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Consumers of flowers and ornamental plants: an eplorato-
ry survey in the italian «Mezzogiorno» regions
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1. Foreword

Nursery gardening is an
economic activity of the a-
gricultural sector charac-
terised by many-sided pe-
culiarities under cultivation
and socio-economic per-
spectives. The former is
strongly related to the indi-
vidual pedo-climatic requi-
rements of the numerous
species concerned and to
the considerable variability
of production processes.
The second aspect is due to
the various uses of flowers
and ornamentals products —
including cut flowers and
ornamental foliages, propa-
gation material, outdoor
and indoor potted plants,
garden plants and trees —
for which market trends are
quite different.

In developed countries,
consumption of flowers
and ornamental plants is
characterised by trends
partly correlated to the e-
conomic development of
society. Plants are nowa-
days considered as goods
with complex characteris-
tics of consumption, relat-
ed to lifestyles (gardening,
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Abstract

This paper aims to provide further knowledge of purchase and consumption
behaviours with regard to flowers and ornamental plants in the regions of I-
talian «Mezzogiornoy, as an acknowledgement of the centrality of final de-
mand in the chain process. The knowledge of consumption process is funda-
mental either to the firm — in order to improve commercial strategies — or to
competition authorities — with the purpose of implementing more effective
policies. From the analysis carried out it emerges that flowers and ornamental
plants consumption in the «Mezzogiorno» regions is characterised by a high
penetration index and — just with regard to some commodities — by a low pur-
chase frequency. Purchase — mainly in specialized flower shops — is made both
to satisfy personal requirements and as a present for special occasions. With
the only exception of flowers, consumption is not tied to specific occasions. In
the «Mezzogiorno» regions this sector is actually showing a good growth po-
tential in both productive and consumption terms. It is of primary importance
to carry out actions consisting in an improvement of information and aware-
ness among consumers about flowers and ornamentals, and a more diversified
supply of products in order to get into the modern distribution chains.

Résumé

Cette étude vise a offrir une connaissance plus approfondie des comporte-
ments d’achat et de consommation de fleurs et de plantes ornementales dans
les régions du « Mezzogiorno » d’Italie, en reconnaissant l'importance de la
demande tout au long de la filiere. La compréhension du processus de
consommation a une trés grande importance soit pour les entreprises, afin
d’améliorer leurs stratégies commerciales, soit pour les autorité qui gerent la
concurrence, pour la mise en place de politiques plus efficaces.

L’analyse empirique montre que, dans les régions du « Mezzogiorno » d’lta-
lie, la consommation de fleurs et de plantes a un taux élevé de pénétration
mais, pour certains produits, une faible fréquence d’achat. En particulier, I’a-
chat, réalisé surtout dans les magasins spécialisés dans la vente de fleurs et
de plantes, vise a satisfaire, d’'une coté, les besoins des consommateurs, et, de
l"autre, les besoins d’achat des cadeaux dans des circonstances spécifiques.
Dans les régions étudiées, le secteur des fleurs et des plantes montre des po-
tentialités de développement de plus en plus croissant sur le plan productif
mais aussi en termes de consommation. Dans ce scénario, il serait souhaita-
ble de mettre en place des actions et des outils pour a améliorer ['information
et la sensibilisation des consommateurs sur les caractéristiques des produits
concernés, mais aussi, de diversifier l'offre, de facon a pouvoir accéder aux
nouvelles chaines de la distribution.

furnishing of flats, bal-
conies, terraces, court-
yards, etc.), although re-
current purchases (habits,
local traditions, etc.) are
also observable.

Nursery gardening has
recently suffered the effects
of a market opening pro-
cess, a sudden technolo-
gical progress and the rise
of new factors able to affect
market dynamics and the-
refore consumption style.

In particular, globalisa-
tion has implied a competi-
tion worsening due to the
entrance of new competi-
tors into the market, partic-
ularly among the develop-
ing countries, which enjoy
apparent competitive ad-
vantages related to their fa-
vourable climatic condi-
tions, to the abundance of
natural resources and to the
availability of low-cost
labour.

On the other hand, dis-
tribution is mainly man-
aged by big sales compa-
nies, able to strongly in-
vest in logistics, market-
ing, quality and informa-
tion systems.

In this competitive sce-

! Dipartimento di Economia dei Sistemi Agro-Forestali (E.S.A.F.), Univer-
sita degli Studi di Palermo, Italy. The paper arises from a joint effort of the
Authors. Nevertheless, E. Schimmenti has coordinated research and drafted
sections 1, 4 and 6.5.; A. Asciuto has written sections 3, 6.2. and 6.4.; A.
Galati has drafted sections 2, 5 and 6.3.; M. Valenti, who has dealt with da-
ta analysis, has also written sections 6.1. and 7. Section 8, concerning “Con-
cluding remarks”, is the result of the joint effort of the Authors, who also
wish to acknowledge dr. Lauricella ISMEA), for providing valuable data on
flowers and ornamentals consumption.

nario, both firms and competition authorities need to com-
prehend motivations behind consumption and end-product
use: the former with the aims to identify consumers’ needs,
improve their communications capacity and efficiently plan
commercial strategies, the latter in order to implement more
effective policies (East, Vanhuele, Wright, 2009).

The knowledge of aspects such as multiplicity of needs,
buying ways and motives, often starting from conflicting
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impulses, enables to set out marketing strategies able to s-
teer commercial policies towards the best market opportu-
nities (Trevisani, 2008).

In the national context, «Mezzogiorno» regions represent
an important catchment area with regard both to production
and consumption of flowers and ornamentals, due to the ex-
tremely favourable climatic conditions and to some pro-
ductive areas endowed with a strong know-how where firms
are able to supply some typologies of product demanded
both in domestic and foreign market.

The present research, after outlining the economic sce-
nario of the sector, intends to understand purchase and con-
sumption behaviours concerning flowers and ornamental
plants in the Italian «Mezzogiorno» regions (Calabria,
Basilicata, Puglia, Campania, Molise, Abruzzo, Sardegna,
Sicilia), through a telephone survey of these consumers, ac-
knowledging the centrality of the end demand in the whole
chain process, with the aim to outline the profile of «Mez-
zogiornoy consumers by means of an analysis of their atti-
tudes, motivations and stated preferences.

2. Theoretical aspects

The analysis of consumer’s behaviour has been taking
place since the end of the sixties, initially through a Utili-
tarian approach by which consumer was considered as «a
sovereign and atomized actor, free from any social condi-
tioning, who makes purchase choices seeking utility maxi-
mizationy (Lori, Volpi, 2007).

The changes occurred in our society in the last decades
have brought about deep switches in consumption styles,
proving the limited explanatory capacity of the Utilitarian
school approaches — which adopt income as an explanatory
variable — with reference to preferences and tastes driving
consumption choices. In fact consumer through purchase
choices generates a combination of relationships as an indi-
vidual but also as an integrated decision-maker in a com-
plex environment constituted by cultural, social and family
relations, hiding the distinctive aspects of his personality
and lifestyle, under the research of utility and of the advan-
tages resulting from the good utilization (Dalli, Romani,
2009). It derives that it is necessary to observe consumer’s
behaviour in a multidisciplinary perspective, taking into ac-
count some variables — regarded as latent and non observ-
able, as related to social, cultural and psychological factors,
hardly measurable (Zanoli, Naspetti, 2004).

Traditionally, the study of consumer’s behaviour follows
two different approaches: the cognitive and the behaviourist
ones.

The former, widely acknowledged in literature, assumes
that individual actions are the outcome of an intra-personal
process of elaboration (Dalli, Romani, op.cit.) It means that

2 Caccetta, Platania, 2006; AA.VV., 2003; Chinnici, D’Amico, Pecorino,
2003; Asciuto, Fiandaca, 2004.

3 Reynolds, Gutman, 1988; Begalli, Agnoli, Codurri, 2009; Grunert, Gru-
nert, 1995; Naspetti, Zanoli, 2005; Mora, Menozzi, 2006.

individuals acquire and process information from the envi-
ronment, modifying their behaviour according to their goals.

On the other hand, the behaviourist approach does not
take into consideration the role that self-awareness and cog-
nitive aspects play in purchase and consumption choices, s-
tating that they are thoroughly unfathomable, while envi-
ronment is the only measurable factor capable of affecting
consumers’ behaviour.

According to the «experience» approach, appeared in the
late eighties, consumers are driven by their own emotional
states, which are the motivational basis of the purchase and
consumption process (Solomon, 2004).

The focus is now on the value that individuals recognize
to products rather than on the purchase act, particularly on
their capability of giving birth to emotions, sensations and
feelings contributing to the construction of their own iden-
tity both as individuals and as members of a determined so-
cial group.

The traditional cognitive approach only partially explains
the purchase behaviour of flowers and ornamental plants
consumers. If, on one hand, these goods have tangible fea-
tures, for which a cognitive vision keeps its validity, on the
other hand their purchase is more and more affected by a
variety of factors, such as ethic values, hedonistic aspects,
affiliation to a determined social group, emotional states,
subjective welfare and a greater attention to socio-environ-
mental variables.

Models oriented to the comprehension of consumers’ de-
cision-making process are supposed to acquire information
regarding consumers’ perception of the product features
and their capability of satisfying specific needs.

In the economic literature two kinds of analytic ap-
proaches can be found: the former based upon

quantitative measurement techniques and the latter of a
qualitative, non numerical, type.

Quantitative? methods of analysis are generally based
upon face-to-face or telephone interviews, led on samples
of a probabilistic type and using questionnaires set on this
specific purpose and which are useful tools to gather basic
data. A main limit of these methods is frequently given by
the shortness of the questionnaires (due to the necessity
both of lowering the research costs and of speeding up da-
ta gathering), and by a predominance of «yes/no ques-
tions», which reduce feedback and the possibility of prob-
ing (Zanoli, Naspetti, op.cit.).

In literature, quantitative analysis is considered as a reduc-
tionist and marginalist approach, and consequently it just par-
tially allows to carry out a detailed analysis of the decision-
making process. Qualitative analyses? are quite effective to
explore psychological aspects, the social and emotional value
of a product and the way it is perceived by consumers (Tre-
visani, op.cit.), are usually less expensive than large sample
quantitative surveys and particularly appropriate to investi-
gate complex and changeable phenomena. These characteris-
tics make them suitable to be adopted as preparatory to the
following quantitative analyses. On the other hand, they are
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little rigorous and based upon theories difficult to validate
empirically (Zanoli, Naspetti, op.cit.).

3. Survey design

The lack of studies concerning this sector and the ac-
knowledgement of the importance of purchase behaviour to
firm decision-making, have suggested to carry out a quanti-
tative analysis targeted to the acquisition of basic elements
and information utilizable to outline the average profile of
the flowers’ and ornamentals’ consumer in the Italian «Mez-
zogiornoy regions.

Budget and time constraints have not allowed us to draw
a statistically representative sample of consumers; therefore
the present survey has no claims to exhaustively describe
the investigated topics.

The consumer survey was carried out from March 2008 to
January 2009 through the telephonic administration of a
specific questionnaire to a sample of 585 adults* aged at
least 18, resident in the «Mezzogiornoy» regions.

The sample was randomly selected from the chief towns
of the 43 provinces of the «Mezzogiorno» regions and quo-
tas of interviewees were set in proportion to the number of
inhabitants for each town>.

Households were randomly selected for interviews from
the telephone directories® of each investigated province, by
drawing from a poll a little ball containing an alphabetic let-
ter; then, starting from that letter, the first telephone num-
ber on each page in the directory” was used, taking as many
numbers as necessary to reach the established quota.

The telephone calls were made daily — including holidays
—and in a time between 5 and 8 p.m.

The survey questionnaire, which contains 25 closed-end
questions8, is composed of two sections and data collection
is organized in order to analyze the two market segments of

4 The response rate of telephone interviews was just over 34%, since 1,700
phone calls were necessary to obtain 585 valid questionnaires.

> In particular, the number of interviews carried out in the 43 towns is re-
ported as follows. SICILIA: 6 Agrigento, 6 Caltanissetta, 31 Catania, 3 En-
na, 25 Messina, 69 Palermo, 7 Ragusa, 12 Siracusa, 7 Trapani. CALABRIA:
9 Catanzaro, 7 Cosenza, 6 Crotone, 18 Reggio Calabria, 17 Vibo Valentia.
BASILICATA: 6 Matera, 7 Potenza. PUGLIA: 10 Andria, 32 Bari, 9 Bar-
letta, 9 Brindisi, 15 Foggia, 8 Lecce, 20 Taranto, 5 Trani. CAMPANIA: 5
Avellino, 6 Benevento, 7 Caserta, 100 Napoli, 14 Salerno. MOLISE: 5 Cam-
pobasso, 2 Isernia. ABRUZZO: 7 LAquila, 5 Chieti, 12 Pescara, 5 Teramo.
SARDEGNA: 16 Cagliari, 13 Carbonia Iglesias, 13 Medio Campidano, 4
Nuoro, 6 Ogliastra, 6 Olbia Tempio, 3 Oristano, 12 Sassari.

6 Telephone directories have recently lost part of their former function, that
is to represent the reference population from which statistical sample is to
be drawn. The reasons of this phenomenon are ascribable both to the strong
growth of mobile telephony and to the provisions on the right of privacy,
which allows users not to give their consent to be publicly present in the di-
rectory.

7 In each case of unsuccessful phone call (absence of the telephone subscriber
or refuse to undertake the interview), the selection process of the sample
went on by choosing the second, the third phone number on the page and
SO on.

8 Dichotomous questions contemplate just one answer between two indi-
cated modes, polichotomous questions allow one answer among three or
more options, multiple choice questions contemplate the possibility to ex-
press one or more preferences among those provided to the interviewee.

cut flowers and potted plants (flowering and foliage). With-
in the second category, few more questions were made fo-
cusing on ornamental citrus.

The first section of the questionnaire concerns the fol-
lowing aspects: purchase penetration; product typology and
frequency of purchase; motivations for purchase and non-
purchase; purchase occasions; average expense for each
purchase; places of purchase.

The second section aims to describe the social and demo-
graphic characteristics of the interviewees, such as sex, age,
family size, educational qualifications, occupational and
professional status.

4. Nursery gardening background

From the socio-economic standpoint, nursery gardening
represents one of the most important productive agricultur-
al sectors of some Italian areas, and particularly of some
«Mezzogiorno» regions, where it plays a strategic role in
terms of employment and profitability for the workers of
the primary sector in the areas involved by the cultivation
and for those involved in the numerous linked activities.

Moreover in some southern areas, flowers and ornamen-
tal plants sector, besides currently showing some strong
firms, offers considerable expansion opportunities in the ar-
eas of new and old irrigation.

Such a development opportunity is confirmed, on one
hand, by the growth perspectives of some market segments
— particularly of ornamentals — expressed by national and
European markets, and on the other hand by the need of
widening the range of economic and employment activities
in the «Mezzogiorno» regions, marked by low pro-capita
incomes and by high unemployment rates, particularly with
regard to youth unemployment.

In this direction, the increase of flowers and ornamentals
cultivations might contribute to the economic development
of some particularly suitable land of Italian «Mezzogiorno»
area. The sector requires a high degree of labour for area u-
nit, produces capital and labour incomes far higher than the
other sectors of agriculture and needs a specialist and inno-
vative training, more suitable to take up entrepreneurship
and youth labour (Schimmenti, ed., 2009).

In the Italian «Mezzogiornoy area, the nursery gardening
sector, according to the V General Census of Agriculture
(2000), is represented by 10,666 flowers and ornamentals
firms (32.1% of overall number of firms) which operate on
a total area of 8,840 hectares (5,431 hectares devoted to
nursery gardening activities and 3,409 hectares destined to
flowers and ornamental plants). The average size of flower
firms is 0.63 hectares per unit, whereas nursery gardening
firms are slightly larger (size is on average 0.94 hectares),
in both cases average farm size is slightly growing when
compared to the 1990 General Agricultural Census.

There is still quite a high number of small and extremely
small firms, only partially balanced by medium-sized pro-
ductive units and at all balanced by some large firms.
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This firm structure is thought to negatively affect com-
petitive capacity of the whole system and to represent one
of the major obstacles to the introduction of technological
innovation in the firms.

The phenomenon of firm restructuring is however present
even if not widespread, and in these cases structural organ-
ization and productive specialisation are partially modified.
It is noteworthy to observe that some medium-large sized
farms have been established in nearly all the production ar-
eas, oriented to production and trade (in Italy but also
abroad) of flowers and ornamental plants. These farms play
a guidance role for the small ones both at both commercial
and structural level.

As to supply, in the period 2004-05 the overall southern
annual average production derived from the cultivations of
flowering, leaves and foliage plants is just less than 2.7 bil-
lion of pieces (2.1 billion of which in protected cultivation),
obtained on a 3,970 hectares cultivation area. Cut flowers
represent 91.1% of total production, followed by foliage
(4.5%) and by leaves (4.4%).

The output (production) of potted plants amounted to ap-
proximately to 143.3 million (111.0 million in protected
cultivation), mainly constituted by flower (45.6% of total)
and foliage (28.0%) plants. As regards the segment of cut
products, a slight increase of the production compared with
the early nineties, whereas ornamental plants production in-
creased significantly, due to the high absorption capacity
expressed by national and foreign markets.

In terms of current values, in the biennium 2007-2008 the
flowers and ornamental plants production at basic prices
(«flowers and potted plants» and «ornamentals nurseries») of
Italian «Mezzogiorno» amounted approximately to 770.5
million euro (25.7% out of total value and 4.6% of the pro-
duction at basic prices concerning southern agriculture), al-
most exclusively gained by Sicily (269.1 million euro), Cam-
pania (240.7 million euro) and Puglia (193.1 million euro).

In 2007-2008 the trade balance of flowers and ornamen-
tal plants of «Mezzogiorno» regions recorded a deficit of
21.2 million euro (deriving from an export value of 64.2
million euro and an import value of 85.4 million euro), rep-
resenting however an improvement compared with the pe-
riod 2000-2001 — normalised trade balance recovered from
-38.2% to -14.2% — and showing consequently a more de-
veloped autonomy in terms of trade at territorial level.

9 The sample is stratified on the ground of social, demographic and geo-
graphic variables. As to social and demographic aspects, sample is balanced
taking into account family size, age, sex, educational qualifications, work-
ing activity, town typology. From a geographical viewpoint, sample is
drawn from 450 Italian municipalities of the 4 main territorial areas
(North-West, North-East, Centre + Sardinia, South and Islands). The ex-
penditure concerning purchase of flowers, foliage and flowering plants is es-
timated by taking into account the total number of buyers and the average
expense stated by the interviewees. The survey does not investigate the “in-
stitutional demand”, represented by public buyers - municipalities, public
offices, town public parks and residences - private buyers - shops, private of-
fices - and by professional operators, such as people who carry out green
maintenance and design activities.

5. The development of flowers and orna-
mental plants consumptions

Flowers and ornamental plants consumption in the last
years has undergone radical changes due, on one hand, to
the phenomenon of market globalisation and, on the other
hand, to the economic development of societies.

Consumer profile has been deeply changing, particularly
in Western Countries, where demand is made of recurrent
purchases partly due to habits and traditions and partly to
satisfy broader needs, related to recreation, embellishment
of the environment and, more generally speaking, to all
positive values deriving from a plant or a flower (ISMEA,
2005).

The analysis of flowers and ornamental plants consump-
tion reported below describes the results of a survey carried
out by AC — Nielsen CRA on account of ISMEA — follow-
ing a collection methodology based on the telematic ad-
ministration of a structured questionnaire — aimed at moni-
toring size and seasonality of consumption of 2,000 Italian
families (representative of an overall population of
47,431,775 people), with interviews to adults aged 18 or
more (4,350 cases)?’.

In current values, in 2008 plants and flowers consump-
tions of families in Italy amount to 2.34 billion euro (IS-
MEA data) — pointing out an increase of 15.1% compared
to 2005 — of which 1.38 billion euro expended for the pur-
chase of flowers (58.9% out of the total value) and 0.96 bil-
lion euros for plants (41.1%).

In the four-year period 2005-2008 the expense for the
purchase of flowers has increased at a higher rate (+18.8%)
than the one for plants (+10.1%) (Tab.1).

Market penetration index as regard final buyers, given by
the ratio between the overall number of flowers and potted
plants buyers and the overall population, in 2008 was
55.7%, compared with the 45.3% of 2005, due to a signifi-
cant increase in the number of buyers (+23.0%).

The survey points out that buyers growth has concerned
in particular the flowers segment, where buyers passed
from 16.3 million of 2005 to 20.3 million of 2008 — a
+24.2% increase rate —, and to a lesser extent the potted
plants segment, which has showed a +17.4% increase (from
14.3 million of 2005 to 16.8 million of 2008).

Table 1 — Overall family expenditure with regard to flowers and plants
- 2005-2008 period (.000€).
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The pro-capita consumption in monetary terms, calculat-
ed on the overall number of people belonging to the refer-
ence population (families which have people at least 18
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years of age), was 49.0 euro, 28.9 euro of which devoted to
flowers and 20.1 euro to potted plants. More in detail, in the
period 2005-2008 the growth of the average pro-capita pur-
chase (+5.4 euro) is more attributable to flower purchases
(+3.7 euro) than to potted plants (+ 1.7 euro).

The allocation of total expenditure among the commer-
cial channels highlights the major importance of flower
shop, which represents the main sales channel for flowers
and potted plants with a 50.1% of the overall estimated ex-
penditure of 2008, earning 4 percentage points compared
with 2005. After the florist shop, «garden center» and nurs-
ery catch a 16.9% share (showing a 2.0% decrease rate)
each, whereas street kiosk reaches 16.0%, showing a 0.7%
increase rate. The other sales channels play a minor role,
with a share which ranges from 7.2% (corner market) to
2.8% (other sales channels!?), passing through supermar-
kets and hypermarkets (7.0%).

The analysis carried out for each market segment points
out that the flower shop is the main sales channel for flowers
(57.8%), followed by the kiosks (22.6%); potted plants are
mainly bought at the traditional flower shops (39.0%), and
less frequently in the «garden center» and nurseries (31.0%).

The plants consumptions trend indicates a deep change in
the Italian consumer profile, who gives prominence to the
role played by nature in the daily living.

The 2008 ISMEA survey highlights a gradual growth of
plants purchases, with regard either to specific recurrences
or to house and environment embellishment.

Among the main typologies of green plants, cactus and
aromatic plants are the most purchased, whereas among the
flowering plants, cyclamens, geraniums and Poinsettia are
the most cited by the interviewees.

With regard to cut flowers segment, more regular ways of
consumptions are predominant, especially of those related
to specific occasions and recurrences (Mother’s Day,
Women’s Day, St Valentine’s Day, etc.). Among cut flow-
ers, roses are the most frequently mentioned by the inter-
viewees (40.9% of total buyers), followed by Chrysanthe-
mum and various flower bouquet.

In 2008 in the IV Nielsen area (including Abruzzo,
Molise, Campania, Puglia, Basilicata, Calabria e Sicilia)
the overall expenditure was estimated in around 706.0 mil-
lion euro, corresponding to 30.2% of the national total,
showing a 26.2% increase rate compared to the amount of
2005.

The major part of the above expenditure is destined to
flowers purchase (497.6 million euro, + 39.1% compared to
2005), whereas potted plants expense is limited (208.4 mil-
lion euro, +3.2% compared to 2005).

In 2008 penetration index was equal to 46.7%, showing a
growth compared to 2005 (+5.4%), mainly due to the re-
markable growth of plants buyers rather than to that con-
cerning the segment of cut flowers.

10 Tnternet, mail-order catalogues, bricocenter and Do-It-Yourself (DIY).

In the IV Nielsen area the allocation of total expenditure
among sales channels points out the main importance of the
florist shop, with a 60.8% share of the overall expenditure,
followed at a distance by the street kiosk, which has a
20.4% share. More in detail, with regard to flowers prod-
ucts purchases occur more frequently at florist shops
(64.2%) and in the kiosks (24.2%): in both cases, the share
held by the two sales channels increased in comparison to
that of 2005 (respectively, +5.2% and 5.8%). Also as to
plants, florist shop plays a relevant role (52.7%) among the
sales channels, in progressive growth since 2005 (+12.7%),
followed by «garden center» and nurseries (16.3%) and by
kiosks (11.1%), the share of which show, on the contrary, a
significant worsening in the examined period.

6. Summary of survey results

6.1. Socio-economic characteristics of the sample

The 585 consumers interviewed in the survey are mainly
females (54.9%) and to a smaller extent males (45.1%)
aged 18 or more.

With regard to age, people between 30 and 65 years rep-
resent in absolute terms the most numerous group in the
sample (63.9% of total number), whereas people up to 30
years of age and those aged over 65 are fewer, respectively
accounting for 21.9% and 14.2% of overall sample.

As regard to occupational status, 46.4% of interviewees
are engaged in a working activity, 40.3% are unemployed
(students, housewives, retired people, etc.), 9.7% are seek-
ing their first employment, whereas the remaining 3.6% are
out of a job.

With the exclusion of the last ones from the analysis,
managers, employees and teachers make up altogether
26.1%, whereas housewives 21.1% of buyers in profession-
al condition. Both the categories express a stronger interest
in flower and ornamental products, the latter due to a spe-
cial sensitivity to products aimed at the embellishment of
houses and environment, the former due to superior means
(Figure 1).

Figure 1 — Sample composition by professional status.
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With regard to educational qualifications of sample con-
sumers, people who hold senior secondary school qualifi-
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cations (49.0%) are predominant among the buyers, fol-
lowed by those who have primary school or junior second-
ary school qualification (26.3%) and by consumers who
hold a degree (24.7%).

Families are mostly composed of 3 or 4 people (60.8% of
total sample), whereas families of 1, 2, 5 or more people are
less numerous (respectively 6.7%, 16.6%, 15.9% of the to-
tal sample). Families are on a whole composed of 1,975
people.

Just over 48.2% of interviewees stated to usually and per-
sonally deal with purchase of flowers and ornamentals
products.

6.2. Characteristics and motivations of flowers
and ornamental plants consumption

Consumption of flower and ornamental products in the
«Mezzogiornoy regions is characterized by a high penetra-
tion index!!: from the survey it turns up that 74.7% of the
overall sample, correspondent to 437 consumers, buys the
above products, while the remaining part, equal to 25.3%,
states not to purchase them (Table 2).

Both segments of potted plants (flowering and green) and
flowers are widely purchased by sample’s consumers
(64.1% plants and 62.6% flowers), whereas ornamental C-
itrus market is still little developed (buyers represent just
14.0% of total sample).

Table 2 — Purchase penetration index.
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To this end, an interesting fact emerging from the survey
is the apparent overlap between different typologies of
products purchased: 52.0% of interviewees buy without
distinction either flowers or plants, denoting a marked sen-
sitivity to substitution phenomenon. Consumers who pur-
chase in an exclusive way cut flowers or plants represent,
respectively, 10.6% and 12.1% of the whole sample.

Choices between the two segments by consumers is basi-
cally related to various factors, such as season, price, prod-
uct presentation (packaging), etc., elements that can bring
about different purchase attitudes (ISMEA, 2003).

1 Penetration index was calculated by including also the buyers who stat-
ed to purchase both types of products (flowers and potted plants).

12 One or more than once a week: weekly; from one to three times a month:
monthly; from one to six times a year: yearly.

The results of the purchase frequency analysis!2 show
that consumers who buy annually represent a significant
part of the sample; interviewees who state to purchase
monthly flowers and plants are far more numerous than
people who buy them weekly.

The analysis by segment of product highlights substan-
tial differences. With regard to cut flowers, percentage
frequencies between consumers who buy them from 1 to
6 times a year (70.0%) and those who purchase them from
1 to 3 times a month (27.3%), although being pronounced,
are less strong than those concerning potted plants, where
there is a larger gap between consumers who buy annual-
ly (87.0%) and those who purchase monthly (11.7%)
(Figure 2). In both segments weekly purchases are infre-
quent.

In the segment of potted plants, ornamental Citrus are
bought just with annual frequency by «occasional con-
sumersy.

Figure 2 — Frequency of purchase.
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Table 3 — Flowers and plants purchase and
non-purchase motivations.
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The survey of purchase and non-purchase motivations al-
lows pointing out some consumption peculiarities. People
who buy both for personal use (pleasure, house and environ-
ment embellishment) and in order to make a present represent
most of sample (60.9% of interviewees), unlike those who s-
tate to purchase these products for personal use only (17.8%)
or to make a present (21.3%) (Table 3). In the latter, the
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analysis shows that flower and ornamental products are at
times (sometimes) matched with other typologies of goods
(gifts). With regard to cut flowers, they are offered in match-
ing with other goods by 39.1% of sample consumers, quota
which decreases to 29.3% in the case of potted plants, where-
as it is very low when concerning ornamental Citrus (6.1%).

In the questionnaire interviewees were asked to indicate,
in order of preference, gift typologies which they usually
choose when giving a present (Fig. 3).

About the above-mentioned question, it turned out that
flower and ornamental plants are a good alternative (op-
tion) compared to technological goods, gifts and jewellery,
being preferred to them as a second and third choice and,
compared to gifts and jewellery, as a fourth grade.

More seldom, on the contrary, flowers and ornamental
plants are chosen as a first grade, since they are outclassed
by gifts and however outsold by technological goods and
jewellery.

Looking at the single flower species it turns out that ros-
es represent the main typology of cut flower, making up
61.5% of the expressed preferences, followed by tulips
(19.1%), by Lilium (17.7%) and by carnations (17.2%). Or-
chids and flower bouquet (purchased by young consumers
in special occasions such as dinner invitations, recurrences
and anniversaries) are chosen by 16.7% of the interviewees.

Other flowers are mentioned by sample consumers with a
lower frequency, between 10.0% and 14.0%, such as gladi-
olus, daisies, mimosas and chrysanthemums (the last ones
are almost exclusively bought in the occasion of «All Souls
Day»). A restricted number of species is mentioned by less
than 10% of the interviewees.

From the answers given in the questionnaire!3 with re-
gard to purchase occasions, we observe a considerable use
of cut flowers in special occasions (65.6% of the con-
sumers); festivities (40.4% of sample), cemeterial use
(39.9%) and All Souls Day (30.3%) are also impor-
tant occasions for flowers purchase.

Figure 3 — Preference rank among varius products when giving a present.
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tion is still linked to traditionally important occa-
sions; purchase for personal use is, indeed, rather
limited (27.0% of the buyers) (Tab. 4).

Another relevant aspect deducible from the results
of the survey is the share of consumers who give
flowers as a present (62.9% of the interviewees), in
comparison to those who purchase them for personal
use (12.9%) or for both motives (24.2%) (Fig. 4).

The privileged place for flowers purchase is the tra-
ditional florist shop, which was cited by 56.0% of
consumers surveyed, followed by the flower stall
(48.9% of total buyers). Motivations driving con-
sumers to choose these sales channels instead of oth-
er ones such as «garden centery, street traders, su-
permarkets and hypermarkets, are to be searched in

With regard to the motivations of non-consumption ex-
pressed by the interviewees, consumers who do not appre-
ciate this category of products (35.1% of sample con-
sumers), or come across (run into difficulties) troubles in
looking after them (32.4%), or finally consider market price
too high (25.0%), represent significant shares of the overall
sample. Non-consumption due to flower allergy and/or to
lack of habit (17.6%), difficulty of finding these products
(2.7%) is irrelevant.

6.3 Cut flowers consumption

From the survey it turned out that 62.6% of intervie-
wees buy cut flowers (despite exclusive buyers of flowers
represent just 10.6% of the sample) with an annual fre-
quency (70.0%), although consumers who purchase from
1 to 3 times a month represent more than 27.3% of total
sample.

13 In this case questions were presented in a multiple choice format.

the high professionalism resulting from experience,
in the attractiveness, meant as quality and range of products
on offer, as well as in the services built in the product and,
finally, in the possibility of minimizing purchase time, mak-
ing it more effective.

Table 4 — Purchase occasions concerning flower and ornamental pro-
ducts.
Flirvrrs Prided planis  ThrmClBres
Ll ba L a W T
Eperial coisaons (virkis irniversaines, W KEE 4E 305 T
bmbhdave, myrsiakne, &b
Al Soubs Day I 303 6 PE 1 1.z
Pers ol e Wiz ambells himsng | I XNz e & Al
Festreities |51 %akatme, nother's holilavs, Mg d04 W 1% RRTT
o n s hobdays, LChnsimms, Esstond
Cemmeierial use 6 39 Ih &9 D 04
Toitad il of 3] Yl 378 . A -
Sraprees Lher proeeeeng of dereri by colleciod deim

Nursery represents, however, a significant option to the
first two sales channels, even if it has never chosen as a first
option (Tab. 5).
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Figure 4 — Purchase motivation by single segment.
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Table S — Buyers of flowers and ornamental plants by purchase channel.
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Consumers were asked to indicate the average cost per s-
ingle purchase of flowers, choosing among five proposed
options, representing different classes of expense. 45.9% of
surveyed consumers stated to spend on average between
10.01 and 20.00 euro. Buyers who spend amount of money
included in the intervals 5.01-10.00 euro and 20.01-30.00
euro represent respectively 28.4% and 20.2% of the sample.
Average expenses lower than 5.00 euro and over 30.00 eu-
ro are quite uncommon, being indicated just by 2.7% of the
sample consumers (Tab. 6).

Table 6 — Average expense purchase of flower and ornamental plants
products.
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6.4 Consumption of potted plants

Potted plants segment has the highest number of surveyed
buyers, and in the period under observation it shows a pen-
etration index equal to 64.1%, matched, though, by a low

14 pPeriwinkles, Rhododendrons, Yucca, climbing and potted Ivies, Dahlias,
Spathiphillum, Dieffenbachia, Ruscus, Magnolias, Lilacs, etc.,.

frequency of purchase: 87.0% of total buyers make pur-
chases just from 1 to 6 times a year.

From the answers given by the interviewees, it turns out
that there is quite a high number (92) of potted plants ty-
pologies being purchased, with a consequent marked dis-
persion of the answers.

Among the main potted plants typologies, cactus plants
play a significant role (they have been mentioned by 37.3%
of sample consumers), followed by geranium (23.5%), and
by potted roses (14.1%). Other flower species, which col-
lected shares of purchase between 5.0% and 13.0%, are
here reported in decreasing order: pansies, cyclamens, azal-
eas, poinsettia, jasmines, aromatic plants, primroses, garde-
nias, photos, hydrangeas and hibiscus. The remaining
species!4 (recorded in a significant number), were indicat-
ed by the interviewees with percentages between 0.3% and
4.0%.

Purchase of potted plants, unlike the one of cut flowers, is
predominantly aimed at the embellishment of house and en-
vironment (77.9% of the respondents), whereas specific re-
currences such as special occasions (39.5% of the sample)
and festivities (18.7%) are less commonly mentioned by
sample’s consumers; finally, All Souls Day (9.6%) and
cemeterial use (6.9%) represent marginal purchase occa-
sions.

Among the purchase motivations it turns out that plants
are bought for personal use in 43.7% of the sample, and
both as a present and for personal use in 49.3% of the sam-
ple.

Nursery is actually the most used place according to con-
sumers’ answers (49.3%), followed by the florist shop
(43.7%) and street kiosk (36.5%). Other sales channels are
less mentioned by the interviewees, such as supermarkets
and hypermarkets (14.4%) and «garden center» (8.0%).

The average expense in potted plants for the sample con-
sumers is slightly bigger than that concerning cut flowers.
In particular, frequency of buyers spending up to 5 euro is
quite low (1.3%), whereas consumers who spend more than
30 euro are more numerous (7.2%) than those regarding cut
flowers.

On a whole, 75.2% of the interviewees spend more than
10 euro for a single purchase (+6.4% compared with cut
flowers), whereas 24.8% of them destine less than 10 euro.

6.5 Consumption of ornamental Citrus

Within the potted plants segment, in the last twenty years
a rising commercial interest towards ornamental Citrus
(Schimmenti, op. cit.) was recorded. These plants have
been rapidly spreading in vegetable gardens and in proper
gardens, till they have recently reached town flats, thanks to
their evergreen foliage, and to their fruits, aesthetically ap-
preciated by consumers for their shapes and colours.

Although they have been given a growing attention in the
last few years, ornamental Citrus still represent a market
niche. Their penetration index in the investigated sample is,
in fact, only 14.0% when considering the whole number of
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the interviewees, while it goes up to 21.9% if calculated just
on the potted plants buyers.

The low purchase frequency, amounting to 1-2 times a
year, may be attributed partly to the longevity of the species
partly to a market price higher than that one recorded for
other flower and ornamental products.

Lemon is the citrus for which the surveyed consumers
have expressed the highest number of preferences (78.0%)
without a shadow of doubt. Mandarin and orange are men-
tioned by a large part of the sample (respectively 34.1% and
21.9%), whereas kumquat, citron and bergamot were
bought by a percentage of consumers between 6% and
10%. Other Citrus species, such as Clementine, Chinotto,
Lime and Grapeftuit, obtained very low shares of purchase
statements!5.

As observed for potted plants, purchase of ornamental C-
itrus is not related to specific recurrences but to the house
and environment embellishment (78.0% of the Citrus buy-
ers). Purchases for special occasions and for festivities con-
cern, in fact, 25.6% and 15.9% of surveyed buyers.

Among the purchase motivations, personal use and pres-
ent consumption are prevalent (70.8% of overall intervie-
wees); exclusive personal use (20.7%) or present (8.5%)
are motivations less expressed by sample consumers.

With regard to sales channels, nursery is the preferred
place of purchase for nearly the entirety of buyers (86.6%),
followed, by the florist shop with 30.5% of consumers.

As to the average expense, a significant number of sam-
ple consumers (40.3%) spend for purchasing ornamental C-
itrus a sum between 20.01 euro and 30.00 euro; 34.1% of
ornamental Citrus buyers destine on average up to 20 euro
for a single purchase, whereas the remaining 25.6% spend
more than 30 euro.

7. A comparative geographical analysis

In this section of the paper, consumption behaviours and
characteristics of the interviewees are here analysed by re-
gion in order to highlight both common and distinctive
characters.

Penetration index of flowers and plants does not show
high variability, ranging from 66.6% of Calabria to 77.1%
of Sicilia (Fig. 5).

The analysis by segment points out that the consumers
from Puglia, Campania and Sicilia are the most inclined to
purchase cut flowers (respectively 67.9%, 64.4% and
63.8% of the overall regional sub-samples).

With respect to potted plants, the highest penetration index
is obtained by Sardegna, where 70.8% of interviewees state
to purchase. Basilicata, Puglia and Sicilia follow Sardegna
with percentages of potted plants purchases between 69.2%

15 Percentage rates are calculated as ratios between the number of purchase
statements for each typology of ornamental Citrus and the overall number
of ornamental Citrus buyers.

16 Tn Molise the penetration index values are null, due to the limited num-
ber of interviews.

Figure 5 — Purchase penetration of flowers and plants by geogra-
phical area.
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and 64.4%. Sicily has the leading role with regard to orna-
mental Citrus (18.0% of interviewees stated to purchase
them), whereas Abruzzo and Basilicata!® play a marginal role
having penetration indexes between 10.3% and 7.7% (Fig. 6).

Figure 6 — Purchase penetration by single segment and geographi-
cal area.
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The answers to the «Consumption frequency» question
indicate that most interviewees buy the three product ty-
pologies (cut flowers, potted plants and ornamental Citrus)
from 1 to 6 times a year. High percentages are recorded a-
mong consumers from Sardegna (90.2%) and Campania
(88.9%) with regard to potted plants, and among consumers
from Calabria (78.8%) and Sicilia (75.5%) as to cut flow-
ers. Abruzzo and Puglia are the regions where there is the
highest frequency of monthly purchase concerning cut
flowers (41.2% and 35.1%). The former is also the region
where it is recorded the highest frequency of monthly pur-
chase (22.2%). Weekly purchases, finally, are infrequent
and, in some regions, absent. Among «Mezzogiorno» re-
gions, nevertheless, Sicilia stands out either for cut flowers
(7.5%) and for potted plants (2.8%).

In the «Mezzogiorno» regions, the purchases of flowers
and potted plants are linked either to personal use or to give
them as a present.

From the regional analysis it comes out that in Calabria
there is the highest percentage of consumers buying for
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both reasons (71.1% of total preferences), whereas Molise
is the region with the highest frequency of purchases for
personal use only (40.0%) (Tab.7).

Table 7 — Purchase and non-purchase motivations of flowers and
plants by geographical area.
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Among the non- purchase motivations (with the exclu-
sion of Molise due to the limited number of questionnaires
filled out), the most ticked options are high price (in partic-
ular in Campania and Puglia), personal tastes (Sardegna
and Calabria) and difficulties in looking after these prod-
ucts (Puglia and Sicilia).

The answers provided to the question around flower and
ornamental plants products are quite similar in the eight in-
vestigated regions. In particular, potted plants and orna-
mental Citrus are not purchased for particular recurrences,
whereas with regard to cut flowers there is a certain habit in
making purchases.

Also in the choice of purchase channel, differences a-
mong consumers of the «Mezzogiorno» regions are very
limited. Potted plants and ornamental plants are frequently
bought in the nurseries, even if the specialised shops and
the street kiosks represent options often indicated by the in-
terviewees during the survey. The most utilised distribution
channels as to cut flowers are the florist shop and the street
kiosks. Street hawkers, hypermarkets, supermarkets and
«garden center are sales channel little utilized.

Regarding the average expense per single purchase, it
turns out that the differences among the «Mezzogiorno» re-
gions are not relevant.

8. Concluding remarks

Recent consumption trends of flowers and ornamentals
products indicate that the sector is now in the maturity
stage. The economic development of society, the higher
level of available per capita income and a growing sensibil-
ity towards environmental aspects have brought about deep
changes in purchase behaviours.

Flowers and ornamental plants, initially considered as
goods to be bought just in traditionally important occasions,
today tend to satisfy broader needs and therefore consump-
tions are more distributed during the year.

As it turns out from the present survey, the consumption
of flowers and ornamental plant is characterised by a high
penetration index both for plants and for cut flowers, in
spite of the stated difficulties in treating them and — some-
times — of the low liking towards them.

Ornamental Citrus are — on the contrary — exchanged in a
niche market, characterised by a limited number of buyers,
mainly concentrated in Sicilia, by a low frequency of pur-
chase, and by an average expense which is far higher than
the one surveyed in the other market segments (cut flowers
and potted plants).

Cut flowers and ornamental plants are purchased both for
a personal use and as gifts in special occasions; in the latter
situation they — especially potted plants — are sometimes
bought in combination to other goods. Consumers consider
them as excellent options when compared to technological
goods, gifts and jewellery, presumably due to their ease of
finding them and to their high flexibility of use (invitations,
anniversaries, festivities, etc.).

Whereas consumptions of potted plants and ornamental
Citrus seem not to be connected to specific purchase occa-
sions, cut flowers are in fact bought in relation to specific
situations.

Product typologies which interviewees mainly state to
purchase are roses, lilium and tulips among cut flowers,
whereas cactus plants and geraniums play a relevant role a-
mong potted plants.

Specialised florist shop, privileged purchase channel for
cut flowers sales, here loses part of its importance in the
purchase of potted plants and, mainly, of ornamental Citrus,
where nursery is the most widely utilised sales channel.

In the «Mezzogiorno» regions, the flowers and potted
plant sector shows strong possibilities of development, ei-
ther on the supply side — thanks to the favourable climatic
conditions and to the high professionalism of entrepreneurs
— or on the demand side (despite the substantial differences
among the various typologies of product), when consider-
ing the growth potential of market penetration.

In such a context it would be desirable to offer new serv-
ices to consumers, such as the opening of flowers and or-
namentals outlets inside the shopping centres and provide
the packaging of these products with additional information
on cultivation requirements of plants and flowers.

On the supply side, firms could carry out some techno-
logical innovations, such as the production of goods at high
added value, or the supply widening through the develop-
ment of market segments today still little expanded, operat-
ing through distribution channels such as large scale and
specialised retailers, today just marginally utilised both for
ornamental plants and for cut flowers.

At the same time, the production of flower and ornamental
crops through organic techniques might represent one of the
possible ways to gain new markets. This choice could con-
tribute, on one hand, to satisfy a growing demand for organic
flower and ornamental goods, expressed by a category of buy-
ers particularly sensitive to environmental and ethic issues, on
the other hand organic flower production could reduce the en-
vironmental damages caused by the use of chemicals in the a-
gricultural process (Schimmenti, Galati, Carapezza, 2009).

These actions altogether would contribute to find a solu-
tion for one of the main critical issues in the sector, the low
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frequency of purchases — noticed in a prevalent way in the
potted plant segment — trying at the same time to free flow-
ers and ornamental plants consumptions from traditional re-
currences.
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