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And marketing has a clear role:

Creating demand for
the flowers you grow.
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The problem we have:

Only 14% of cut stems sold in the UK are grown in the UK.

The British love flowers, but
they buy imports

*Source DEFRA stats featured The Guardian, 13 June 2019
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We need to diagnose the cause(s)
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Getting organised

MARKET RESEARCH

\
|
Key insights across multiple audiences that inform |
our positioning and strategy (Interviews and Questionnaire) i

/

POSITIONING & IDENTITY

Overall mission and key activities
for how we will sell more of your flowers

What we stand for and how we express it
(including name and logo)

Relevant to all audiences (growers, buyers,

consumers and policy mokers) (florists, wholesalers, retailers, Consumers)
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Research Objectives

01

Identify the critical
combination of factors
preventing flower buyers from
buying British

04

Explore understanding and

perceptions of FftF as the UK’s
trade association for British cut
flowers

02

Understand what it might take
to overcome these and how
marketing can support sales
growth

05

Review understanding of
current organisational name,
and whether a change of
name would support or hinder
growth and/or representation

03

Provide actionable inputs into
a 2026-2030 marketing
strategy and brand positioning

AGM update
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Part one Part two

6x In-depth interviews with Questionnaire with all FftF
B2B flower buyers (florists, audiences (growers, buyers,

wholesalers, retailers) consumers and policy makers)
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Recruiting from opportunity
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Research Headlines (midway)

Flowers are a
relationship
business

Demand for Product isn’t the

Buying British is And a high-risk Positive signs for

HARD work the future

British exists primary issue

experience
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Research timeline

WE ARE HERE

SECCIN SIS ST WD SN S B S S

Week 15 | 22 27
commencing
Qual - i
iscovery Discussion Participant Qual AGM analysis etios s
& research design guide recruitment qual fieldwork prep & survey
a drafting
Marketing

Strategic framework Develop brand

Quant survey development positioning options

fieldwork

Workshop prep positioning | positioning

0.
Analysis & implications Workshop prep ;‘;'m

research &
strategy pres.
Spring
Bank.
Holiday
Early May (25
Bank : . Design exploration Second round
Placeholder logo 5 Easter : Design brief t - Approval
(word mark) Update website Mn[;gﬁr s bank h‘a‘;ﬂ;‘*‘ begins development
& landing page haoliday

Brand
identity

refresh
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We will need your help

In March

 Have your say — complete the questionnaire yourselves

« Publicise the questionnaire amongst your clients and
community

April - June

« Task and finish group involvement in research analysis and
brand positioning.

» If necessary, we will hold an Extraordinary Meeting to vote
changes through, as per our constitution
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To conclude

Our aim is supporting demand growth.
By developing a strong brand positioning, identity and
marketing strategy.

All decisions will be research-informed.

And taken in consultation with yourselves.



For questions or comments,

please contact me at

marketinglead @flowersfromthefarm.co.uk






