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Flowerbulbs from Europe
make the United States 

Bloom
Royal Anthos is the Dutch trade association of traders in flower 

bulbs and nursery stock products. These companies represent more 
than 85% of the world trade in flower bulbs and are responsible for 

more than 80% of the total export of bulbs to the U.S



• The worldwide flower bulb market had a value of $1.201 Million in 2021. In 2021, the total value of the US 
flower bulb market amounted to $191 million, of which 84% ($160 million) came from the EU, making it the 
largest export market for Europe. 

• As a result of the COVID-19 pandemic participation rates of US consumers in flower bulb activities saw a 
large increase in 2021.

• Reports on post-pandemic flower bulb export values have shown a downward trend compared to 2020 and 
2021. This is in line with earlier predictions. As a result, the time is now to mitigate the negative effects of 
the post-pandemic drop-off.

1. Stabilize and strengthen the flower bulb awareness levels amongst US consumers.
2. Turn ‘flower bulb aware consumers’ into ‘flower bulb educated’ consumers to strengthen current and 

prospects within the US flower bulb market.
3. Stabilize and increase total flower bulb export value by € 2.9 million by early 2026.



• Of the exported flower bulbs, about 50% is sold to professional flower producers in the U.S. that commercially plant the 
flower bulbs in their nurseries to produce bulb flowers for the local market. 

• The other 50% is sold to end consumers, through retailers. Consumers use the flower bulbs for plantings in their gardens.
 
• Promoting flower bulbs to end consumers provides a unique opportunity to both promote the sale of flower bulbs and the 

flowers that come from them; thereby also promoting the bulb flower market that uses European flower bulbs, further 
increasing the sale of European flower bulbs in the U.S. When promoting flower bulbs, the seasonal aspect of the product 
is very important to emphasize. 

• Most species of flower bulbs can for instance only be planted in the spring and the fall. Therefore, the emphasis of the 
promotion campaign lies on the spring and fall season, communicating the seasonal aspect of flower bulbs.

Based on this, the general objective is to create a widespread awareness and education for European 
flower bulbs in the US, building on the current campaign and the short-lived Covid19 uplift, with 
promotional activities to stabalize and increase the export of European flower bulbs to the US.



The goal of the campaign is to increase the number of households who are aware and / or educated 
about European Flowerbulbs.

Activities to reach the key objectives have been defined: 
1. A media campaign focused on creating awareness about European flower bulbs. 
2. A media campaign focused on educating consumers about European flower bulbs.
3. A Tulip day event, creating both awareness and educating consumers about European flower bulbs.

Awareness is to remind the consumer with short and quick messages about the season and the colorful 
flower bulbs or bulb flowers which are available in that time of the year. 

Education is also a reminder about the season and availability, but the information goes much deeper.



Impact of the campaign

The focus is on education via online media (web campaigns, influencers etc.) to give a deeper information and 
inspiration about the diversity of flower bulbs and bulb flowers. Tell stories about the beauty, quality and 
authenticity of the products. 

• For gardeners the focus is on ‘Casual Gardener households’, to give simple and easy information/education 
for planting Flowerbulbs and take away the barrier. Increasing knowledge levels amongst casual gardeners 
will result in the largest long-term gains with regards to sales and export.

• For cut flower (lilies produced in the US from EU flowerbulbs) the education will focus on the education 
(together with industry trade) that the product is part of trendy florist design and take away the image of 
an old fashion flower. For the long-term this should make the flower top of mind again.

• For cut flower (tulips produced in the US from EU flowerbulbs) a large event will attract a large audience 
and even a larger media attention. During the event and via the PR/online campaign consumers are 
educated about the tulips. 



Impact of the campaign

More households will be aware of flower bulbs.

In year 1, number of households educated about Flowerbulbs
• By social media posts, 3 million
• By social media ads, 9,5 million

• Number of positive reactions on the social media posts, 1,2 million

The reach and education by press releases, 472 million. Although we can’t dictate the usage of EU logos in the 
publications, the impact of this activity is very high as well as the level of education.



Activities

• Press Releases
• Digital Web Campaign
• Co-production Influencers
• Sample program
• Lily campaign
• Tulip Day

www.flowerbulb.eu

http://www.flowerbulb.eu/


Press Releases

During the year and seasons press 
releases are send to relevant press 
contacts. This has gained a lot of 
free publicity, over 1,1 billion 
readers were potentially reached. Is 
has a high impact on educating 
consumers. 



Publications



Digital Web 
Campaign

Online Web posts during 
the year/season, reached 
over 25 million 
consumers. This inspires, 
gives education and can 
link to more information 
on the website.



Digital Web Campaign



Co-production influencers

These are mostly garden or flower experts with 
a lot of followers, total reach is around 5 
million.

Influencers deliver trusted content to a large 
and focused audience.

The focus is both awareness and education.



Co-production influencers



Lily campaign
Stimulate the local production of 
flowers at small farms (picking 
gardens, involvement with florists 
and event managers).

To produce and buy local is a big hit! 

Workshop together with platform 
Slow Flowers in English, Spanish and 
Hmong (Vietnamese). To inspire and 
educate farms and consumers.



Lily campaign



Tulip Day New York City

Big event in the middle of Manhattan, with 200.000 
tulips and 23.000 visitors to pick their own bunch of 
tulips. Lot of media attention and education about the 
tulips. 



Tulip Day New York City

• Stations Reached: 235 (National, Regional and Local) 
Local news (Bloomberg Terminal, Muck Rack, Moody’s / Newsedge, Naviga, MenaFn, Crunchbase), Major 
networks: PIX11, PBS/NPR, FOX, NBC, CBS, CNN, NY1, NY POST, New York Times, TimeOut, 1010 NEWS. TV, 
Online, Newspaper, and Radio, Regional and national news PBS/NPR, FOX, NBC, CBS, CNN, The U.S. Sun and  
National publications: Better Homes and Garden, The U.S. Sun, Tag24 TV, Online and Radio.

• Influencers Reached and Engaged: 50+ 

• Total Media Impressions: 1.241.522.337



Flowerbulbs from Europe make the United States Bloom

Questions?
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