marketplace featured 180 shops filled with 
flowers, seeds, plants, garden tools, handmade jewelry, artisan crafts, and home décor 
and gardening accessories from around the world. International vendors included 
Dubarry of Ireland, famous for their boots and Irish wool clothing, and De Waterlelie, a 
floral vendor from the Netherlands. Kremp Florist of Willow Grove, Pa., returned for their 
42nd year at the Flower Show. 
 



 

 

PHS members received a discount at the PHS Shop and many locations in the 
Marketplace. 
 
 
 
Community Outreach Program 
 
The Philadelphia Flower Show raises an average of $1 million annually to support the 
core projects of PHS, including the Sustainable Communities programs. Promotional 
materials about the Flower Show inform visitors that proceeds from each ticket to the 
show help fund these vital efforts that address societal challenges, including 
environmental pollution and access to healthy food in all communities.  
 
In its mission to create sustainable communities, PHS works strategically with the City 
of Philadelphia and other partners in a variety of programs. 
 
To reduce stormwater runoff, a major environmental challenge in Philadelphia, PHS 
manages the Rain Check program, which is funded by the Philadelphia Water 
Department and supported by the Sustainable Business Network. Rain Check educates 
city residents on the use and purpose of five tools available through the program, and 
then manages the home installation. The program has completed installation of 1,500 
rain barrels, which connect to downspouts to capture a roof’s stormwater runoff, 
preventing it from entering the sewer system. In addition, 9,683 square feet have been 
renovated for stormwater mitigation through the program’s rain garden, depaving and 
permeable paver options. A total of 62 downspout planters have also been installed, 
bringing the total stormwater captured and managed by Rain Check to 2.1 million 
gallons. Rain Check workshops on the importance of stormwater management have 
been provided to 3,112 city residents.  
 
At the forefront of the urban tree movement across the country, the PHS Tree Tenders 
program is one of the oldest, most respected volunteer urban tree planting and 
stewardship efforts. Since 1993, the training program has graduated more than 4,582 
Tree Tenders in the Philadelphia region. Working in neighborhood groups, the 
program's volunteers are responsible for planting and maintaining thousands of trees 
each year. The Tree Tenders program is part of the PHS-led campaign, Plant One 
Million, which is restoring the tree canopy in southeastern Pennsylvania, southern New 
Jersey, and the state of Delaware. Since the program’s launch in 2011, PHS and its 
partners have planted more than 532,000 trees in the region. 
 
To address the issue of food security, the PHS City Harvest program taps into the skills 
and energy of urban gardeners and entrepreneurial growers to make fresh, nutritious 



 

 

produce more widely available in underserved neighborhoods. Participating community 
gardens and individual growers donate free fruit and vegetables to area food cupboards 
or offer affordable food at farmers markets. PHS is expanding fresh food production, 
distribution, and consumption throughout Philadelphia, thereby creating a healthier 
future for thousands of city residents. 
 
Emergency Preparedness 
 
The staff, volunteers and exhibitors who participate in the PHS Philadelphia Flower 
Show are all given training in the event of medical emergencies in the weeks leading up 
to the show. The instructions include emergency numbers to call, procedures, and 
familiarization with first-aid locations within the Pennsylvania Convention Center. 
 
The Convention Center has detailed emergency procedures that include an evacuation 
plan, fire response, medical emergency response, bomb threats, and civil disturbances. 
 
In anticipation of winter storm conditions in 2017, Flower Show personnel worked 
closely with the Convention Center staff in developing a “Snow Plan” that included 
planning for staff parking and access to the building, informing the public of show hours, 
and safety precautions. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 
 
 
 
 
Special Programs: PHS Membership 
 
All guests of the Philadelphia Flower Show are encouraged to become members of the  
Pennsylvania Horticultural Society, the nonprofit organization that produces the show  
and works year-round to advance social equity, environmental sustainability, and urban 
livability. Membership is available at various levels, from individual ($55), to family  
($85), to contributing leadership ($175), to 1827 Society ($1,827).  
 
Those who join the organization prior to the Flower Show receive free tickets to the 
event. Guests who become members at the show receive free show tickets for the 
following year. Members are invited to exclusive previews of the Flower Show on the 
day before it opens to the public and special hours on the morning of opening day. 
 
All members enjoy discounts in the Flower Show Marketplace and PHS Store, where 
they can purchase plants, bouquets, tools, keepsakes and a variety of other horticultural 
products and services, as well as crafts, art, clothing, and many other items. Members 
can also take advantage of the Members Lounge, a private space with comfortable 
chairs on the main show concourse.  
 
PHS membership offers benefits throughout the year. Special pricing is available for all 
PHS educational gardening workshops and programs, as well as local garden tours and 
members-only guided trips to landscapes around the world. Discounts are offered to 
members at area garden centers, nurseries, restaurants and attractions. Subaru, the 
Premier Sponsor of the Flower Show, offers a special VIP program with discounts on 
the purchase of new vehicles for PHS members. Each September, members attend the 
Plant Dividend event, where they select free plants for their homes and gardens 
provided by PHS and its supporters.  
 
Membership includes borrowing privileges at the PHS McLean Library, an extraordinary 
resource of more than 15,000 print and digital horticultural books and periodicals, and 
access to the rare collections. Members also receive a free subscription to GROW 
magazine, the national award-winning quarterly publication of PHS which provides an 
insider’s view of amazing plants, fascinating gardeners, inspiring ideas and designs 
emerging in the world of horticulture. 
 



 

 

In addition, members know they have a vital role in the transformative programs of PHS, 
which have a lasting impact on communities and on thousands of lives each day. 
 
 

















































 

 

IFEA Pinnacle Awards 
 
1 Grand Pinnacle 
 
 
4. Supporting Questions 
 
a. Updates 
 
The PHS Philadelphia Flower Show is a unique garden. Each year it is planned and 
planted anew. The Pennsylvania Horticultural Society selects a different theme for each 
show, with all the attendant events and attractions that complement the central concept. 
Each major exhibitor designs a landscape or floral display that captures an aspect of the 
theme. Dozens of garden clubs, organizations, schools and individuals also create new 
entries in keeping with the theme each year. 
 
In 2017, the show was titled “Holland: Flowering the World,” a celebration of the beauty 
and ingenuity of Dutch culture, from vivid flower fields to innovative eco-design.  
The show transported guests to the rainbow landscapes of tulips, hyacinths and 
daffodils, and the flower markets that have shaped Dutch history and culture. The 
entrance garden created by PHS featured 30,000 tulips – with 6,000 more flowers 
hanging down from the rafters – one of the most magnificent exhibits ever created for 
the Flower Show.   
 
The show also explored the ingenuity that has defined Holland’s approach to its unique 
landscape, from windmills – one of the earliest uses of natural energy – to the 21st-
century Dutch Wave movement, which takes a natural and sustainable approach to 
landscape design. The official show guide became a “Gardener’s Guide” that 
emphasized these concepts and ways all guests could enjoy and learn from the show.  
 
PHS worked closely with the Dutch Ministry to establish a collaboration with three guest 
landscape designers from the Netherlands, who came to the U.S. to build their exhibits 
with American colleagues. The Ministry also coordinated the visit of the Amsterdam 
Ecodome – a showcase of environmentally sustainable concepts and practices – at the 
Flower Show, its North American debut. 
 
New attractions included the World Market in the Convention Center’s Grand Hall, 
featuring a Dutch Shopping Village of imported and domestic specialties, and a new 
dimension for the visitor experience: The Garden Spa. In a tranquil room off the main 
concourse, guests could opt for a variety of ways to relax and be pampered.    
 



 

 

b. Results 
 
“Holland: Flower the World” drew international acclaim and welcomed 245,000 visitors 
over the course of 10 days. The attendance was especially notable because the 
Philadelphia region experienced the worst snowstorm of the season a few days after the 
show opened, and attendance for two days was severely affected. 
  
But 19 tour groups were rescheduled for later in the week, and ongoing promotion, 
consistent media coverage, and word of mouth built momentum for excellent 
attendance through the rest of the show.  
 
The theme of Dutch floral beauty and environmental innovation was warmly embraced 
by guests. The entrance garden was a spectacular landscape of bridges, windmills, and 
canals winding through beds of tulips and other bulbs, with a giant floral canopy 
suspended overhead. It proved to be one of the most beloved and photogenic Flower 
Show exhibits, with its images appearing on thousands of front pages, television 
broadcasts, digital slideshows, and cellphone cameras. 
 
Visitors also raved about the Dutch Ecodome, where they learned about furnishings and 
bicycles made of recycled materials, new advances in agricultural production using 
organic methods, and sustainable home gardening.  
 
A new, opening night event, “Flowers After Hours,” attracted 664 guests who purchased 
a premium ticket ($65) for the 1990s-themed dance party held within the entrance 
garden and surrounding exhibits. Enthusiastic party-goers found their ‘90s “costumes” in 
the back of their closets, and enjoyed the throwback tunes played by a live band led by 
local rocker Tommy Conwell and records spun by a radio deejay. 
 
The World Market successfully activated the large, open space in the Convention 
Center’s Grand Hall. Audience seats in the Designer’s Studio were always filled, and 
the hall reverberated with their applause.  
 
In the tranquil Garden Spa, visitors discovered their inner gardener and a wonderful 
new way to experience the Flower Show. The Spa welcomed 2,313 guests, who paid 
$10 to $20 depending on the treatments they chose.  
 
In addition, a new Flower Show sponsor, AARP, hosted a “block party” on the final 
weekend at the show, and signed up 16,000 new members who enjoyed exercise 
equipment, virtual reality activities, and giveaways. 
 
 



 

 

c. What makes the event stand out internationally 
 
The 2017 Philadelphia Flower Show had a decidedly Dutch flavor this year. A close 
working partnership with the Dutch Ministry helped build many bridges that contributed 
to the show’s success. 
 
Three renowned Dutch landscape designers created elaborate exhibits that reflected 
the latest thinking in garden design and sustainable techniques. The Dutch Ecodome, 
which had previously served as a showcase for a conference of European Union 
representatives in Amsterdam, added a global dimension to the Flower Show floor. 
Joanneke Balfoort, Deputy Chief of Mission at the Royal Netherlands Embassy in 
Washington, DC, spoke for her government at the Flower Show press conference in 
February. And at the black-tie Preview Party, Dolph Hogewonin, Consul General of the 
Netherlands in New York, was the special guest who unveiled a new variety of tulip 
named in honor of the City of Philadelphia and the 2017 Philadelphia Flower Show. A 
vase of the new red flowers, “Philly Belle,” were on display in the Dutch Ecodome 
throughout the show. 
 
Other countries were also represented at the 2017 show. The Japan Flowers and Plants 
Export Association exhibited exquisite varieties of flowers available through its 
company. And Jacques Amand International, of Middlesex, England, displayed 
extraordinary tulips, narcissus, crocus and other bulbs in his garden. 
  
The show also received dozens of entries sent from China and South Korea to 
participate in the Pressed Plants competition in the Design Collections. 
 
The international influence of Dutch culture and the international stature of the 
Philadelphia Flower Show were recognized by media from around the world. Reporters 
from the leading national newspaper of the Netherlands visited the show to create a 
video and full-page report, and 16 other Dutch publications carried stories about the 
American exhibition. 
 
Stories about the Flower Show also appeared in media outlets in Canada, Brazil, 
France, Germany, the UK, Turkey, Australia, New Zealand, Bulgaria, Greece, Italy, 
Brunei, the United Arab Emirates, Egypt, Namibia, India, Japan, Singapore and China. 
 
The PHS Philadelphia Flower Show is recognized by other countries as one of the top 
horticultural events in the world and a celebration of the finest landscape and floral 
design around the globe. 
 
 



 

 

d. Why the Flower Show should win the Grand Pinnacle Award 
 
Each year, the Philadelphia Flower Show connects visitors to the joys of gardening and 
broader aspects of horticulture that unite all of us through the beauty and 
interdependence of plants and people. The show also spotlights the natural and 
designed landscapes of other nations, their culture and history, and new perspectives 
on our role and responsibilities for the environment. 
  
This year the theme, “Holland:Flowering the World,” explored the extraordinary 
influence of Dutch culture and horticulture in visually enthralling exhibits. The three 
guest designers from the Netherlands presented their individual interpretations of the 
naturalistic Dutch Wave movement, providing inspiration and practical lessons that can 
be adapted by Flower Show visitors from throughout the U.S. and abroad. The 
collaborative Dutch exhibit, the Ecodome, served as a showcase for forward-thinking 
approaches to sustainable gardening and eco-friendly lifestyles that will nurture a 
healthier population and planet. 
 
The partnership between the Dutch Ministry and the Pennsylvania Horticultural Society 
helped forge new ties between the Netherlands and the City of Philadelphia. The 
announcement by the Dutch government of a new variety of tulip -- a fringed, bright red 
flower named “Philly Belle” -- symbolized this friendship and a bond formed by the 
international language of horticulture.    
 
Other aspects of Dutch heritage and culture were celebrated by the American 
designers, schools, organizations, and individuals who participated in the show. The 
genius of Rembrandt, Vermeer, Mondrian, Van Gogh and other Dutch artists inspired 
magnificent floral arrangements and garden designs. Chapters of Dutch history, 
including the economic lessons of “Tulipmania” and the story of Anne Frank, inspired 
other exhibitors and all our guests.  
 
The 2017 show also enhanced the visitor experience with new events and attractions. It 
opened the show floor for an evening dance party among the most beautiful floral 
exhibits in the world. It activated the Convention Center’s Grand Hall with a World 
Market of shops, presentations and participation. It introduced the Garden Spa, where 
guests found a tranquil, refreshing and affordable oasis amid the excitement and bustle 
of the nation’s premier horticultural event.  
 
The Flower Show brought everyone together in appreciation of the beauty and impact of 
gardens. For these reasons, the Flower Show deserves the 2017 IFEA Grand Pinnacle. 
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