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59 – Best Overall Merchandising Program 
 
a. Introduction 
The 2018 PHS Philadelphia Flower Show, “Wonders of Water,” celebrated the 
beauty and life-sustaining interplay of horticulture and water, on March 3 to 11, 
2018, at the Pennsylvania Convention Center. America’s leading floral and 
garden designers created tropical rainforests, temperate forests, native 
woodlands and arid landscapes, showcasing the astounding plants that thrive in 
each environment, from exquisite orchids and flowering vines to luminescent 
desert blooms.   
 
Special features of the Flower Show explored innovative ways green 
infrastructure is used to protect and conserve our water sources. The William 
Penn Foundation awarded a major grant to the Pennsylvania Horticultural 
Society to build an exhibit that illuminated how plant systems cleanse and sustain 
the Delaware River Watershed through mountains, fields, marshes and streams, 
and to convene a “Water Summit” at the Flower Show that engaged leading 
environmental and industry experts on freshwater issues and real-world solutions. 
Throughout the show, gardeners of all skill levels found water-wise concepts, 
including rain gardens and xeriscaping, plant-your-own experiences, and ideas 
they could use in their own home environment. 
 
Proceeds from the Flower Show support the PHS mission to connect people with 
horticulture and work together to create beautiful, healthy and sustainable 
communities. 
 
b. Description of merchandise program  
The merchandise program at the 2018 Flower Show focused on the PHS Shop 
on the main show floor and one satellite shop on the concourse.  
 
The merchandise program at the PHS Shop was designed to complement the 
theme of this year’s Flower Show and inspire, cultivate and celebrate the love of 
gardening and plants for both the experienced and novice plant enthusiasts. The 
2018 show theme was “Wonders of Water,” which offered a chance to 
incorporate unique product and visual displays to extend the experience of the 
Flower Show for the over 250,000 guests who visited this year. The product 
offering featured memorabilia items created exclusively for the Flower Show, as 
well as market goods that tied into and were relevant to the “Wonders of Water” 
theme.  
 
The Flower Show touches every sense, and the merchandise offering was 



designed to do the same – from elevating the visual merchandising displays to 
catch the guest’s eyes, to incorporating product into the displays that added extra 
ambiance in the forms of sound (fountains for sale that were used as part of the 
merchandising displays), smell (fresh plants, and a bath and body bar), and taste 
(fresh herbs), and opening packaged products for guests to touch and engage 
with. The PHS Shop was designed to be as interactive as possible, activating all 
five senses. 
 
Covering 4,400 square feet, the PHS Shop was centrally located within the 
Show, adjacent to the Entrance Garden in a high-traffic area.  
 
The product assortment featured items custom-made exclusively for the Flower 
Show inspired by the “Wonders of Water” theme and Show exhibits, which 
included custom apparel, mugs, magnets, pins, prints, socks, scarves, candy, 
coasters, DVDs, and seed packs.   
 
The product offering also included plants from PHS Meadowbrook Farm and 
other local nurseries and specialty growers, seeds, fashion accessories, bath and 
body items (soaps, lotions), and market outdoor home and garden goods, 
educational toys, and books from presenters. Custom Items were created to 
support the theme of this year’s Show, “Wonders of Water,” and featured art 
work and themes seen throughout the Show.  
 
Market goods were selected to align with our mission to “connect people with 
horticulture and create beautiful, healthy and sustainable communities.” Building 
on our learnings from last year, the PHS Shop and Meadowbrook Farm Shop 
were further integrated to create a more cohesive shopping experience for 
visitors, incorporating plants throughout the entire sales floor which helped 
enhance the visual merchandising displays. The PHS Shop looked stunning. The 
integration of plant materials helped elevate the different featured product stories, 
which encouraged and enticed customers to purchase multiple items in these 
large vignettes set throughout the shop. 
 
Top selling items for the 2018 PHS Shop included:  
 

• Plants. The addition of miniatures, hanging carnivorous Nepenthes 
Sanguinea pitcher plants, and a broader assortment of air plants, 
tropicals, and succulents in decorative containers helped generate over 
$118,000 in revenue. 

• 2018 Official Flower Show Tote. Made from recycled plastic, the tote 
provided excellent exposure for PHS and was a great pick-up item for 
customers to use and carry their purchases. Over 9,400 units were sold 
this year, generating over $44,000 in revenue. 

• Apparel. Apparel generated over $69,000 in revenue. All apparel items 
were either Show or PHS branded. Several styles sold out quickly!  



• Memorabilia items featuring the Official 2018 “Wonders of Water” art. 
Multiple items were created using the official art for this year’s Show, 
including mugs, socks, a scarf, pins, magnets, prints, postcards, 
keychains, coasters, DVD, and mints. The mug, magnet, and scarf 
featuring the official art sold out by mid-week.  

 
Promoting and supporting our mission and programs was also an important 
component of the merchandise program. New signage was incorporated this 
year to help raise awareness of PHS work and our year-round programming. 
PHS members were given a 10 percent discount on all purchases. In addition, a 
round-up program was introduced this year where customers could “round-up” 
their purchase to the nearest dollar (or higher if they chose) to help support PHS. 
The new program was a great success, raising over $6,400 in round-up 
donations over the duration of the Show. 
 
In addition to the PHS Shop on the main Show floor, there was an additional 518-
square-foot satellite shop on the concourse near major entry and exit points to 
provide an additional opportunity for guests to pick up memorabilia items as they 
were leaving the Show. The product assortment at this location featured Show-
themed memorabilia items (T-shirts, hats, mugs, magnets, posters and 
keychains). Sales from this location represented 5.4 percent of sales, just under 
$30,000.  
 
Flower Show Marketplace 
Located in the hall adjacent to the main exhibition hall, the Flower Show 
Marketplace was 100,000 square feet in size. In 2018, it housed 176 vendor 
booths, at a standard 12-foot-square size. The booths were operated by 
international and national retail vendors. Select vendors offered a 10 percent 
discount to PHS members. The range of product categories included outdoor 
furniture, clothing, living plants, garden accessories, tools, seeds, stationary, art, 
crafts, orchids, and cut flowers. 
 
The Back Yard 
The Convention Center’s Grand Hall was transformed this year into The Back 
Yard, a lively space featuring Kremp Florist and the Fine Wine & Good Spirits 
store. Additionally, Wooden Wonders from Maine exhibited three wooden hobbit 
holes, including a chicken coop. Visitors created their own Flower Show designs 
in the Make & Take craft area of The Back Yard.   
 
Kremp Florist: From Willow Grove, Pennsylvania, Kremp Florist has been a part 
of the Philadelphia Flower Show for 43 years. Originally starting on the exhibition 
side in 1976, Kremp later moved to the Flower Show Marketplace, giving visitors 
the opportunity to purchase its famous cut flowers. Kremp’s second shop location 
served as the centerpiece of The Back Yard this year. 
 
c. Overall revenue and expense budget for merchandise lines: 



The PHS Shop (including the satellite location) generated $555,042 in sales.  
  
d. Target market for merchandise program (population / location)  
The PHS Shop Merchandise assortment was created to appeal to a diverse 
audience and demographic, from the novice gardener to horticultural experts to 
families and individuals just looking forward to spring. We wanted the assortment 
to be as inclusive and appealing as possible. The Flower Show draws a diverse 
audience, and the merchandising program was designed to appeal to every 
possible demographic. From PHS members and students to garden enthusiasts 
and families (attending the Flower Show is a family tradition for many), the 
product assortment and pricing were designed so that there would be something 
for everyone. Price points ranged from 99 cents to $199.99, so that there were 
options for anyone who wanted to take home a memento from their trip to the 
Flower Show, enhance their garden with plants or seeds they can grow, and/or 
further their learning from one of the many educational talks/presentations the 
Flower Show offers. The goal was to offer an assortment to meet every 
customer’s wants, needs or desires.   
 
e. Marketing efforts tied to merchandise program 
The PHS Shop was featured on local news channels, who filmed the Flower 
Show and PHS Shop on the preview day to generate excitement and awareness 
for the Flower Show and PHS Shop. Special member early hours were included 
to provide a crowd-free shopping experience for members, and PHS members 
were offered a 10 percent discount on all store purchases. In addition, publicity 
for the PHS Shops, Marketplace, and Back Yard vendor market area was 
included in press releases in the media kit, posts on the PHS blog, and articles in 
the official Gardener’s Guide to the 2018 Philadelphia Flower Show. 
 
 
f. Community support in selling / distributing merchandise  
The PHS Shop featured a wide variety of local merchandise, prominently 
featuring plants from PHS Meadowbrook Farm. Additional signage was used 
throughout the store to promote our other programs and events in support of 
local communities throughout the year. 
 
g. Measurable results (Including number/variety of items; number of outlets 
selling items) 
The PHS Shop presence included two locations this year, the main shop and the 
satellite bridge location. This was a decrease in three locations from the previous 
year driven by the fact that multiple locations closed early during last year’s Show, 
and the desire to better showcase merchandise in the main shop throughout the 
duration of the Show. We saw mixed results, with the same bridge satellite store 
seeing a 49% increase in sales, but it failed to completely recoup the sales from 
the additional satellite locations offered in the previous year. The PHS Shop(s) 
featured over 800 items in a variety or price points ranging in price from 99 cents 
to  $199.99.  



 
After reviewing results from last year’s program, we refined the assortment to 
eliminate poor performing departments, such as jewelry, so we could focus and 
bring more breadth and options into key departments such as apparel, 
memorabilia, plant, home and garden décor, which were key revenue drivers 
during last year’s Show. Memorabilia and apparel products were also expanded 
to include new items and more options. For example, we diversified and provided 
more designs in key memorabilia items, providing seven mug options where last 
year we only had three. More magnet options were introduced, with 15 options 
compared to five in the previous year. Last year’s custom apparel offering was 
limited to five graphics; this year we offered 13 custom design options. 
Outerwear was added, with options for men, women and children. Different 
fashion cuts and styles, along with options including different finishes and 
embellishments, were also introduced into the apparel assortment. 
 
Top sellers included the 2018 Flower Show Tote Bag, miniature plants and air 
plants, herbs, Flower Show mugs (six of seven styles sold out, generating over 
$37,000 in sales), magnet, socks, scarf and T-shirts featuring designs inspired by 
the Show and “Wonders of Water” theme. The scent bar that was introduced this 
year also yielded great results, generating over $10,000 in revenue.  
 
h. Overall effectiveness of merchandise program: 
We received very positive feedback on this year’s merchandise program. The 
PHS Shop generated revenue similar to last year but realized an increase in net 
profit from the program with the reduction of operating and merchandise 
expenses and by eliminating or reducing the presence of underperforming 
product categories within the PHS Shop offering (i.e. jewelry, which was 
available for purchase from vendors in the Marketplace vendor area). This year’s 
product assortment was more refined, with a reduction of items but an expansion 
of options in key top performing categories, such as plants, home and garden 
décor, bath and beauty, and a broader selection of custom items and designs in 
apparel and memorabilia offerings. 
 
The product assortment focused on custom memorabilia and apparel items that 
were developed to support “Wonders of Water,” the theme of the year’s Flower 
Show, along with PHS mission-related live plants, toys, books, home and garden, 
and bath and body items at a broad range of price points to appeal to every 
demographic. 
 
Over 110,000 items were sold, with an inventory sell-through of over 90%, with 
many selling out by mid-Show. The results are a testament to the popularity of 
the Flower Show and the desire of the attendees to take home an item to 
commemorate their visit. 
 
In addition, the newly introduced round-up program, which generated over 
$6,400 in donations, speaks to the willingness of attendees to shop and make a 



donation to further support PHS. 
 
 
2. Supporting Question: What did you do to update / change this program 
from the year before? Were your updates successful?  
There were several things we did to improve the merchandise program for the 
PHS Shops this year. The complete merger of the PHS Meadowbrook Farm 
Shop with the PHS Shop allowed us to integrate plants throughout the entire 
store layout. This provided a better, more cohesive floorplan layout and provided 
us with the ability to create more dynamic merchandising displays. 
 
New fixtures were brought in to better showcase the merchandise, including the 
addition of several new plant fixtures that allowed for more vertical 
merchandising. We also added stanchion gridwall panels to the checkout queue 
to further define the space and add more merchandise capacity, stocking easy 
grab-and-go impulse items (mugs, bags, candy tins, mints, keychains) to 
increase units per transaction. The addition of the panels helped enhance the 
overall shopping experience by providing a clearly defined check-out area while 
also offering customers the opportunity to browse and shop while in line. 
 
Additional signage was added to enhance the visual merchandising, with 
educational/suggestive messaging (i.e. “Gifts for Green Thumbs,” Staff 
Favorites,” “Gifts for Her”). Mission-related messaging was also incorporated in 
the check-out area and throughout the Shop to raise awareness for PHS. 
Feedback was tremendously positive. Visual merchandising displays were set up 
on top of fixtures as well (set approximately 10’ up from the ground), to draw 
attention to the store from a distance.  
 
This year we also incorporated several new items that were a big success. 
Example of these items included: mini plants, and more grab-and-go items 
(trinket dishes, floating fountain items, mints and candy). Many guests of the 
Show come in from out of town and are not able to carry larger items home with 
them, so quick grab-and-go items that were easy to transport and carry were a 
huge success. 
 
In addition, we also focused on a creating a better customer experience by 
committing additional time and resources to hiring and training our sales 
associates so that they brought more knowledge and experience to the sales 
floor to better assist our customers. We brought on more people to staff the 
Shops this year to ensure we had adequate coverage and were able to engage 
with customers on the sales floor and during the check-out process. This also 
helped with the scheduling process and preventing the team from getting 
overwhelmed during a very high volume, highly attended Show. Matching 
uniforms helped identify our team members in dense crowds, and the additional 
staffing helped us be more proactive in servicing our customers. Our sales 
associates on the floor also had shopping baskets for our customers that they 



were able to distribute for those in need. We received very positive feedback 
from our customers on the service level provided. 
 
Finally, the introduction of a round-up program to help support and raise 
awareness of the Pennsylvania Horticultural Society was a huge success. It 
offered an opportunity to educate customers on the wonderful programs we offer 
throughout the year and provided an additional avenue to raise money for PHS. 
The response was overwhelmingly positive, with the Shop raising over $6,400 in 
round-up donations over the duration of the Show. 
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