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A. PROMOTIONAL OVERVIEW  
OF THE EVENT 
In 2021 the PHS Philadelphia Flower Show, 
a globally recognized indoor event, made a 
bold decision to change the format of the 
Show	and	move	outdoors	for	the	first	time	in	
its 193-year history in response to COVID-19 
uncertainties and concerns. One of few major 
events to be produced in 2021, the location 
change allowed the Pennsylvania Horticultural 
Society (the producers) a chance to re-imagine 
this beloved event in every way. Guests were 
invited to see the Flower Show in a whole 
new light and experience the beautiful vistas 
and rolling landscape of FDR Park, a historic 
landmark located in South Philadelphia, as the 
new outdoor home for the event. With more 
exhibits and activities than ever before, the 
2021 PHS Philadelphia Flower Show proved 
to be a safe and enjoyable experience for 
guests of all ages.

B. BRIEF HISTORY AND  
DESCRIPTION OF THE EVENT 
The	first	Philadelphia	Flower	Show	was	
held in 1829, when the 80 members of the 
Pennsylvania Horticultural Society (PHS), 
which was founded just two years earlier, 
displayed	their	favorite	plants,	flowers,	fruits,	
and vegetables in a small Masonic Hall 
in Philadelphia. (On June 6, 2019, a state 
plaque was installed at the historic site by the 

Pennsylvania Historical & Museum 
Commission.)	That	first	Flower	
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 continued to grow in both event 
size and participation over subsequent 
decades and moved to larger venues 
that could accommodate the exhibition. 
In the 1960s, Show veterans recall riding 
down escalators to the lower level of the 
Philadelphia Civic Center (a venue no longer 
in existence) into an intoxicating cloud of 
spring	scents	and	a	rainbow	of	floral	colors.	
In the mid-1990s, the Flower Show moved to 
the Pennsylvania Convention Center, housing 
10 acres of exhibition halls and welcoming 
an average of 250,000 visitors annually from 
around the world. 

The Pennsylvania Convention Center 
remained the home for the Flower Show until 
2021 when the arrival of COVID-19 compelled 
PHS to transition the beloved event from an 
indoor event to outdoors, adhering to public 
health restrictions and keeping guest safety 
as a critical priority of the event. This change 
allowed PHS to be creative, think outside the 
box, and rebrand the historic event to adapt 
to a pandemic-cautious world. 

Now, dozens of exhibits created by the 
nation’s	leading	floral	and	landscape	designers	
and hundreds of other group and individual 
exhibitors	create	the	floral	spectacle	that	the	
Show is known for. Annually the Flower Show 
hosts professional designers and gardeners, 
educational exhibits are built by high school 
and university students, and exhibits from 
national plant societies can be experienced at 
the event. The Show also features the Hamilton 
Horticourt, where expert and novice gardeners 
compete for blue ribbons and exhibit their 
finest	plants—much	as	the	first	exhibitors	did	in	
1829. The Flower Show has blossomed into the 
nation’s	premier	horticultural	event— 
for almost 200 years, the 
Show has been inspiring, 
educating, and encouraging 
visitors to join the diverse 
movement of people who 
garden for the greater good.

Introductory Information1 Introductory Information1
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C. PURPOSE AND MISSION
The	mission	of	the	non-profit	Pennsylvania	
Horticultural Society, which produces the PHS 
Philadelphia Flower Show, is to connect people 
with horticulture and to work collaboratively 
to create beautiful, healthy, and sustainable 
communities. The mission-related work of 
the	non-profit	organization	addresses	critical	
issues facing the Greater Philadelphia region, 
using horticulture to strengthen communities 
and advance the greater good. These efforts 
are focused on four areas: building deeper 
social connections between people and with 
their neighborhoods; creating healthy living 
environments for all residents; increasing 
access to fresh, nutritious food; and expanding 
economic opportunity. PHS delivers this 
powerful impact through comprehensive 
greening initiatives in more than 250 
neighborhoods across the region; providing an 
expansive network of free public gardens and 
landscapes; engaging gardeners and garden-
lovers as advocates for change; and producing 
the nation’s signature horticultural event, the 
Philadelphia Flower Show.

D. EVENT DATES
The 2021 PHS Philadelphia Flower Show, 
HABITAT: Nature’s Masterpiece, was open 
to the public from Saturday, June 5, through 
Sunday, June 13, 2021. Special preview 
hours for PHS members and members of the 
media were offered on Friday, June 4, from 
12 noon to 4:00 p.m. A fundraising Preview 
Party was held Saturday, June 5, from 6:00 p.m. 
to 10:00pm. An after-hours party was hosted 
Saturday, June 12, from 8:00 pm to 11:30 pm 
for evening party-goers.

E. TYPES OF ACTIVITIES INCLUDED  
UNDER THE FESTIVAL 

 ■ Exhibits More than 70 exhibits created by 
the nation’s leading floral and landscape 
designers, horticultural schools, sponsoring 
companies, and plant societies

 ■ Districts The 2021 Flower Show featured 
three unique Districts that focused on the 
interests of gardening enthusiasts at all 
skill levels. Each District integrated a set of 
characteristics that included: floral and plant 
displays; shopping; education; interactive 
experiences; and themed food and beverage 
options. The three Districts included:

• Design District: The stunning 
centerpiece of the Show that provided 
guests	with	a	360˚	view	of	large-scale	
floral and landscape displays.

• Plant District: A showcase of plants at 
their peak of perfection.

• Garden District: The educational area 
of the Show where guests learned how 
to bring new gardening ideas to life 
at home. Smaller scale gardens were 
included to inspire gardeners.

 ■ Gardeners’ Green Inspired by PHS’s belief 
in “gardening for the greater good” and 
using horticulture to advance the health 
and well-being of the Philadelphia region, 
Gardeners’ Green was an interactive 
and educational space which showcased 
beautiful, creative, sustainable, and practical 
approaches to enhancing everyday living 
through	horticulture—from	front	yards	to	
kitchen gardens, edible landscaping, and rain 
gardens. Experts were on hand to customize 
guest visits, answer questions, help with 
hands-on activities, and share techniques 
and ideas with downloadable subject guides 
tailored to plant lovers’ needs.

 ■ Butterflies Live! An opportunity for 
children and their families to walk through 
an outdoor netted space with thousands 
of live butterflies, this venue allowed 
guests to learn about protecting and 
supporting these vital pollinators, as well 
as interact with native butterflies in a 
socially distanced, outdoor exhibit.
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 ■ Flowers After Hours An evening dance 
party with live music and opportunity to 
experience the Flower Show exhibits under 
the stars. In 2021, the Flowers After Hours 
theme “Hort Couture” inspired guests to 
wear their floral best and safely experience 
the Show grounds with live music, food, 
and beverage options.

 ■ Evening at the Flower Show A special 
evening fundraiser that supports PHS’s 
work all year in service to strengthening 
communities throughout the region. Held 
outdoors with safety measures in place, 
this was an exclusive event with cocktails, 
dinner, fireworks, and the opportunity to 
experience the new outdoor Show layout 
under the stars.

 ■ Family Frolic A daytime activity catering  
to families with children looking for a  
fun day outside with numerous free,  
kid-friendly activities including, music, 
dance, and crafts.

 ■ Potting Parties Guests participated in 
energetic container gardening workshops 
where they took home their very own 
creation for lasting floral beauty.

 ■ Early Morning Tours Visitors enjoyed 
a behind-the-scenes understanding 
of the many intricacies of the Flower 
Show. Groups of 10 - 12 were led by 
an experienced guide around the Show 
grounds, stopping along the way to get a 
closer view of the different gardens and to 
learn how they came together. 

F. OVERALL REVENUE  
AND EXPENSE BUDGET

 ■  2021 Budgeted Revenue = $8.4M
 ■ 2021 Budgeted Expense = $9.8M

The 2021 PHS Philadelphia Flower Show 
was different from prior years in terms of 
expense calculations. Due to COVID-19 
related issues, as well as new expenses 
related to infrastructure and the production 
costs of executing an outdoor event for the 
first time in 192 years, PHS budgeted for 
and expected to incur a deficit. Although the 
Flower Show typically serves as the largest 
annual fundraising activity for PHS’s impact 
work in the region, the goals of the 2021 
show were to preserve the legacy and brand 
of this historic event and to continue PHS’s 
commitment to the ancillary economic impact 
the Show brings to Philadelphia.

G. ESTIMATED ECONOMIC IMPACT 

IN CITY, STATE, AND FEDERAL TAX REVENUE
$8+M

HOTEL ROOM NIGHTS IN THE REGION
25,000

FOR THE GREATER PHILADELPHIA REGION
$62+M
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H. ATTENDANCE NUMBERS AND DEMOGRAPHICS

I. VOLUNTEER COUNT AND DEMOGRAPHICS 
Approximately 1,500 people of diverse backgrounds volunteered and assisted 
in the planning, building and operation of the 2021 Flower Show.

 ■ Retired: 46%

 ■  Age 60 or older: 59% 

 ■  Reported being Mexican, Mexican American, Chicano, 
Puerto Rican, Cuban or another Hispanic, Latino, or  
Spanish origin: 3% 

 ■  Nonwhite (Black or African American, Asian, American  
Indian or Native Alaskan, Native Hawaiian or other  
Pacific Islander: 20% 

 ■  White: 77%

 ■  Woman: 84%

 ■  Identified as a person with a disability: 6%

 ■   Veteran: 2%

J. STAFFING NUMBERS AND POSITIONS 
In 2021, there were 95 regular full-time members of the 
PHS staff, all of whom participated in the operation of the 
Flower Show. Some members of the staff continued in their 
regular organization responsibilities, such as Information 
Technology, Finance, Marketing and Communications, but 
many staff members who are horticulturists, tree experts, 
garden educators, and landscape architects took on new 
roles such as ticket booth clerks, store cashiers, and event 
hosts aside from providing input into Show design, layout, 
and plant ordering. In addition to regular staff, PHS hired 45 
individuals as temporary staff to help with customer service, 
transportation management, and other roles necessary to 
execute the largest horticultural event in the United States.

K. FOUNDING INCORPORATION  
DATE AND MANAGEMENT SYSTEM
The Pennsylvania Horticultural Society was founded in 1827. 
The	organization	is	a	501(c)3	non-profit	with	a	volunteer	
board of directors.

AVERAGE AGE 

55.7
AGE  

DEMO

2% 
GEN Z

23%  
MILLENNIALS

14% 
GEN X

55% 
BABY  

BOOMER

6% 
TRADITIONALIST

120,517
TOTAL NUMBER OF ATTENDEES85% FEMALE / 15% MALE

MALE VS. FEMALE ATTENDEES

50% OF VISITORS  
COME FROM BEYOND A  

20 MILE DISTANCE

33% OF VISITORS  
LIVE WITHIN 10 MILES OF SHOW

INCOME DEMO:

<$50K
13%

$50 - $99K
30%

$100 – 199K
40%

$200+K
17%

AVERAGE HHI: 
$125,484
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A. OVERALL MARKETING CAMPAIGN & MEDIA OUTREACH
The Philadelphia Flower Show holds the 
distinction as America’s premier horticultural 
event, attracting an average of 250,000 visitors 
annually to the Pennsylvania Convention 
Center. The Pennsylvania Horticultural Society 
(PHS) has established the Show as a top 
destination by positioning the event as a 
showcase of excellence in horticulture and 
design, a “must experience” attraction, and 
the only one of its kind in the US. 

Over the past three decades, the content and 
marketing of the event has been informed 
by the development of distinct themes that 
provide inspiration and interest for exhibitors, 
sponsors, partners and the media, and signal 
to the public that the Show is new and fresh 
every year. Themes are selected in large part 
on their ability to draw in large audiences, 
from novice to expert gardeners, and those 
interested in horticulture. 

In 2020, COVID-19 heavily impacted the 
design of large events. With new social 
distancing and health guidelines in place at the 
Pennsylvania Convention Center, the Flower 
Show’s standard location was no longer an 
option, and the Show had to pivot outdoors 
for	the	first	time	in	its	storied	history.	The	
Philadelphia Flower Show also branched out 
in a new direction with the theme of HABITAT: 
Nature’s Masterpiece. The Show embodied 
the theme in its most literal form as it changed 
its own habitat to Philadelphia’s beloved FDR 
Park at the height of the gardening season. 

This spectacular new presentation 
of the region’s most looked-to 
gardening attraction provided visitors 
with exposure to a wide variety of plants 
and gardens that spanned 450,000 square 
feet, 45% larger than previous Flower Show 
presentations. 

Considering new challenges presented by the 
COVID-19	pandemic,	PHS	created	specific	
messaging that reassured target audiences 
the 2021 Philadelphia Flower Show would be 
a safe, beautiful, and extraordinary outdoor 
experience for everyone. To communicate this 
message, new creative elements, advertising, 
PR, social media, and ticketing tactics were 
created and implemented to appeal to the 
pandemic-wary consumer. The marketing 
efforts reached targeted demographics and 
potential ticket buyers in advance of as well as 
throughout the Flower Show.

Past visitor demographics collected by PHS 
indicated most Show attendees fell in the 
range of 40-65 years of age. However, with 
the festival attributes of a new outdoor 
event, PHS realized it could cater to its loyal 
visitors while also engaging a younger Gen 
X and Millennial demographic. Recognizing 
these younger demographics highly utilize 
digital platforms, PHS took advantage of 
its webpage and social media platforms. 
A	social	media	influencer	program	was	
established, and the Flower Show was 
featured on new digital platforms such as 

streaming TV channels. Participating social 
media	influencers	had	the	opportunity	to	
see the Show prior to opening, generating 
buzz for opening day and providing new 
content during the week of the Show. The 
heightened design and visual experience of 
the 2021 Show was also highlighted via digital 
marketing. This strategy proved to work well 
on the Show’s highest performing platform, 
Instagram. Overall PHS received 36.6 million 
digital impressions (158% over the goal), an 
engagement rate of 8.4% (above the 4%-5% 
industry standard) and 3.1% clickthrough rate 
(above the 1%-2% industry standard).

The 2021 PHS Philadelphia 
Flower Show's advertising 
strategy and media 
plan required a shift in 
focus, timing, and overall 
approach due to the 
changed location and  
dates of the Show.  

2 Additional Requirements
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The paid media strategy increased focus on 
digital initiatives and ad spend dollars were 
shifted to outdoor placements. Outdoor 
placements such as bus wraps and guerrilla 
poster distribution targeted the new wave 
of consumers who chose alternate travel 
options such as biking, walking, or car travel 
due to the pandemic. Funds were reallocated 
from subway and rail advertisements to 
suburban billboard placements and increased 
sidewalk presence. Digital placements 
allowed	for	flexibility	and	the	ability	to	change	
messaging quickly and frequently; this was 
important considering the uncertainty that 
surrounded the lead-up to the Show due to 
COVID. Reworking the advertising strategy 
empowered PHS to assess all vendors with a 
fresh perspective and to create an adaptable 
and impactful media plan.  

To further promote the Flower Show, PHS 
hosted the annual Bloom Philly! promotion. 
As	the	official	countdown	to	the	Show,	Bloom 
Philly! inspires everyone in the Philadelphia 

region to celebrate the coming of Spring in a 
series of events and activities that lead up to 
the opening of the annual PHS Philadelphia 
Flower Show. In 2021 Bloom Philly! consisted 
of a two-week, region-wide window and 
lobby decorating contest, in which 64 
businesses adorned their windows and 
entrances in imaginative displays based on 
the Flower Show theme of Habitat: Nature’s 
Masterpiece. Contest categories included 
“Best Clothing/Retail Shop” and “Best 
Flower Shop,” among others. New categories 
like “Best Cocktail” and “Best Food Menu 
Item” were introduced to encourage local 
restaurants to create Flower Show-inspired 
items for their menu. Awards and cash prizes 
were presented to the winners, along with 
promotion on PHS communication channels, 
complimentary tickets to the Flower Show, 
and free advertising space in PHS’s quarterly 
membership magazine.  

In addition to Bloom Philly!, PHS partnered 
with the East Passyunk Avenue Business 
Improvement District (a vibrant community 
close the Show’s location in FDR Park) to 
support the Flower Show. Businesses and 
restaurants in the East Passyunk neighborhood 
took part in Garden Days, a three-week series 

of socially distanced events celebrating 
flowers,	plants,	and	the	environment.

The public relations strategy considered 
the historic nature of the event 
moving outdoors and used it as an 
opportunity to leverage coverage 
with several national media 
outlets	as	one	of	the	first	large-
scale public events to be held 
outdoors since the beginning of 
the pandemic. National programs 
such as Good Morning America 

and The Drew Barrymore Show ran stories 
on the Flower Show, playing on the idea of a 
historic	pivot,	while	using	the	beautiful	floral	
visuals as an enticing visual concept. The 
public relations team created buzz by creating 
floral-themed	moments	such	as	a	4-foot	flower	
encrusted mug, gifted to Drew Barrymore as 
a set design piece that showcased the artistry 
of the Show’s exhibitors on her nationally 
broadcast show. Also, an animated ‘sizzle 
reel’ was created to capture the beauty and 
uniqueness to be displayed ahead of the 2021 
Show. Other national coverage that leveraged 
the idea of historic placemaking included The 
New York Times, Forbes, Better Homes and 
Gardens, and Architectural Digest.

The public relations strategy also keyed into 
local and regional media outlets, providing 
story lines and content to tie into many unique 
interests related to the Show. Whether it was 
pitching the Show’s food offerings for food 
coverage or family programming to family 
writers, the strategy was to use all the unique 
programming elements to secure mentions 
for	specific	interests.	This	targeted	pitching	
strategy yielded well over 1,000 unique 
mentions, blanketing local media for months 
leading up to the Show.

In addition, the public relations strategy 
included an offer for broadcast outlets to 
shoot remote coverage, using the Show 
grounds as a backdrop to deliver morning 
news and live weather reports. This type of 
live remote coverage helped to garner hours 
of non-stop news coverage on local broadcast 
television stations during dedicated news 
times throughout the day, while allowing 
viewers to see glimpses of the Show that 
helped drive ticket sales. 
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B. OVERALL SPONSORSHIP PROGRAM 
The PHS Philadelphia Flower Show has 
developed a comprehensive sponsorship 
program that engages national and 
international companies and brands, as well 
as local businesses, in the event. The Show 
provides sponsors with a suite of promotional 
opportunities via marketing, advertising, and 
social media platforms before, during, and 
after the Show. Many of these sponsorships 
have grown into year-round relationships that 
support the ongoing neighborhood greening 
work and impact-focused activities of the 
Pennsylvania Horticultural Society. The 2021 
PHS Philadelphia Flower Show enlisted nearly 
40 sponsors and produced $1.4 million in 
sponsorship revenue. 

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 in 
conjunction with sponsors; promotion to PHS 
constituents; employee volunteer events; 
satellite events; and advertising on Flower 
Show printed materials and other assets. 

Every year sponsors are 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 hundreds of thousands of guests 
who come to the Show. In 2021, COVID 
caused many sponsors to reconsider on-site 
activations due to social distancing and the 
uncertainty of in-person events. However, many 
sponsors	continued	to	financially	support	the	
organization’s impact goals. 

Long-standing sponsor Subaru of America 
continued to execute the beloved “Potting 
Parties” hosted by Tu Bloom. Guests learned 
the tricks of the trade at his energetic container 
gardening workshops and took home their very 
own	creation	for	lasting	floral	beauty.	

Bartlett Tree Experts also provided an 
onsite activation called the “Tree Walk.” 
Led by Bartlett arborists, these daily walks 
around the Flower Show grounds introduced 
participants	to	nearly	20	significant	trees	
within the Flower Show footprint at FDR Park. 

Additional sponsor activities included  
co-sponsored social media posts, product 
demonstrations within the sponsor exhibit 
space, one-off press releases, and other meet-
and-greet opportunities hosted by sponsors.
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C. CRITICAL COMPONENT PROGRAMS
MERCHANDISE PROGRAM 
The merchandise program at the PHS Shop was designed to 
complement the theme of the 2021 Flower Show, Habitat: Nature’s 
Masterpiece. The theme explored the interconnectedness and beauty 
of life above, below, and around us. The theme inspired guests to 
experience	the	nature	of	the	air	we	breathe	fueled	and	filtered	by	
trees	and	plants.	Many	items	within	the	PHS	Shop	featured	the	official	
2021 Flower Show artwork. Non-memorabilia items centered around 
plants, gardening, and outdoor gear including headwear. The attractive 
merchandise drove purchases with a total revenue of $305,000. 

With a new location outdoors, the PHS Shop took up a much smaller 
footprint than usual. However, this gave the design team a chance to  
re-design and create a space perfect for customers to shop. Located at 
the top of the central Marketplace, the PHS Shop offered a variety of 
both fun and practical items unique to this booth. Top selling items for 
the 2021 PHS Shop included a unisex T-shirt featuring the Flower Show 
artwork and the annual Flower Show mug. The Flower Show tote bag, 
the highest selling item, was made of recycled plastic and has become 
a staple in the Flower Show’s annual merchandise program. The totes 
provided excellent exposure for PHS and were a great pick-up item for 
customers to use and carry their purchases. 

Encompassing the PHS Shop is the Flower Show Marketplace. Covering 
about 13,770 square feet, the Marketplace footprint expanded throughout 
the Show and was interspersed with exhibits and food and beverage 
locations. This integrated layout was different from previous years when 
the Show was located indoors and was a novel way to integrate shopping 
within the different Show Districts. Prominent vendors included Hudson 
Valley Seed, Marvin Gardens, and City Planter. In total there were 109 
vendors at the 2021 PHS Philadelphia Flower Show, providing various 
products such as gardening tools, garden décor, jewelry, outdoor furniture, 
apparel, food, plants, crafts, and artwork. 

Merchandise at the Flower Show was designed to appeal to a diverse 
audience and a larger 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, allowing all guests the 
opportunity to take home something unique to their interests.
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VOLUNTEER PROGRAM 
The Volunteer Program of the Philadelphia Flower Show is designed to 
organize	more	than	1,500	volunteers	through	two	major	committees—
Competitive	Classes	and	Infonet—along	with	other	volunteers	who	dedicate	
their time to being judges, exhibitors, and other roles.

The Competitive Classes Committee is comprised of members who support all 
facets	of	exhibiting	and	judging	the	competitive	elements	of	the	Flower	Show—
competitions such as “Best Succulent,” etc. The Infonet Committee supervises 
the customer service aspects of the Show: welcoming, directing, assisting, and 
thanking Show exhibitors and guests. Both committees possess Co-Chairs and 
Vice-Chairs which are two-year leadership roles overseeing the committees. 
These	volunteers	identify	qualified	candidates	for	open	volunteer	positions	and	
act as liaisons between the Committee and the PHS Shows & Events Department 
concerning volunteer issues and feedback from Show visitors and exhibitors. 

In addition to these two major committees, other volunteers play crucial 
roles involving pre-Show and post-Show preparation, as well as several 
ancillary	activities	including	Early	Morning	Tours	and	Butterflies	Live!	New	
volunteer roles were added for the 2021 Show, including roles called Access 
Ambassadors, Green Team volunteers, and Volunteer Guides at the Gardeners’ 
Green exhibit within the Show footprint.

Volunteer commitment varies depending on desired positions. Committee 
Members volunteer year-round, while other volunteers will typically volunteer for 
two or more 3-hour shifts during the nine public 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	sign	up	digitally	using	the	PHS-specific	
Volunteerhub page where an individual can select areas of interest and sign up 
online	for	volunteer	shifts.	The	system	filters	volunteers	based	on	interests	and	skills	
so PHS can match them with an appropriate opportunity. 

PHS also utilizes the support of volunteers throughout the year for various 
events and programs, including PHS Meadowbrook Farm and tree plantings. 
Because the organization is engaging volunteers throughout the year, PHS is 
able to build volunteer support for the annual Flower Show event. 

There	are	many	benefits	of	being	a	volunteer	at	the	Flower	Show,	including	
free admittance to the Flower Show. Volunteers for the 2021 Show received 
free parking, which had not typically been allowed in past years. Volunteers 
also received an additional free ticket if they volunteered for 3 days or more 
to use for themselves or gift to a friend. In 2021, all Flower Show volunteers 
were given a limited-edition volunteer pin in recognition of their time and 
commitment to PHS. 
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DIVERSITY, EQUITY, AND INCLUSION PROGRAM 
In addition to the Pennsylvania Horticultural Society’s mission to use horticulture 
to make positive social and environmental change, PHS also strongly believes 
that gardening and horticulture belong to everyone. While planning the 2021 
Flower Show, PHS utilized the organization’s DEI statement as a guide to seek 
out a more diverse group of partners and contractors than in prior years. 

As part of the Flower Show vendor/contractor scouting process, the City of 
Philadelphia provided tools and resources to help identify potential MBE/WBE 
organizations that would be good partners for PHS’s operations of the Show. 
Industry organizations such as the International Festival & Events Association 
and the International Association of Amusement Parks and Attractions were 
also helpful when sourcing prospective companies. PHS explored African 
American, Asian American, and Hispanic chambers of commerce as well as 
included MBE/WBE/DBE language in all requests for proposals and quotes 
and asked each organization submitting a quote or bid to provide an outline of 
their own diversity initiatives.

With regard to content in the 2021 Flower Show, PHS established a goal to 
leverage	its	leadership	role	in	the	horticultural	field	to	create	visibility	and	
opportunity for underrepresented communities and perspectives. Over the last 
three years, PHS has implemented an initiative to diversify horticultural design 
displayed at the Flower Show by inviting exhibitors with diverse backgrounds 
to participate. 2021 saw the biggest success in line with this goal, with 35% of 
the designers/exhibitors meeting the WBE/MBE criteria. 

There	were	also	significant	efforts	made	to	acquire	a	more	diverse	set	of	
vendors for the Marketplace and food and beverage operations. Due to the 
pandemic,	many	of	these	vendors	could	not	handle	the	financial	obligation	
of the Show; moreover, they could not take staff way from their daily internal 
operations.	Staffing	shortages	and	loss	of	business	due	to	COVID-19	led	to	
many legacy Show vendors being unable to participate. However, through 
connections with the Mobile Food Association, business assistance non-
profits,	other	contacts,	and	word	of	mouth,	women/minority	owned	businesses	
represented about 40% of the total food and beverage revenue. Approximately 
39% of Marketplace vendors were captured as MBE/WBE. 

Women/Minority Owned Businesses Represented  
About 40% of the Total Food and Beverage Revenue40%
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ACCESSIBILITY PROGRAM 
The Pennsylvania Horticultural Society is a diverse community of 
people from all backgrounds who share a common passion for 
gardening and the desire to engage in and support green projects for 
society’s greater good. To serve all audiences and increase accessibility 
to the 2021 Flower Show, PHS donated 1,200 tickets to Art-Reach, a 
Philadelphia organization that creates and advocates for accessible 
opportunities to cultural events for all members of society. Recipients 
included Access Program participants, health care workers, and 
participants in Art-Reach’s member organizations.

PHS and Art-Reach also worked together to create tours of the Flower 
Show for blind and low-vision guests. In 2021, PHS expanded its 
partnership with Art-Reach to create a new volunteer role for the Show 
called Access Ambassadors. Access Ambassadors provided exceptional 
customer service to all guests, with particular attention to guests with 
disabilities. Access Ambassadors were located at key areas in the Flower 
Show, ensuring guests could safely navigate the Show, were made 
aware of alternate entrance locations for exhibits, and helped direct 
individuals to quieter spaces as needed.

Now in an outdoor location, the 2021 Show faced new accessibility 
challenges. Unlike previous Flower Shows where devices like 
elevators and escalators were in place to help those with disabilities, 
PHS had to install ramps on park grounds to accommodate these 
individuals. Additional attention was paid to ingress and egress of 
the park, as well as displays, bathrooms, and other well-traveled 
areas after a hard rain or other inclement weather situation. In 
addition to support from Ambassadors, PHS staff and volunteers 
directed guests using mobility equipment to more level grounds 
within the park, offered seating areas for guests renting mobility 
equipment onsite, communicated with shuttle vendors and other 
transportation staff working to accommodate guests, and provided 
ongoing physical support for those with accessibility needs.

PHS also continued its “Sponsor a Child” program to provide free 
Flower Show tickets for underserved students and youth organizations. 
Cultivating the next generation of gardeners and environmental 
stewards is an important goal of PHS. Broad access to the Flower 
Show	ensures	that	children	will	be	inspired	to	pursue	their	interests—
and	possibly	careers—in	gardening,	greening,	and	the	natural	
environment.	Because	PHS	cannot	fulfill	every	request	for	a	free	ticket,	
it has turned to the generosity of a cadre of ticket buyers to assist 
in bringing more children to the Flower Show. When Flower Show 
audiences purchase advance tickets on the Show website, they are 
asked by an automatic prompt at the conclusion of the transaction if 
they would like to donate money to help provide a ticket for a child. In 
2021, the “Sponsor a Child” program raised over $7,000 from ticket 
buyers, resulting in 365 children being able to attend the 2021 Show.

TICKETS DONATED  
TO ART-REACH

1,200
RAISED FOR 365 CHILDREN  
TO ATTEND THE 2021 SHOW

$7,000

TOURS OF THE FLOWER SHOW FOR  
BLIND AND LOW-VISION GUESTS
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FLOWERS AFTER 
HOURS

THE PHILLY CIRCUS

EARLY MORNING 
TOURS

ENTERTAINMENT PROGRAM 
Unlike most events in 2021, the PHS Philadelphia Flower Show did not offer 
virtual programming. Instead, organizers found a way to remain true to the 
historic Show and allow guests to safely commune amongst each other and 
experience all the outdoor, distance-appropriate wonders of the Show. 

Now outdoors, PHS took advantage of the new location and incorporated 
dazzling entertainment never before seen at the Show. The Philly Circus 
provided a multitude of roaming entertainment from aerial acrobatics to a 
garden-themed musical trio. The Show was abuzz with movement and sound, 
keeping guests entertained at every corner throughout the day. 

Park Picnic, a new element also added to the Show, encouraged visitors to 
embrace the outdoor location by taking in the scenic view of FDR Park while 
partaking in an array of foods and spirits. Guests were able to pre-order picnic 
baskets when purchasing their Flower Show tickets and received a branded 
commemorative tote with the purchase. Park Picnic was also a great food 
and beverage option for guests that wanted to remain safe and distanced at 
the Show. Nearly 1,500 guests procured the Park Picnic basket, providing an 
additional revenue stream for the event which had not previously been available. 

Although new entertainment experiences stood out at the 2021 PHS 
Philadelphia Flower Show, guest favorites also took center stage. The wildly 
popular Flowers After Hours evening dance party returned in 2021 with the 
theme	“Hort-Couture.”	The	event	encouraged	attendees	to	wear	their	floral	
best. Over 1,000 guests consumed delicious food and drinks while listening to 
the wonderful sounds of a favorite hometown band, SNACKTIME Philly, who 
was joined by the renowned DJ Aktive. 

700 guests attended the beloved Early Morning Tours, which continue to be 
the perfect way for guests to see the Flower Show with limited crowds. The 
outdoor tours also provided another opportunity for a safe Show experience. 
Led by knowledgeable guides, guests received a true behind-the-scenes 
expert tour of the Flower Show. New to 2021, Early Morning Tours were 
offered	on	weekends	to	accommodate	the	influx	of	individuals	earnest	in	
maintaining social distancing. 

Butterflies Live!, one of the most interactive attractions at the Flower Show, 
showcased	a	room	filled	with	thousands	of	native	fluttering	creatures.	Due	
to the pandemic, the adored exhibit was revamped to keep both the 22,000 
guest	participants	safe	while	convening	with	the	butterflies,	and	also	providing	
education about the important role of pollinators in their gardens and in the 
environment. 
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FOOD & BEVERAGE PROGRAM 
In partnership with local Philadelphia vendor Spectra Food 
Services and Brûlée Catering, the food and beverage offerings 
at the Flower Show were not only diverse in taste, but also 
featured	vendors	of	varied	backgrounds—many	of	whom	were	
minority and sustainably conscious companies. With over 40 
locations at the Show to eat and drink, guests experienced an 
added level of festival fun as they took in the sights and sounds 
of the 2021 PHS Philadelphia Flower Show. Encompassing these 
food options were four main food hubs located throughout the 
Show’s canvas. Featuring local companies and food experiences 
created	and	designed	specifically	for	the	Show,	these	food	hubs	
included the following:

• The Boathouse: The iconic Boathouse structure at FDR Park 
housed the Show’s elevated seated dining experience looking 
out on one of the Park’s large lakes. Visitors enjoyed seasonal, 
local fare while overlooking the Show’s centrally located Design 
District and the Flower Show’s most spectacular garden displays.

• The Beer Garden: Paying homage to the beloved PHS Pop Up Gardens 
(seasonal beer gardens run by the organization), the Beer Garden at the 
Flower Show featured craft beer, wine, and spirits paired with delicious 
barbeque fare. Filled with beautiful plants and twinkling string lights, the 
beer garden was a wonderful place to relax and take in the extraordinary 
natural landscape of FDR Park. 

• Food Bazaar: The Food Bazaar at the Flower Show proved to be the 
ultimate culmination of flavors presented by iconic tastemakers unique to 
Philadelphia. Guests were offered an assortment of food from local brands. 

• Bloom Village: Bloom Village was a delectable new food experience 
integrated into the Show featuring fun and delicious Alpine delights

• Park Picnic: Guests pre-ordered picnic totes that included an array of 
delicious	food	and	optional	spirits	that	were	perfect	for	sharing!	

• An Evening at the Flower Show, which offers guests an exclusive 
opportunity to enjoy the Show’s exhibits apart from normal event hours 
and serves as a fundraiser for PHS, presented attendees with an elegant 
dining experience featuring a variety of cocktails and light bites.

LOCATIONS TO 
EAT AND DRINK

40+
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GREEN PROGRAM 

The Pennsylvania Horticultural Society is 
an	internationally	recognized	non-profit	
organization that advances the well-being 
of the Philadelphia region through green 
initiatives. PHS uses horticulture and gardening 
to create healthier living environments for 
all residents, build deeper connections 
between people, increase access to fresh 
food, and expand economic opportunity. 
PHS has adopted sustainable practices 
throughout the organization, including the 
use of organic gardening and maintenance 
methods throughout the hundreds of acres of 
public gardens and landscapes it manages. 
PHS leads a variety of programs to improve 
the environmental health of the region. The 
stormwater management program 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 PHS tree planting 
efforts add a total of 10,000 street trees and 
riparian plantings each year, which improves 
air and water quality and reduces energy costs. 
The PHS LandCare initiative cleans, greens, 
and maintains more than 12,000 vacant lots, 
30 percent of the vacant land in Philadelphia, 
which	beautifies	and	revives	neighborhoods,	
making them safer and healthier. 

At the Flower Show, steps are taken each 
year to increase recycling and repurposing of 
materials. Thousands of Flower Show plants 
and other assorted elements of the Show’s 
exhibits are transplanted in various ways: with 
other	local	non-profits,	in	the	PHS	Pop	Up	
Gardens, in PHS vacant lots that have been 
transformed into urban gathering places, and 
other sites and events throughout the year. 

For the 2021 Show, PHS led its inaugural 
effort to move the Flower Show toward 
being a zero-waste event. This endeavor 
was successful with an overall recovery rate 
of 83.1%, shattering its waste diversion goal 
of 65%. In all, 465.2 tons of material were 
hauled before, during, and after the Show to 
be recycled. Items included plant organics, 
concrete,	landfill	waste,	and	plastic	cardboard.	

The 2021 post-Show donation program 
dramatically expanded the Show’s reach into 
the community and PHS’s impact on projects 
throughout the region by providing plants and 
materials	to	over	50	non-profit	organizations.	
Edible food items such as sandwiches, apples, 
and yogurt were rescued and redistributed 
in the community by Food Connect. Over 
15,000 plants were donated to volunteers, to 

various	non-profits	throughout	the	Greater	
Philadelphia region, and to PHS members at 
the annual Members’ Plant Giveaway. 

In addition to its annual donations, PHS made 
a	significant	“horticulture	investment”	in	FDR	
Park, the Show’s new outdoor location. PHS 
refreshed the park’s infrastructure, installed 
new park visitor elements, and built on the 
environmental health of the cherished park. 
PHS worked with numerous partners to ensure 
that FDR Park and its users would enjoy 
lasting	benefit	from	the	Show’s	usage	of	the	
park	beyond	the	official	Show	dates.

The success of this huge undertaking was the 
result of developing, training, and working with 
a team that included the on-site operations 
team, housekeeping staff, over 200 volunteers, 
and the cooperation of the Flower Show 
vendors and exhibitors. PHS also worked to 
develop a strong collaborative relationship 
with	waste	partners,	the	Philadelphia	Office	
of Sustainability, and the Philadelphia Parks 
& Recreation Department. Numerous non-
profits	within	the	region	supported	the	Show	
by assisting with volunteer recruitment and 
participating in the post-Show donation 
program. In all, over 140 Receptacle 
Ambassadors, 71 Recycling Leads, and 54  
Plant Pullers were involved in making the 
“Green Team” work. 

83.1%
WASTE RECOVERY RATE

465.2
TONS OF MATERIAL HAULED

15,000
PLANTS DONATED
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EDUCATIONAL PROGRAM 
PHS is passionate about exposing individuals to the wonder of horticulture. Every 
year the Pennsylvania Horticultural Society uses the Flower Show as a vehicle to 
teach others about gardening and engage with plant lovers. In 2021 the pandemic’s 
strict social distancing guidelines changed the Show’s normal educational practices; 
however, the Show still found unique and engaging ways to interact with guests.

In 2021 a new space at the Show titled Gardeners’ Green was created 
to showcase beautiful, creative, sustainable, and practical approaches to 
enhancing	everyday	living	through	horticulture—from	front	yards	to	kitchen	
gardens, edible landscaping, and even rain gardens. Experts were on hand to 
customize guest visits, answer questions, and share techniques and ideas with 
downloadable subject guides tailored to visitors’ needs. Gardeners’ Green 
was inspired by PHS’s belief that gardening is for everyone; PHS posits that 
horticulture can be used to make a positive impact on the health and well-being 
for the greater good of our communities. 

Longtime sponsorship partner Subaru of America continued to teach guests 
about container gardening through their beloved Potting Parties workshops (a 
guest make-and-take event) and provided a new bird watching kiosk at the Show, 
celebrating FDR Park as a known birdwatcher’s paradise, and raising awareness 
for environmental education. At Subaru of America’s kiosk onsite, guests were 
welcome to learn about different bird species and observe them in the park. 

The popular Butterflies Live! exhibit returned and offered guests knowledge 
about the importance of pollinators in gardens. 

Competitive Classes—referring	to	the	judged	horticulture	categories—also	
came back to the Show allowing amateur gardeners to display their skills, 
talents, and gardens. Many of these presentations provided ideas for small 
space gardens for urban dwellers. 

PHS also installed a new signage program that provided plant labels and 
background information on plants seen throughout FDR Park. 

CHILDREN’S PROGRAM 

On	the	final	Saturday	of	the	Flower	Show,	PHS	hosted	Family Frolic, a day tailored 
to young families. Guests participated in a variety of free programs like photo ops 
with The Philadelphia Flyers’ mascot Gritty, performances by the Pennsylvania 
Ballet, a Show-wide scavenger hunt and many other hands-on crafts and activations 
hosted by Philadelphia organizations. The highest attended day of the 2021 PHS 
Philadelphia Flower Show, Family Frolic was perfect for anyone with children 
looking for a fun day outside with free kid-friendly activities, sights, and sounds. 

GARDENERS' 
GREEN

BUTTERFLIES 
LIVE!

FAMILY 
FROLIC
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COMMUNITY OUTREACH PROGRAM 

In 2021 the Flower Show changed locations from the familiar Pennsylvania 
Convention Center to FDR Park in South Philadelphia. To ensure FDR Park’s 
surrounding community was comfortable with the outdoor event, PHS worked 
diligently to establish a relationship with the nearby neighborhoods for several 
months leading up to the Show. Show organizers provided detailed Show 
information, spoke with residents, community organizations, and nearby 
businesses, took live questions at ‘listening’ gatherings, offered staff contact 
information for questions and concerns, and worked through government 
channels to address concerns and needs about usage of the busy park pre-, 
during, and post-Show. Informational posters and postcards were provided to 
civic and neighborhood associations ahead of the Show dates. Website content 
and park signage was translated into Spanish, Khmer, and Lao to ensure that 
the Hispanic, Cambodian, and Laotian neighborhoods were well-informed of 
Show details throughout the entire move-in to move-out timeframe.

A PHS Flower Show Ambassador Program was also created to provide two-
way communication between the PHS Shows & Events Team and the local 
communities. Ambassadors were selected to promote the Show to park user 
groups and the surrounding neighborhoods. Ambassadors served as an “in-
park” informational resource to park users in the weeks leading up to the 
Show, and to connect park users and community groups to opportunities and 
resources made available by the Show, including Show volunteer opportunities 
and park clean-up days. 

With the proceeds from the Flower Show,	the	non-profit	PHS’s	
larger community outreach program helps to advance the health and 
well-being of the Greater Philadelphia region. This outreach includes 
activities to increase access to fresh, nutritious food; create healthier 
living environments; grow economic opportunity; and build deeper 
social connections between people and with their neighborhoods. 

PHS delivers this impact through strategic, comprehensive greening 
initiatives in more than 250 neighborhoods across the city and region; 
a network of beautiful public gardens and landscapes; and learning 
opportunities that engage gardeners as advocates for change. 
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HEALTH & SAFETY PLAN 

Typically held in March, the Flower Show’s move to a new outdoor 
venue and later time of the year brought several challenges as PHS 
had	to	shift	gears	and	build	the	Show	from	the	ground	up—with	no	
existing	event	facilities	to	utilize	in	a	City-owned	park,	the	fluid	health	
protocols being enacted by the city health department, the changing 
availability of staff, vendors, contractors, and volunteers, the 2021 
Flower Show had an entirely new set of logistical challenges to work 
through. Working with long-time medical and security partners, as 
well	as	City/State	health	officials,	PHS	created	a	health	and	safety	plan	
ensuring all attendees, staff, volunteers, and sub-contractors were safe 
as	possible	before,	during,	and	after	the	official	Show	dates.

While constructing the event outside, PHS established adequate 
infrastructure including perimeter fencing, walkways, lighting, and 
restrooms.	Several	access	points	on	Show	grounds	were	also	identified	
for entrances, exits, and emergency exits. 

Addressing	the	flow	of	the	event	inside	and	outside	of	the	Show	was	
also	crucial	in	the	2021	Health	&	Safety	Plan.	PHS	identified	how	key	
travel options such as public transportation and rideshare would affect 
traffic	patterns	surrounding	the	event,	as	well	as	worked	to	secure	
guest shuttles for visitors who parked a long distance from the park 
entrance. Water “jersey” barriers and bike racks were obtained to 
be	put	in	place	to	effectively	divert	traffic	and	close	off	the	sections	
of	roadway	that	were	utilized	solely	for	Flower	Show	shuttle	traffic.	
Directional travel was also regulated inside the event by security and 
informational signs. Show guests were provided with detailed online 
information about public transportation, parking, shuttles, and other 
transit opportunities to cost-effectively attend the event.

The departure from the Show’s typical late winter timing was in 
response to the pandemic. Adherence to recommendations from the 
CDC	and	City/State	health	officials	was	paramount	to	Show	planning.	
Prior to Show week, a separate detailed COVID-19 plan was created 
and submitted to the Philadelphia Health Department for review and 
approval.	PHS	continued	to	work	closely	with	health	officials	leading	 
up to the Show with updated guidance available on its website,  
PHSonline.org, as well as via outbound emails to guests, staff,  
vendors, partners, and volunteers, and via social media channels. 

The following measures were put in place to allow for social 
distancing and other safety precautions:

• Timed and dated ticketing had to be reserved in advance 

• Daily attendance caps to allow for social distancing

• Increased square footage to allow space for  
social distancing

• Cleaning regimens operated on an enhanced  
schedule to ensure sanitizing of all public areas

All visitors were advised of these measures and the need for self-
monitoring of their health prior to attendance. PHS was dedicated 
to mitigating the COVID-19 risk to its attendees, staff, vendors, 
and contractors as they enjoyed and worked at the 2021 PHS 
Philadelphia Flower Show.
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EMERGENCY PREPAREDNESS PROGRAM 

The staff, volunteers, and exhibitors who 
participate in the PHS Philadelphia Flower 
Show are given training in the event of 
emergencies in the weeks leading up to 
the Show. The instructions include a list of 
detailed procedures covering evacuation plans 
for	injuries,	severe	weather,	fires,	hazardous	
materials incidents, and bomb threats. 

The new outdoor location of the 2021 Flower 
Show caused PHS to create an emergency 
preparedness plan much different from plans 
in previous years. New medical policies 
needed to be created for instances such as 
injuries due to uneven ground and potential 
drownings in the lake adjoining Show 
grounds. EMTs, lifeguards, and ambulances 
were secured during Show operations in case 
of a medical emergency. 

With weather as a huge factor, PHS placed 
a large focus on making sure the Show 
ran as smoothly as possible in the event 
of unfavorable weather conditions. A few 
of these practices included creating color 
code systems for weather alerts, assigning 
“Weather Watchers” and individuals in 
charge of collecting weather information and 
notifying decision-makers during emergencies, 
and arranging methods for warning systems to 
include formal announcements on the Show’s 
public address (PA) system and other external 
communications. All sheltering options and 
policies for deactivation and recovery were 
stipulated in this report. 

D. SPECIAL PROGRAMS 

FDR Park served not only as the new location 
for the PHS Philadelphia Flower Show, but 
it’s also home to the American Swedish 
Historical Museum. Eager to include this 
esteemed institution in the 2021 Flower Show, 
PHS partnered with the museum to bring an 
unexpected element to the Show.

Not only did ticket buyers get to experience 
the PHS Philadelphia Flower Show, but they 
also received free access to the American 
Swedish Historical Museum during Show 
dates. Special exhibits from the Show were 
featured in the museum. A Swedish café 
welcomed Show guests with delectable 
treats and a shaded area for visitors to relax 
in. The museum also had a gift store located 
within the Flower Show Marketplace, further 
integrating the museum into the Show.

Ad
di

tio
na

l R
eq

ui
re

m
en

ts
 (C

-D
)

20



A. WHAT DID YOU DO TO UPDATE / CHANGE THE 
EVENT FROM THE YEAR BEFORE? WERE YOUR 
UPDATES / CHANGES SUCCESSFUL? 
The Philadelphia Flower Show changes and grows in different ways 
every year, as the Show annually adopts a new theme, new partners, 
and new participants. In 2021, the Flower Show’s move outdoors to 
FDR Park garnered excitement and hope for the future despite the 
COVID-19 pandemic. 

The 2021 theme was HABITAT: Nature’s Masterpiece. The new 
theme tapped into the surge of interest in gardening nationwide and 
highlighted the park’s beauty and expansive outdoors location. To 
coincide with the theme and COVID regulations, the Show dates were 
changed	to	June—the	height	of	the	gardening	season—allowing	for	
new	possibilities	for	guests	to	experience	seasonal	flora.	

The 2021 Flower Show also featured the most designers, gardens, and 
floral	displays	in	the	Show’s	history,	with	over	75	unique	installations	for	
guests to see and interact with over an increased footprint of 45%. New 
areas were also created to engage gardeners such as the PHS Members 
Lounge and Gardeners’ Green, the latter which offered onsite horticulture 
experts that engaged directly with guests.

Establishing	itself	as	one	of	the	first	large-scale	in-person	events	since	
the start of the pandemic, the 2021 Flower Show sparked interest 
from national media outlets. Programs such as Good Morning America 
and The Drew Barrymore Show featured the event, and publications 
like Better Homes and Gardens affirmed	the	PHS	Philadelphia	Flower	
Show as a force in the event industry making a bold pivot to move the 
Show outdoors. 

Both	the	annual	changes	and	those	specific	to	2021	proved	to	be	
successful in terms of revenue and visitation goals for the Show. The 
ticket revenue goal was exceeded by 13% and well over 100,000 
visitors came to experience the world’s leading horticulture event. 

100,000+ 
VISITORS

OVER 75 
UNIQUE INSTALLATIONS

Supporting Questions3
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For the first time  
in the Show’s 193-year 

history, it was held outside 
to adhere to social 

distancing guidelines. 

B. WHAT ADAPTATIONS AND MODIFICATIONS DID YOU MAKE  
TO THIS FESTIVAL / EVENT DUE TO THE PANDEMIC? 
The 2021 Philadelphia Flower Show proved that unexpected challenges could produce innovation 
and	new	vision.	Many	modifications	were	made	to	the	Flower	Show	as	a	result	of	the	pandemic.	

The	most	significant	change	was	the	Flower	Show’s	transition	from	an	indoor	event	to	an	
outdoor	event.	For	the	first	time	in	the	Show’s	193-year	history,	it	was	held	outside	to	adhere	to	
social distancing guidelines. Executing the Show outside reassured guests their health was top 
priority, and they would be safe experiencing the Show. The new location also inspired PHS to 
produce unique activities that complemented the new outdoor venue such as picnic baskets as 
a	food	option,	and	fireworks	at	the	annual	evening	dance	party.	

A new ticketing model was implemented to satisfy COVID regulations. For the 2021 event, 
customers were required to reserve tickets for a morning or afternoon session and encouraged 
to purchase tickets early to guarantee entry to this “must see” event. The ticking model 
allowed producers to enforce ticket caps to limit the number of attendees at any given time to 
allow for ample social distancing.

The outdoor location also compelled exhibitors to think of new and innovative ideas. For the 
first	time,	weather	conditions	needed	to	be	considered	when	creating	the	elaborate	displays.	

Floral installations and gardens now had to endure challenges like 
extreme heat and rainstorms but remain in pristine condition 

– this caused many exhibitors to employ the Show’s 
outdoor location for inspiration and re-evaluate the 
plants	and	flowers	used	for	their	presentations.	

Designers incorporated many techniques that 
they wouldn’t have used for an indoor event 

such as using dried materials and more 
seasonally	appropriate	flora,	and	they	

created exhibits with an increased focus 
on landscape architecture.

C. WHAT MAKES THE EVENT STAND 
OUT AS AN INTERNATIONALLY 
RECOGNIZED EVENT? 
The Philadelphia Flower Show is one of the 
world’s	oldest	flower	shows	and	has	steadily	
grown in size, making it the nation’s largest. 
The Show is also recognized as one of 
the world’s leading events for horticultural 
diversity	and	design.	Leading	floral	and	
garden designers from around the world 
participate in the Philadelphia-based event 
each year, and designers from the region 
are	invited	to	compete	in	and	judge	flower	
shows in every corner of the globe. 

The	exhibitors	were	comprised	of	the	finest	
and	most	diverse	floral	designers,	and	their	
displays averaged approximately 1000 square 
feet.  Participants included internationally 
known	floral	designer	Jeff	Leatham,	and	
well-known East African horticulturist Wambui 
Ippolito. Each designer at the 2021 Flower 
Show had a long resume of achievements 
and represented varied styles and artistic 
viewpoints that stem from their personal 
and creative background. From sculptural, 
majestic	floral	design	to	the	usage	of	superb	
low maintenance native plants in innovative 
configurations	and	layouts,	each	garden	
design	reflected	a	unique	aesthetic	that	
delighted guests.

The unparalleled Philadelphia Flower 
Show showcased nine days of “Nature’s 
Masterpiece” as over 100,000 guests  
from around the world viewed the  
exhibits at FDR Park. 
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D. WHY SHOULD THE EVENT WIN THE IFEA/ HAAS & WILKERSON GRAND PINNACLE AWARD 
The 2021 Philadelphia Flower Show stands 
out from the previous 192 Flower Show 
events and from other international events 
on several levels. 

Working completely virtually, PHS staff had to 
make a decision about the fate of the 2021 
Flower Show, while faced with a number of 
confines	due	to	the	COVID-19	pandemic.	
During a time when large-scale in-person 
events were being turned virtual or being 
cancelled all together, PHS acknowledged 
the	historic	and	communal	significance	of	the	
Flower Show and decided to proceed with 
an entirely new approach, cognizant of the 
many issues raised by the pandemic. This 
new environment gave room for PHS to be 
creative, think outside the box, and rebrand 
the historic and beloved event. 

To	achieve	the	first	large-scale	event	in	the	
region since the pandemic began, PHS had to 
successfully communicate a new location and 
Show timeframe, change consumer behavior 
by swaying a large, loyal customer base to 
change its perception of the event and adopt 
a new purchasing cycle, and entirely re-craft all 
event and operation logistics. Messaging was 
crafted to adapt to a post-pandemic consumer, 
addressing COVID concerns as health and 
safety guidelines changed on a constant basis. 
PHS worked to emphasize health, safety, and 
beauty, and establish the Show as a celebration 
of gardening and the outdoors. 

Revamping the Flower Show to an outdoor 
event also meant re-evaluating production 
logistics. The long-standing late winter 
dates transitioned to summer dates, and the 
original theme was changed to HABITAT: 
Nature’s Masterpiece to accommodate the 

new expansive outdoor location. This new 
location also required the Show production 
team to literally build the Show from the 
ground up, in effect crafting a small city. 
The Show production team had to establish 
water, electricity, security, bathrooms, trash 
receptacles, and other necessities that were 
intact or provided by the previous indoor 
venue. Now 45% larger than previous Flower 
Show presentations, the layout of the Show 
was also reconstructed to correlate to the 
nuances of the new space. 

Venturing into unfamiliar territory and 
redesigning the foundation of the Flower 
Show proved to be a challenge but also 
a success, exceeding the ticket revenue 
goal by 13%. More importantly, the Show 
provided a unique, interesting, and beautiful 
avenue for friends and family to connect 
in	person—many	for	the	first	time—since	
the start of the pandemic. Furthering the 
organization’s mission to build meaningful 
connections through the power of horticulture, 
the 2021 Philadelphia Flower Show offered the 
first	opportunity	during	2021	within	a	major	
metropolitan area to experience the collective 
healing power of community. 

The annual Philadelphia Flower Show 
expands the Pennsylvania Horticultural 
Society’s efforts to build a movement 
of people of all backgrounds and 
interests who garden for the greater 
good. Receiving the IFEA/HAAS & 
Wilkerson Grand Pinnacle Award would 
be the ultimate honor from our peer 
organizations, as it would recognize our 
impactful efforts and further advance this 
important work in the years ahead.
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Proceeds from the PHS Philadelphia Flower Show support the Pennsylvania 
Horticultural Society’s neighborhood greening and beautification programs.


