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PREFACE 

This publication is the second of a series based on Hawaii's phase of 
Western Regional Marketing Project WM-24 on "Market Development for 
Selected Horticultural Specialty Crops." The Agricultural Experiment Sta
tions of California, Colorado, Hawaii, Oregon, and Washington and the 
Agricultural Marketing Service of the U. S. Department of Agriculture are 
cooperating in conducting various phases of this regional research. 

The study on which this report is based is financed by Federal funds 
authorized under the Hatch Act (amended), and allocated to Project 363 
of the Hawaii Agricultural Experiment Station. 

Appreciation is expressed to all of the flower shippers of Hawaii who 
cooperated so generously in providing information on their business 
activities. The author is also indebted to the many recipients of direct mail 
shipments who responded exceptionally well to the questionnaire that they 
received with shipments of floral products from the Territory. Mrs. Grace 
Unemori and Mr. Paul Mori provided valuable assistance in collecting and 
analyzing the data contained in this report. A number of consb·uctive 
suggestions for improvement of the manuscript were received from co
workers in the College of Agriculture and from colleagues located on the 
Mainland. 

The color photograph on the cover of this publication was made avail-
able through the courtesy of Paradise of the Pacific, Ltd. '"" 



HIGHLIGHTS 

1. In 1956 and 1957 approximately 85 flower dealers in Hawaii shipped 

• 

floral products directly to consumers on the Mainland. These direct ship
ments had a value of about $750,000 per year on an f.o.b. Hawaii basis. 

2. Direct mail shipments of Hawaiian floral products are largely an 
outgrowth of the tourist traffic and the movement of military personnel 
in and out of the Territory. 

3. The large-volume items among the direct shipments to consumers 
are anthuriums, fresh tropical mix, orchid corsages, orchid leis, and dry 
materials, particularly woodroses. 

4. The great bulk of floral products used for direct shipment are 
purchased from growers on a negotiated price basis by the dealers involved. 
Although half of the shippers grow a varying part of the items they ship, 
the independent local growers provide a much larger part of the total 
volume. 

5. Most sales for direct shipment to consumers are the result of visits 
to florists by prospective purchasers. Tourists and military personnel 
account for a high proportion of these orders. Few sales aids other than 
price lists are used by the dealers. Very little advertising or other sales 
promotional work is done. 

6. Prices quoted on direct mail shipments vary greatly from dealer to 
dealer at any given time but show remarkable stability over time so far as 
any one dealer's price schedule is concerned. 

7. Standards of size, quality, and condition vary markedly among the 
dealers who ship floral products to mainland consumers. Differences in 
standards are responsible for some of the price variations. 

8. Transportation cost and poor condition of shipments on arrival are 
listed by the shippers as major obstacles to further development of direct 
mail shipments from Hawaii. Industry-wide action is needed to overcome 
problems of grading and pricing and to conduct an educational program 
aimed at mainland consumers and island visitors. 

9. Practically all fresh flowers shipped to mainland consumers are 
routed via airmail-special delivery. Dry materials are often mailed by 
parcel post. Delivery time required for airmail packages to the Pacific 
Coast is usually less than 48 hours from time of mailing in Hawaii. To reach 
consumers in other areas of the Mainland, packages sent by air are mostly 
en route for 48 to 72 hours . 

10. Less than 10 percent of the anthuriums and other similar fresh cut 
flowers are reported by recipients to be in other than good condition on 
arrival. In contrast orchid corsages, except those made of vandas, and 
orchid leis are damaged in some respect in over 20 percent of the direct 
shipments containing these products. About one in six packages containing 
dry materials shows damage on arrival. 
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11. Mainland consumers have a high regard for the esthetic value of 
Hawaiian floral products. About 9 of each 10 recipients of consumer pack
ages indicated that they liked the flowers very well. 

12. Responses from mainland consumers who received Hawaiian flowers 
by mail indicate that these products are more acceptable for gift purposes 
than for one's own use. Fresh cut flowers such as anthuriums are somewhat 
more acceptable to mainland consumers than are orchids, leis, and dry 
inaterials from Hawaii. 
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DIRECT MAIL SHIPMENTS OF HAWAIIAN 
CUT FLOWERS AND FOLIAGE 

Part II of a Market Appraisal 

C. W. Peters 

INTRODUCTION 

Flower growers and dealers in H awaii have been shipping floral 
products directly to mainland consumers for many years, but the major 
development of this activity has occurred since 1940. Some of the less 
perishable items, such as woodroses and ti leaves, have been shipped by 
steamship, but in general the direct shipments to consumers are moved by 
airmail. During World War II the large military population of Hawaii 
did much to stimulate the shipment of cut flowers and foliage from the 
Islands to individuals on the Mainland. Although the military personnel 
currently stationed in H awaii or passing through the area still account for 
an important part of the sales of floral products for direct mail shipment, 
the bulk of this business is now generated as a by-product of the tourist 
traffic which has expanded greatly since 1950. 

Several previous reports of research in the marketing of Hawaiian 
flowers and foliage have been published by the Hawaii Agricultural 
E xperiment Station.1 All of these earlier reports have been concerned 
primarily with the commercial-type shipments moving through the conven
tional wholesaler-retailer channels. Floral products from Hawaii have 
been encountering a constantly intensified competitive situation in the 
commercial flower markets . Shipments of cut flowers to the Mainland by 
air and ocean freight have dropped by over one-third since 1951, although 
total tonnage of floral products shipped has been relatively stable due to 
increases in quantities of foliage and ti cuttings moved through mainland 
dealers . 

With the constant tightening of the competition in commercial channels, 
coupled with the apparent inability of the shippers in H awaii to organize 
for effective market development on the Mainland, it is lcgical that in
creased emphasis should be placed upon direct mail shipments as a tech
nique for marketing flowers produced in the Territory. In one of the 
previous reports on the marketing of H awaiian flowers and foliage, Rada 

'Alice Kono, Hawaiian Flowers and Foliage, Production, Markets and Shi.pments, 
1949-52, Hawaii Agr. Expt. Sta. , Agr. Econ. Rpt. 15, April 1953. 

C. W . Peters, Selling Hawaiian Floral Products on the Mainland-A Market Ap
praisal, Part I, Hawaii Agr. Expt. Sta. , Agr. Econ. Bui. 10, December 1956. 

C. W. Peters, Marketing Hawaiian Orchids, Hawaii Farm Science, Vol. 6, No. 2, 
September 1957. 

Edward L. Rada, Some Problems of Marketing Hawaiian Floricultural Products 
on the Mainland, Hawaii Col. Agr., Agr. Econ. Rpt . 4, March 1951 (Processed). 

Edward L. Rada, Marketing Floral Products-Here and There, Hawaii Col. Agr. , 
Agr. Econ. Rpt. 8, ( First Floral Clinic Proc. ) August 1951 (Processed) . 

Edward L. Rada, Mainland Markets for Hawaiian Flowers and Foliage. 
Hawaii Agr. Expt. Sta. , Agr. Econ. Rpt. 9, 163 pp., illus., February 1952. 
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recommended that direcc selling be given more attention as an effective 
outlet for these products.• In designing the current research program in 
the marketing of Hawaiian floral products, it was decided to investigate 
and report the direct mail shipments as a separate phase of the project. 
The findings are expected to be of considerable interest to shippers in 
other production areas, particularly those located in the Western Region 
of the United States, as well as of value to Hawaii's flower dealers who 
rely upon direct selling for about one-third of their total volume of business. 

PROCEDURE 

During 1956 and extending into 1957 a survey was conducted among 
all flower dealers located on the islands of Oahu and Hawaii who were 
known to be shipping Hawaiian floral products to the Mainland. A total 
of 92 shippers were visited by research personnel but of this number 15 
dealers shipped only through commercial channels: Among the remaining 
77 respondents, 67 were doing business on Oahu and 10 were located in Hilo. 
It is estimated that some 85 dealers in the entire Territory are presently 
making direct mail shipments to mainland consumers; thus the coverage 
of the survey exceeded 90 percent of all dealers so engaged. 

The purpose of the dealer survey in Hawaii was to obt::iin at firsthand 
an explanation of operating policies and practices employed by each shipper. 
In the course of the personal calls on dealers, information relating to the 
handling of commercial-type shipments was also recorded in those cases 
where floral products were shipped through the conventional wholesaler
retailer channels. 

It was further desired to learn about the time required for delivery of 
packages, the condition of flowers and package on arrival, and the reaction 
and attitude of consumers who received direct mail shipments of Hawaiian 
cut flowers and foliage. In approaching this objective, the medium used 
was a self-addressed and stamped return postal card questionnaire. These 
postal cards were placed inside 2,000 consumer packages shipped by 24 
dealers at intervals from February 1956 to April 1957. About 1,000 of 
these postal card questionnaires were returned by persons located in all 
sections of the Mainland. This information obtained directly from recip
ients of direct mail shipments provides the basis for appraising in part the 
effectiveness of handling and packaging methods, as well as an indication 
of what steps should be taken by Hawaii's shippers to increase this segment 
of their business. In evaluating the survey results it must be recognized that 
an element of bias may be present. It is not known, for example, whether 
the respondents had a more active or sympathetic interest in Hawaii and 
its products than did the non-respondents or whether the respondents 

'Edward L. Rada, Mainland Markets for Hawaiian Flowers and Foliage, 
Hawaii Agr. Expt. Sta., Agr. Econ. Rpt. 9, 163 pp., illus. , February J952. 

3Shipments through commercial channels, as used throughout this report, are 
those shipments moving through wholesale and retail dealers as contrasted to deliveries 
directly to individual consumers. 
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represent a precise cross section of mainland consumers who receive direct 
shipments of Hawaiian flowers. 

DESCRIPTION OF THE TRADE 

Hawaii dealers who ship floral products to the Mainland by direct mail 
are heavily concentrated on Oahu. In addition to being the center of popu
lation in the Territory, Honolulu is the focal point of both tourist and 
military traffic which provides a setting that tends to stimulate the sale of 
gift items for direct shipment to the Mainland. Between 65 2nd 70 Hono
lulu and rural Oahu florists engage regularly in the business of shipping 
packaged B.owers and foliage directly to mainland consumers. In Hilo 
about ten dealers solicit this type of trade and on the remaining islands of 
the Territory, it is estimated that from five to ten florists ship gift packages. 
To reliable or exact data are available concerning the value of these direct 

mail shipments but it is likely that at present they may represent a return 
of approximately three-fourths of a million dollars per year f.o.b. Hawaii. 
This estimate is based in large part on the actual experience of 30 combina
tion wholesale-retail shippers in 1955 and on other indicators such as a 
survey of postal expenditures conducted by the flower shippers of Hilo. 
At this level the value of shipments directly to consumers is about two and 
one-half times the comparable estimate for 1949 when the figure was placed 
at $290,000 by Rada.' 

The greatest concentration of flower dealers specializing in direct ship
ments in any one area of Hawaii is found in the Waikiki district of Honolulu. 
These shops cater in large part to the tourist trade and their sales for local 
use tend to be a secondary source of income. As table 1 indicates, however, 
tl1e usual pattern is for local sales to dominate the business of the Hawaii 
florists. Over three-fourths of the florists surveyed report that more than 
half of their dollar volume is made up of local sales. In contrast only 
one-fifth of the dealers are selling over half of their products for direct mail 
shipment to the Mainland. In most cases the Hawaii florists who ship "gift" 
packages are the usual, conventional type flower shops located throughout 
the cities of the Territory. Several dealers, particularly in Hilo, do not make 
any effort to develop local sales, but prefer to depend almost wholly on 
tomist and military trade. 

Another important segment of the direct mail shipments has its origin 
on the Mainland. This phase of the business is generated initially by several 
mainland firms that specialize in promoting the sale of certain Hawaiian 
floral products such as vanda orchid corsages, woodroses, and ti cuttings. 
The items offered by these dealers are generally advertised extensively in 
newspapers, magazines, sales bulletins, and other media. Sometimes the 
products offered are shipped to consumers directly from Hawaii by affiliates 
of the mainland firms , but there are a number of cases in which the Hawai
ian products are processed and shipped from mainland points. 

'Edward L. Rada, Mainland Markets for Hawaiian Flowers and Foliage, 
Hawaii Agr. Expt. Sta., Agr. Econ. Rpt. 9, p. 19. 
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TABLE 1. Relative importance of sales intended for local use and for mainland 
shipment, 75 Hawaii flower dealers, 1956 

Proportion of total sales Sales intended Sales intended for 
by individual dealers for local use mainland shipment 

Percent No . of dealers No. of dealers 

None.................... .................... 1 0 
l - 10.... ...... ......... .... ............... . 4 35 

l l - 25... ... .................................... 5 12 
26-50............ ..... .................. ..... 9 13 
51- 75.............. .. ..... ................. 13 8 
76-90............. .. ... .......... .. .... .. .. . 14 4 
91- 100.................... .... ..... ........... 29 3 

1-----------1-----------
Total.. ... ...... ........ .... ........... 7,5 75 

In most cases a general line of Hawaiian flowers and foliage is offered 
by the Hawaii dealers who ship directly to consumers. Among the fresh 
cut flowers, the items sold most frequently are anthuriums and a tropical 
mix which usually includes anthuriums, gingers, birds of paradise, and 
certain foliage. Vanda and cattleya orchids are shipped mostly as corsages 
and they account for the major part of the orchid sales. The other important 
classification among the floral products sold for direct shipment is made up 
of the dry materials. Woodroses, both plain and in arrangements, are the 
most important commodity in this category of Hawaiian floral products. 
Foliage such as ti and croton leaves and ti cuttings are other products found 
frequently among the direct mail shipments. In general, foliage is not 
shipped as a separate item, but is used in combination with cut flowers as 
one part of a mix or arrangement. 

Physical facilities and equipment required in packing flowers for main
land shipment are relatively simple and in most cases they represent only 
a nominal investment by the shipper. At most the packing room will ordi
narily contain several plain tables on which the preparation and packing 
are performed; racks, cans, or holding vats for the fresh cut flowers ; a 
stapling machine for assembling fiber boxes; a sealing machine for dis
pensing gummed tape; and storage space for packing supplies, dry floral 
materials, etc. In a few cases dealers have refrigerated storage for orchids 
and special work areas for the processing of dry materials, ti cuttings, and 
arrangements. Sometimes the packing is done in the backroom of the retail 
store or showroom, but other dealers carry on this activity in the same 
space in which their floral products are displayed to the public. Almost 
all of the shippers maintain a display space of some kind. This particular 
part of the shop tends to be of greater importance in the retail flower shops 
that cater heavily to local or carry-out b:ade. 

OPERATING METHODS 

In the survey of 77 H awaii dealers who shipped floral products directly 
to mainland consumers, the major attention was devoted to the collection 
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of information concerning operating policies and practices. Particular 
emphasis was placed on sources of supply, sales promotion, pricing pro
cedures, and trade problems. The section that follows is based upon data 
obtained in person from the shippers and is an outline of the principal 
factors involved in carrying on the business of selling Hawaiian flowers and 
foliage for direct mail shipment to mainland consumers. It is apparent 
that many of the findings reported have a direct bearing on and are of 

i 
interest to flower dealers elsewhere who are engaging in a similar type of 
business. 

Sources of Supply 

A majority of the flower dealers who ship consumer packages from 
Hawaii purchase almost all of their supply of floral products outright from 
growers ( see table 2). At the same time almost half of these shippers are 
growing a part of the products that they handle. ln most cases, however, 
the proportion produced by the dealer himself is small, usually less than 10 
percent. Orchids of various kinds are the items that appear most frequently 
among the list of commodities that dealers grow for their own account. 
A few retailers are handling flowers on consignment from the growers, but 
this method of procurement is relatively unimportant. Classified among the 
growers in Hawaii are a considerable number of persons who gather foliage 
and ti cuttings that grow wild on both public and private lands in certain 
of the wet, humid areas of the Islands. 

TABLE 2. Procurement methods for floral products, 77 Hawaii flower dealers, 19.56 

Quantity procured through Channels of supply utilized by dealers 
each channel by individual 

dealers Grow own tluy outright 
from growers 

Buy on consignment 
from !lrowers 

Percent No. of dealers No. of d ealers No. of dealers 

None............................................. 39 1 74 
l - )0..... .......... .. ......... ...... ............ 22 2 0 

11-25.................. ........... ........ .. .... 5 3 3 
26-50. .............. ..... ......... ............... 6 3 0 
51- 75. ...... ........ ........ ...... ............... 2 6 0 
76 -90............................................ 1 9 0 
91- 99........... ................... ............. 1 14 0 
100.............................. .................. 1 ----- 39 0 

Total.. ................................... 77 77 77 

Purchase agreements between dealer and grower are almost always 
verbal and there is considerable bargaining, particularly during periods of 
short supply. In general, however, dealers tend to depend upon the same 
growers for their supply of flowers throughout the year. Of late there has 
been noted a tendency for some of the larger shippers in Hawaii to expand 
their own production of floral products. This increased production of 
flowers by shippers is perhaps a logical result of difficulties experienced in 
arranging for an assured and steady supply at all times of the year. 
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Obtaining Orders 
Most of the initial sales of floral products for direct mail shipment from 

the Territory are the result of "drop in" calls by prospective buyers. 
tourists who are visiting Hawaii in constantly greater numbers (168,829 in 
1957 ) provide a principal source of orders for flower shipments to con
sumers on the Mainland. For the most part these orders are gifts to friends 
or relatives. Military personnel stationed in the Islands or merely passing 
through the area a e another important group in accounting for the volume 
of direct mail shipments. Local residents who send flowers to the Mainland 
as gifts also provide a fairly important amount of business for Hawaii's 
shippers. In the "repeat sales" category it is probable that local residents 
are the major buyers although some such purchases are made both by 
visitors who have returned home and by persons who have received 
packages from Hawaii as gifts. 

Sales aids used by Hawaii florists as a means of stimulating their direct 
mail shipments consist almost entirely of gratuities to visitors, both civilian 
and military, and the distribution of price lists. One of the methods em
ployed is to route tourist groups to the flower shops and gardens, where 
the visitors are given a free guided tour and often each is presented an 
orchid corsage or a lei by the dealer. In these cases time is always provided 
for members of the tour to place orders if they so desire. About one-third of 
the florists have a printed price list that is available to the general public. 
Beyond this a few dealers have brochures and other explanatory printed 
materials that are used for distribution among visitors or for insertion in 
the packages that are shipped. Some of these sales helps are illustrated 
in figure 1. 

Almost no newspaper or magazine space is used by these shippers to 
promote the sale of Hawaiian floral products. Such limited advertising 
as is used by Hawaii dealers is restricted almost entirely to small ads in 
local publications. The only organized effort by local dealers to develop 
direct shipments on the Mainland itself has consisted of sales materials, 
mostly price lists, that have been mailed to persons whose names appear 
in the guest registers or shipment records maintained by the shippers. In 
contrast to the lack of mainland promotion by the Hawaii shippers them
selves, several firms with headquarters on the Mainland have engaged iu 
large scale advertising campaigns promotmg the sale of such items as vanda • 
corsages, woodroses, and ti cuttings. Some of these products are shipped 
directly from Hawaii to the individual purchasers and thus contribute 
heavily to the volume of direct mail shipments. Figure 2 indicates the type 
of advertising program conducted on Hawaiian products by mainland B.rms. 

The majority of shippers stated that they relied mostly on customers 
and friends for their publicity. Several indicated that they have been quite 
successful in developing repeat business as a result of customer satisfaction 
with prices, quality, and service. Maintenance of an attractive place of 
business, including effective displays and arrangements of products offered 
for sale, is another method employed in developing the direct mail 
shipments. 
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Pricing 

In determining prices on direct mail shipments, the flower dealers of 
Hawaii generally base their quotations on cost of the product plus a margin 
to cover expense of handling and packaging and to provide an increment of 
profit. Of the 77 dealers surveyed, 73 said that "cost plus" served as the 
primary basis of their price determination. There were 21 in the group 
who also considered the price schedules of local competitors when estab
lishing or revising prices. Nine shippers adjust the prices of certain com
modities according to the season, with summer prices usually being lower. 

Although only 25 of the 77 dealers use a formal, printed price list that is 
available to the public, all of the florists visited informed the research 
workers that uniform prices are quoted to all customers. It is probable, 
however, that some deviations from the regular schedule are made in 
special circumstances such as volume orders and sales to special customers. 
Despite this observation, it is evident that prices are generally quoted on a 
uniform basis. The "printed" price lists that are used range from calling 
card size to letter size and they may be actually printed or they may be 
mimeographed or otherwise duplicated. In a few instances the price list 
contains illustrations of the products offered for sale. 

Once established, the price schedules of the Hawaii dealers are remark
ably stable. Some of the prices on direct mail shipments that are now used 
have been in effect for two or three years. Except for the nine shipper,, 
who consider season of the year in their prices, it is the usual practice to 
adhere to the same rates the year around. The reasoning responsible for 
maintaining a uniform price over a considerable period of time seems 
to center on the belief that where floral products are sold mostly to 
transients for gift purposes there is little or nothing to be gained from fre
quent or minor changes in the prices. This view is probably quite sound 
so long as the price schedule in use is set up on a reasonable basis. 

Price uniformity among the dealers shipping fl.oral products to mainland 
consumers is limited to prices quoted from time to time by individual 
shippers for their own products. Such uniformity certainly does not exist 
when the schedules of different dealers are compared. The variation is 
readily noted from the contents of table 3 which is a summary of prices on 
certain .important items as quoted in 1956. In this tabulation the prices 
are listed on an f.o.b. Hawaii basis" although many dealers include shipping 
and delivery charges when quoting prices. Differing treatment of shipping 
and delivery charges in quoting prices tends to exaggerate the variations in 
the price lists of the various dealers. The greatest range in prices of the 
principal items shipped to mainland consumers is found in anthuriums. 
On small size anthuriums the range of adjusted prices is exh·eme and 
extends all the way from less than $1.00 to a high of over $7.00 per dozen. 
Despite this range it is noted tl1at about 50 percent of the quotations are 
in the $2.00 to $3.49 grouping. About the same situation prevails on the 
medium and large size anthuriums. A part of the reason for this variation 

'•"f.o.b. Hawaii" includes delivery of the packages to the post offi ce or airport. 
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TABLE 3. Distribution of prices, f.o.b. Hawaii, quoted on certain flowers by 77 Hawaii dealers 
who shipped flowers by direct mail to mainland consumers, 1955-561 

WoodrosesVanda leis- eachAnthuriums- per dozen Orchid corsages-each per dozen 
Prices f.o.b. Hawaii Vanda Vanda MaunaSmall Medium Large Cattleya RegularRegu larJoaquim' hybrid' Loa 

Dollars Percent of dealers 

I-' 
CJ:) 

Less than 1.00__________________ 
1.00-1.49_____ -----· -· .. ·- __-- _--- _-· 
1.50-1.99___________________________ 
2.00-2.49_________________________ __ 
2.50-2.99_____ _________________ __ ___ 
3.00-3.49___ ___ ___________ __________ 
3.50-3.99__ __ ___ -----·--·--- --------
4.00-4.49___________ __ ____ ___________ 
4.50-4.99___________________________ 
5.00-5.49_____________________ ____ __ 
5.50-5.99____________ ____________ ___ 
6.00-6.49_______________ ____________ 
6.50-6.99___________________________ 
7.00-7.49________ ___________________ _ 
7.50-7.99___ ------------ --- ---- --- --8.00-8.49__ ___ __ ____ __ ______________ 
8.50-8.99__ ____ ___ _____ __ ___ __ __ ____ 
9.00 or more_____________________ 

1 
3 

12 
14 
20 
14 
12 

9 
3 
6 
2 
2 
1 
1 

9 
5 

13 
19 

6 
16 
8 

13 
3 
2 
2 
3 
1 

4 
4 

16 
10 
10 
2 
4 

22 
9 
3 

16 

4 
11 
18 
25 
28 
12 

2 

11 
26 
37 
17 
9 

25 
19 
31 
13 
9 
3 

26 
39 
17 
7 

11 
16 
25 
28 
16 
10 
2 
3 

20 
47 
25 

6 
2 

Total ..................... .. ..... .. .. 100 100 100 100 100 100 100 100 100 
Average price (dollars) 3.07 4.77 6.98 3.17 1.54 2.46 1.35 4.03 1.68 

1Prices indicated do not include any charges for transportation and delivery from Hawaii to the mainland destination. 
' Mostly 3-flower corsages. 



in anthurium prices must be related to the absence of recognized grades 
and to the consequent lack of agreement in the trade as to just what con
stitutes "small", "medium", and "large". Another factor is the difference 
in packing methods and materials used by the various shippers. A further 
consideration is the fact that some dealers are located differently than 
others and for this reason alone must or can maintain a higher or lower 
price level. Average prices per dozen of anthuriums packed for mainland 
shipment were $3.07 for small, $4.77 for medium, and $6.98 for large. 

Orchid corsages are priced much more uniformly than are anthuriums 
and most other fresh cut Hawaiian flowers. At least half of the prices 
reported on cattleya, vanda Joaquim, and vanda hybrid corsages fell within 
a $1.00 range. The cattleya ( single flower ) was listed most frequently in 
the $3.00 to $3.99 groupings while the majority of vanda Joaquim corsage;; 
were priced at from $1.00 to $1.99 each for the three-flower type. Half of 
the prices listed for vanda hybrid corsages packed individually for mainland 
shipment were between $2.00 and $2.99 for each corsage of three flowers . 
Average prices were $3.17, $1.54, and $2.46 for the cattleya, vanda Joaquim, 
and vanda hybrid corsages, respectively. 

Leis assembled from vanda Joaquim orchids are one of the more im
portant items in the list of floral products shipped to mainland consumers. 
In general there are two types of vanda leis; one is made of the entire 
flower strung singly and the other consists of only the more highly colored 
and heavier center portions of the vanda orchids. The single or "frill" lei is 
a lower priced item than the "Mauna Loa" type which requires much more 
in the way of both materials and labor. Almost two-thirds of the price 
quotations on the single leis were below $1.50 each on an f.o.b. Hawaii basis. 
Over half of the prices reported for the ~fauna Loa lei were in the $3.50 
to $4.49 groupings. It is on leis made from vanda Joaquim orchids that 
most of the seasonal pricing is found. Vandas are usually plentiful during 
the summer and the price of the flowers is usually low at that time. 

Among the nc1merous dry floral materials shipped from Hawaii, the 
woodrose, in both the regular and the baby type, is the single item 
accounting for the bulk of the volume. Prices quoted on regular (large) 
size woodroses are quite uniform and in the survey almost half of the 
quotations were found to be between $1.50 and $1.99 per dozen. Arrange
ments of dry Hawaiian floral products that contain a number of different 
materials, including woodroses, are among the best selling commodities 
in the list offered by the local shippers. In composition and price, these 
arrangements vary greatly but the majority of sales are made in the range 
from $2.50 to $7.50 each f.o.b. Hawaii. Most dry materials are shipped to 
mainland consumers by the regular parcel post service for which the rate 
is considerably less than for airmail. 

Other important contributors to the volume of Hawaiian floral products 
moved through direct mail shipments are the various mixes of fresh tropical 
flowers and such novelty items as the ti cuttings for propagation as house 
plants. Rooted plants, particularly orchids and anthuriums, are offered 
for sale by several shippers. Prices of these commodities are not at all 
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TABLE 4. Obstacles impeding further development of direct mail 
shipments of Hawaiian floral products to mainland consumers, 

as reported by 77 Hawaii dealers, 1955-56 

Nature of problem Percent of dealers1 

Inferior quality shipped ........................................... ............... .... ..... .. ...... . 34 
Packaging ... .. .................... ............................ ............................ ....... .... ...... 16 
Cost of transportation ......................................... ........................... ............ 45 
Local pricing practices .. .... .................................... ..................... .. ........... 27 
Unfamiliarity of mainland :people with tropical flowers .. ....... .. ............ 19 
Competition of mainland flowers ........... .. ...................... .. ... .... .......... ..... 21 
Freezing and heat damage in transit .................. ...................................... 34 
Poor handling and delays in transit .......................................... ... ..... ..... 27 
Lack of organized market development program ........ .. .......................... 23 
Small backyard shippers .................... .. ...... .. ................................. .. ........... 14 
Uncertainty of supply of flowers ....................................... .. .................. . 13 

1 Most dealers reported more than one item. 

uniform because so much depends upon size, variety, color, and other 
variable factors. 

Obstacles and Problems 
An expression of trade opinion concerning the factors or influences that 

stand in the way of an increase in direct mail shipments was one of the 
objectives of. the dealer survey. Each of the 77 shippers visited was asked 
for his views on the obstacles and problems that hinder further development 
of shipments to mainland consumers. As table 4 indicates, there was a 
reasonably high rate of agreement on major impediments. 

Transportation problems, involving mostly rates and arrival condition, 
were mentioned most frequently. Poor practices among the shippers, par
ticularly in relation to grading and pricing, were next in importance with 26 
dealers criticizing the questionable quality of some shipments and 21 
indicating faulty pricing practices among local dealers. Along the same 
line 11 dealers were critical of the so-called "backyard" shippers for their 
alleged failure to maintain a reasonable price sh·ucture and tendency to 
ship inferior products. Another significant number of responses revolved 
about the entire problem of market development and promotion. Eighteen 
shippers, or almost 25 percent of the total, viewed the initiation and opera
tion of an organized program of market development as the greatest present 
need of the indush·y. Sixteen dealers mentioned competition of mainland 
flowers as a major factor impeding the expansion of direct shipments while 
15 others pointed out unfamiliarity of mainland people with Hawaiian 
products as an obstacle. These last two factors are closely related but dif
ferent aspects of the same problem. Packaging problems, including design, 
carrying qualities and packing procedures, were listed as serious obstacles 
by 11 shippers. Ten dealers have had difficulty in obtaining a steady 
supply of floral products from growers with the most acute problem in this 
respect occurring at holiday periods. 

Corrective or preventive action is being initiated by some dealers in 
meeting certain difficulties mentioned above. Some of the problem areas 
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are beyond the reach of an individual shipper, however, and only group 
action is practicable as a relief measure. In the latter category are the 
broader aspects of the transportation problem where rates, handling in 
transit, and delivery schedules are involved. In the same classification arc 
the several important aspects of the entire market development problem 
where no one shipper is large enough to be able to bear the cost of an exten
sive advertising or educational program at home or on the Mainland. 
Individual shippers have a better opportunity to attack certain other 
problem areas such as those having to do with grading, pricing, packaging, 
and local trade practices but even here much more rapid progress would 
be likely if the Hawaii shippers were organized into effective and active 
trade associations. At the time of the survey there was no territory-wide 
organization of flower shippers. The local associations of shippers and/ or 
growers that have been set up on the individual islands, such as those on 
Oahu and Hawaii, represent a forward step in meeting industry-wide prob
lems but these organizations do not yet appear to have been accorded the 
necessary support by the potential membership in their respective areas. 
Thus, to the list of obstacles and problems of the Hawaii flower dealers 
who ship consumer packages to the Mainland, there should be added the 
lack of effective organizations through which an industry self-betterment 
program might be implemented. 

SURVEY Of MAINLAND CONSUMERS 

Among the persons in best position to express an opinion of Hawaiian 
floral products shipped to the Mainland by direct mail are the recipients 
themselves. In a few cases Hawaii dealers who ship consumer packages 
have conducted private surveys among individuals to whom they shipped 
floral products. It is generally difficult for a commercial firm to obtain an 
objective response, however, and the fact that the package being evaluated 
is usually a gift tends to complicate the problem. To meet the need for 
more complete information on the transportation and handling aspects of 
direct mail shipments, as well as an expression of consumer attitude toward 
and satisfaction with the product shipped, a survey of individuals to whom 
packages of Hawaiian floral products were mailed was conducted as a 
special phase of the research program of which this report is a part. The 
results of this survey are summarized in the section that follows. Findings 
indicated are purported only to represent the response of those persons 
among the recipients of the questionnaires who saw fit to complete and 
return the schedule. Some bias is undoubtedly present in the returns but 
no attempt has been made to identify the nature or extent of such bias. 

Survey Methodology 

From the total of 2,000 stamped and addressed postal card questionnaire 
forms ( illustrated in figure 3) that were distributed there were slightly over 
1,000 completed forms returned. Each of these cards was individually pre
coded in such a way that the commodity shipped, transit time, and destina-
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I 

UNIVERSITY OF HAWAll HAES Project 363 
Honolulu. Hawaii 

By <1Jl1wering lhe qu·eatlons below. you can help us greatly In our work on the matkeHng 
ot Hawallan flowers. You: reply ls CONFIDENTIAL and no postage la needed, Thank you. 

l. What date did this package arrive: ...................... Time: AM ........ PM ....... . 
2. Was package damaged: No ........ Slightly ........ Badly ....... . 
3. Condition of flowers: Good ........ Wilted ........ Crushed ........ Faded ....... . 

Fro%en ...... .. Bruised ....... . 
4. Do you like the flowers: Very well ........ Fairly well ........ Slightly ....... . 

Not at all ....... . 
5. Have you used Hawaiian flowers before: Yes ........ No ....... . 
6. Do your local florists sell Hawaiian flowers: Yes ........ No ....... . 
7. In the future would you buy these flowers (al For yourself: Yes ... ..... No ........ 

Perhaps .. ...... (bl As a gift: Yes ........ No ........ Perhaps ....... . 
If no or perhaps. what inJlu·ences you: Price ............ Availability ............ 

Prefer other flowers ........ Quality ........ Limited uses ....... . 
Hard to arrange ..... ... Other ............................................................................. . 

8. How would you rate this container and the lob of packing as to attrac-
tiveness: Excellent ........ Good ........ Fair ........ Poor ....... . 

FIGURE 3. Postal card questionnaire used to survey recipie:1ts 
of direct mail shipments of H awaiian floral products. 

tion by geographic area could be ascertained for each response. The cards 
were then placed in packages shipped by the 24 dealers mentioned above. 
Although the survey period extended over a 15-month period in 1956 and 
1957, most of the cards were enclosed with packages shipped before various 
holidays occurring during the period. Only a very small proportion of the 
packages included in the survey were shipped to the purchasers themselves; 
i.e. , practically all were gifts to friends or relatives. 

The mainland consumers who returned the postal cards indicated the 
day and time of arrival of the package. Condition of both package and 
contents was reported along with an appraisal of the recipient's reaction 
to the floral products and the quality of the packaging job done by the 
shipper. Availability of Hawaiian products in their own localities and 
previous experience, if any, with such flowers were other data obtained 
from the 1,000 respondents participating in the survey. 

Delivery Time 

Speed of delivery is an element of prime importance in the shipment of 
fresh flowers where extreme perishability is an inherent quality of the 
product. Practically all fresh cut flowers shipped from Hawaii through 
either the commercial or consumer channels are moved by air. Even dry 
floral materials are often shipped by air in order to reduce the time in 
transit. Airmail-special delivery is the usual service utilized in shipping 
fresh flowers by mail directly to consumers. \Vhere dry materials are 
involved there is a considerable volume moved by regular parcel post via 
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Loading airmail packages of Hawaiian floral products aboard plane in Hawaii . Light 
weight mesh bags are used for this purpose by the Post Office Department. 

steamship where the rate per pound shipped is only about one-third of the 
airmail rate.0 

Over half of the packages shipped to the Pacific Coast states by airmail 
reach their destination less than 36 hours after delivery to the post office in 
Hawaii ( see table 5 ) and only 22 percent of these shipments require over 48 
hours in transit. Very few direct mail shipments are delivered in less 
than 36 hours in other sections of the United States. This is true even in 
the Mountain States. Shipments into the Southern area required the most 
time of any when the several geographic areas are compared. Almost half 
of the direct mail shipments by air are en route for over tw,1 and one-half 
days before reaching the Southern consumers. The record is only slightly 
b etter for shipments to the Northeast. In the Central Stc1tes over two-thirds 
of the airmail shipments reach their de tination in less than two and one-half 
days. By combining all airmail shipments, it was found th;1t less than 20 
percent were delivered on the Mainland in less th an 36 hour, after mailing 
in Hawaii. 

0As of January l, 1958 the U. S. airmail rate was $0.80 per pound or fraction 
thereof and the special delivery rate ranged from $0.30 to $0.60 depending upon wei9ht 
of the package. The parcel po t rate from Hawaii to the Mainland was $0.32 tor 
the first pound and about S0.19 per pound thereafter. · These rates have not been 
altered by the revised chedu le of postal charges effective August 1, 1958. 
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TABLE 5. Time required for delivery of Hawaiian floral products shipped to certain 
mainland consumers, by airmail and by parcel post, 1956-57 

Destination, by area 
Airmail shipments Total

Pacific Mountain Central Northeast South 

Time in transit' Percent Percent 
Less than 24 hours .. ... . ... . . 12 4 1 l l 4 
24-36 hours ········ --- ··--·- ---- -- --- ····· · 46 11 4 1 15 
37 -48 hours .. .... ... . .... ... . . . . .. ... ... . . 20 36 36 29 19 29 
49-60 hours ................ ...... ... ....... 14 21 30 28 32 24 
Over 60 hours .. . .. . ..... .. . ... .. . . .. .. . . . 8 28 29 42 47 28 
Total ..................................... ... .. l------c--=---=------,-;:-;:,-------=-=--::---------=-=-- - ------c100 100 100 100 =-=:----l----100___ _100 

Parcel post shipments 

Time in transit' Percent Percent 
Less than 10 days ..... ...... __ ...... . 5 33 11 8 
10-15 days ........ .............. ... 48 11 17 24 
16-20 days ...... .......... .. .. ... .. ..... ... . 47 67 67 75 100 63 
21-25 days .......... ....... ... .... ......... . 8 2 
26-30 days ................................ . 11 3 
Over 30 days ............................. . 
Total ............... .. ...... ........ ... ...... .. ,---...,-,,-c-------~c-------,-,,-,,--------,-c--c----------100 100 100 100 100 100 

'Time in transit is considered to begin upon delivery of the package to the post office in Hawaii and to end upon receipt of the 
package by the addressee at the mainland destination. 



Floral products shipped from Hawaii to mainland consumers b y regular 
parcel post consist mostly of dry materials and ti cuttings. In the Pacific 
Coast area these shipments require from 10 to 20 days depending upon 
how close the mailing date is lo the sailing date of the next steamship 
carrying the U.S. mail. In all other areas of the Mainland the bulk of the 
parcel post shipments to individuals require from 16 to 20 days for delivery. 

If 36 hours or less is considered an optimum delivery period for fresh 
cut flowers then it is only on the Pacific Coast that there is presently a 
satisfactory record on direct mail shipments from Hawaii. In tabulating and 
analyzing the results of this survey, it was noted that the service to small 
towns and rural areas was much slower than that found for packages 
addressed to the larger cities. On the basis of these findings on delivery 
time, it is evident that the shippers and the carriers in cooperation with 
the U.S. Post Office Department should devote particular attention to an 
effort to reduce the frequency of "over 60 hour" deliveries. 

Arrival Condition 
Survey results indicate that the containers used in shipping Hawaiian 

Rowers to mainland consumers are arriving in generally satisfactory con
dition. Table 6 shows that in the case of fresh cut flowers there was no 
damage to the package in transit in 97 percent of the shipments. It is only 
where dry materials were shipped that any serious amount of damage 
occurred to the container. The fact that the fresh items moved by airmail 
and most of the dry by boat via parcel post may provide a logical explana
tion of the reason for 16 percent of the boxes containing dry materials 
being damaged. The findings in this respect tend to confirm the commonly 
held belief in the trade that parcel post shipments receive rough b·eatment. 

So far as condition of the flowers themselves on arrival is concerned, 
table 7 shows that the fresh cut flowers other than orchids and leis were 
reaching the consumers with the leas t apparent damag(~. inety-one 
percent of these items ( anthurium, bird of paradise, ginger, heliconia, etc. ) 
were reported to have arrived in good condition with only 5 percent 
crushed or bruised and 4 percent wilted, faded, or frozen. The greatest 
amount of damage from crushing or bruising occurred in the dry materials 
where 14 percent of the shipments showed this type of damage. It should 
be noted that in the dry materials the percentage of shipments showing no 

TABLE 6. Intransit damage to containers ( exclusive of contents) used to ship 
Hawaiian Aoral products to certain mainland consumers by direct mail, 1956- 57 

Product shipped 

Vanda orchids (Joaquim and hybrid ) .... ............ 
Cattleya and other miscellaneous orchids ...... .. 
Vanda leis ....... ...... ...... .... ............ .......... .. ............. 
Fresh cut flowers ..... .... ......... ..... ... ..................... . 
Dry cut flowers .................... .............. ... ... .......... .. 
Average . . . . . . . .. . . . . . . . .. . . . . . . . .. . .... . .. . . . . . ... . . . . . . . . . 

Extent of damage 

None I Slight Severe Total 

Percent Percent Percent Percent 

98 1 1 100 
97 3 0 100 
97 2 1 100 
97 2 1 100 

__84__,__1_4_ _ ,___2__,_ _ l_O_O_ 
96 3 J 100 
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TABLE 7. Arrival condition of Hawaiian floral products shipped to certain 
mainland consumers by direct mail, 1956-57 

Conclition of flowers 
Product shipped 

Good Cmshed 01 
bruised 

Wilted, faded, 
or frozen Total 

Percent Percent Percent Percent 

Vanda orchids (Joaquim and hybrid ) .. . 
Cattleya and miscellaneous orchids -···-· 
Vanda leis ····· · ····· · ··········------ ·-···· ·- -- --······· 

82 
75 
80 

7 
9 
6 

11 
16 
14 

100 
100 
100 

Fresh cut flowers ·· · ··· ················· -· -- ---·-·· · 
Dry cut flowers ------·····················----- ---··· · · 

91 
83 

5 
14 

4 
3 

100 
100 

Average · · · ·· · ······························· · ··· · --- ----- -- 83 7 10 100 

damage to the container on arrival is similar to the figure for "good" condi
tion of the contents. Rough handling en route or poor packaging, or a 
combination of both, probably accounts for the relatively high degree of 
intransit damage to dry materials. 

Cattleya and other orchid corsages, except vanda Joaquirn and hybrid 
vanda, were reported to have arrived in the least satisfactory condition of 
any flowers among the major groupings of Hawaiian floral products shipped 
by mail. Damage from crushing and bruising was indicated in 9 percent 
of these orchid shipments, but the greater difficulty resulted from wilting, 
fading, and freezing which damaged 16 percent of the flowers in this group. 
Similar forms of damage to the vanda orchids were less serious with the 
result that 82 percent of the vanda Joaquim and hybrid vanda corsages 
arrived in good condition. It is probable that the smaller and lighter weight 
vandas would normally be expected to show less damage in transi t. The 
results of this survey also indicate that the vandas may be less susceptible 
to wilting and freezing due to changes in temperature and humidity while 
en route to their destination. Leis of vanda Joaquim orchids were reported 
to have been in good condition in 80 percent of the cases reported. Crushing 
and bruising was less important as a cause of damage for leis than for 
corsages, but the percentage of leis that were wilted, faded, or frozen was 
quite high at 14 percent. Taken as a group 83 percent of the consumer 
deliveries of floral products from Hawaii arrived in satisfactory condition. 

The need for aggressive action to reduce to the maximum extent prac
ticable the incidence of damage to direct mail shipments is indicated by 
the fact that almost one of each five packages contained produ cts that were 
damaged in some respect on arrival. Most Hawaii shippers are probably 
unaware of the high incidence of poor arrival condition b ecause in many 
cases a person receiving the package as a gift will not complain either to 
the donor or to the shipper. 

Attitude Toward Hawaiian Flowers 
One question asked in the survey was designed to obtain an indication 

of the response of the recipient of Hawaiian flowers to the product itself. 
In a very high proportion of the returns, the individuals receiving the 
packages from Hawaii stated that they liked the flowers "very well". In 
fact, less than one-half of one percent rated their response as not liking the 
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flowers at all. The percent of "very well" answers to the queston on degree 
of liking for the flowers was as follows for the several commodity groups: 

Kind of fiower Percent of "very welr' responses 
Vanda orchids (Joaquim and hybrid ) 93 
Cattleya and miscellaneous orchids 94 
Vanda leis 93 
Fresh cut flowers 96 
Dry materials 88 

On the basis of this indication of attitude, it seems apparent that the 
Hawaiian floral products shipped to mainland consumers are being ac
corded a generally favorable response. In considering attitudes of indi
viduals, it is of interest to know what proportion of the mainland consumers 
have previously been exposed to or have actually used Hawaiian floral 
products. Previous use of the several types of floral products shipped 
from Hawaii was indicated to have been: 

Kind of Hawaiian fiower Percent using previously 
Vanda orchids (Joaquim and hybrid ) ·18 
Cattleya and miscellaneous orchids 45 
Vanda leis 56 
Fresh cut flowers 36 
Dry cut flowers 23 

It is perhaps significant that the most distinctively Hawaiian items such 
as vanda leis and cut tropical flowers ( anthuriums, ginger, heliconia, etc. ; 
had been used previously by over half of the persons who recei ved direct 
mail shipments from Hawaii. Vanda Joaquim orchids are known by many 
mainland people because of their extensive use for promotional and give
away purposes. Other orchids, except vanda hybrids, have been on the 
mainland market at all times because they are produced in volume in many 
areas other than Hawaii. Dry materials from the Islands have only in 
recent years made their appearance in most mainland markets and they 
do not have wide distribution even now. It is partly for this reason that only 
23 percent of the persons receiving packages containing dry items from 
the Islands reported previous use of such materials. 

Availability of Hawaiian floral products in florists' shops on the Main
land is another factor affecting the response of consumers to direct mail 
shipments from the Territory. Responses to survey questions show that 
on the average only 29 percent of the local florists patronized by the 
respondents were known to be handling Hawaiian flowers and foliage. 
The number of local florists reported as having no Hawaiian items in 
stock was equivalen t to almost half of the cases reported. In the remaining 
24 percent of the responses, the mainland consumers did not know whether 
their florists offered any Hawaiian floral products for sale. There was no 
important difference in the responses for the various kinds of flowers except 
for an indication that vanda orchids and leis were carried least frequently 
by mainland florists. This result is in line with the findings reported in 
the initial report of research conducted under this project.' 

'C. W. Peters, Selling Hawaiian Floral Products on the Mainland-A Market Ap
praisal, Part I, Hawaii Agr. Expt. Sta., Agr. Econ. Bui. 10, December 1956. 
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TABLE 8. Rating of the manner in which Hawaiian floral products were packed 
for shipment to certain mainland conswners by direct mail, 1956-57 

Rating by recipient 
Product shipped 

Excellent Good Fair Poor 

Percent Percent Percent Percent 

Vanda orchids ... ........................ ....... . 
Cattleya and miscellaneous orchids .. 
Vanda leis .. .............. ....................... ... . 
Fresh cut flowers ...... ......................... . 
Dry cut flowers ............................... . 

64 
66 
71 
78 
69 

28 
27 
22 
20 
20 

5 
6 
5 
1 
6 

3 
1 
2 
1 
5 

Average ... ............................ ................ . 70 24 4 2 

Total 

Percent 
100 
100 
100 
100 
100 

100 

Attractiveness of pack has a strong influence on the initial reaction of 
the recipient to the product received. Responses summarized in table 8 
indicate that in general the Hawaii shippers are doing a satisfactory job 
of shipping an attractive appearing product. Seventy percent of the pack
ages were rated "excellent" and another 24 percent were considered to b e 
"good". The best performance from the standpoint of attractiveness or eye 
appeal was reported for the fresh cut flowers which were mostly anthuriums 
and mixed tropical flowers. Orchids and leis had 7 to 8 percent of packages 
rated as "fair" and "poor". The least satisfactory results were found in 

Packing Hawaiian floral products for direct shipment to mainland consumers. 
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the dry materials where 11 percent of the shipments were listed below the 
"good" category. A frequent complaint on dry arrangements was centered 
on the use of finely shredded packing materials that both detracted from 
the appearance of the product and proved difficult to remove. 

Future Purchases of Hawaiian Flowers 
From table 9, it is clearly evident that Hawaiian flowers are considered 

by most people as being particularly well suited for use as gifts. In all 
categories of floral products, the percentage indicating a positive or favor
able attitude toward purchase of flowers from Hawaii was over 50 percent. 
Fresh cut flowers appear to have the best possibilities so far as repeat 
business is concerned, with almost two-thirds of the respondents stating 
that they would buy these items for their own use. Seventy-three percent 
said they would purchase fresh cut Hawaiian flowers for gift purposes. 
Dry materials were the least acceptable of the indicated groups of floral 
products so far as probability of future purchases is concerned. 

The number of mainland consumers who said flatly "no" to the question 
of buying these products in the future was relatively small with 15 percent 
on vanda corsages and leis for personal use of the buyer at the top of the 
list. This figure ranged down to a low of 2 percent who said they would 
not buy fresh cut flowers as a gift. In all of the flower groupings included 
in the survey, there was a substantial number who said "perhaps" to the 
question of future purchases. This important element of uncertainty in
volved from 23 to 35 percent of the persons included in the several cate-

TABLE 9. Attitude toward future purchase of Hawaiian floral products, as 
expressed by certain mainland consumers who received 

direct mail shipments, 1956-57 

Product shipped 
Likelihood of future purchase 

Yes No Perhaps Total 

Vanda orchids 
For self 
As a gift 

Cattleya and misc. orchids 
For self 
As a gift 

Vanda leis 
For self 
As a gift 

Fresh cut flowers 
For self 
As a gift 

Dry cut flowers 
For self 
As a gift 

Average, all products 
For self 
As a gift 

62 
68 

59 
68 

58 
68 

66 
73 

51 
60 

Percent 

15 23 
5 27 

10 31 
5 27 

15 27 
4 28 

9 25 
2 25 

14 35 
9 31 

Percent 

100 
100 

100 
100 

100 
100 

100 
100 

100 
100 

61 
68 I

12 27 
5 27 

100 
100 
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gories. Where an answer of "perhaps" is found, it is likely to be closer to 
"no" than to "yes" and on balance the bulk of these responses would 
ultimately turn out on the negative side. After allowing for the probable 
negative balance of the "perhaps" replies, it remains evident that more 
than three out of four mainland people who received direct mail shipments 
of flowers from the Territory would be actively interested in buying the 
same flowers again. This group is a logical focal point for promotional 
efforts at such time as Hawaii's flower shippers move more aggressively in 
the direction of broadening their sales program. 

Where mainland consumers answered "no" or "perhaps" in response 
to the question on future purchase of Hawaiian flowers, they were aske,l 
to indicate the major reason for their attitude. The type and relative fre
quency of the replies to this section of the questionnaire may be summarized 
in the following manner: 

Reason Percent of replies 
High price 23 
Limited availability 28 
Prefer other flowers 11 
Poor quality 4 
Resh·icted uses or hard to arrange 23 
Other 11 

Total 100 

Heading the list of the reasons given for lack of active interest in future 
purchases was the limited availability of Hawaiian flowers and foliage. 
This could reasonably be taken to mean ( 1) that local florists patronized 
by the persons responding do not carry the Hawaiian items and ( 2 ) that 
Hawaii shippers are not making any determined effort to develop a repeat 
market among the persons who receive direct mail shipment3. High prices 
were listed by almost one-fourth of the respondents as the principal deter
rent to future purchases. An equal number ( 23 percent ) believe Hawaiian 
flowers are difficult to arrange and have only limited uses. This attitude 
is a reflection of the acute need for a general educational program aimed at 
creating a better understanding of all Hawaiian floral products and their 
uses. It is obvious that most mainland residents do not know how to 
realize the maximum of satisfaction from use of exotic type floral products. 

Eleven percent of the respondents stated quite frankly that they pre
ferred other types of flowers. This response is also closely related to the 
broad problem of securing a more widespread acceptance of exotic type 
flowers on the Mainland. Only 4 percent of the replies placed the blame 
for lack of interest in future purchases directly on poor quality of products 
received from the Islands. Almost an equal number indicated dissatis
faction with arrival condition of the package as a deterrent to future 
interest in Hawaiian flowers. Other responses included the considerable 
number of cards received from persons who either do not like flowers 
in general or who do not appreciate exotics in particular. Those who 
strongly dislike exotics usually consider the flowers too large or the colors 
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too violent, and some base their attitude on the belief that Hawaiian flowers 
are too "different". Another group said that it is too inconvenient to order 
flowers from Hawaii and that the time in transit and the risk of damage 
are too great. 

\,Vhen the survey results are classified by geographic areas, it becomes 
clearly apparent that the interest in Hawaiian products is relatively greater 
on the Pacific Coast than in any other section of the Mainland. The Central 
and Northeast regions show greater resistance to flowers from Hawaii with 
the Southern and Mountain areas displaying somewhat less interest than 
the Pacific Coast states. The fact that a relatively greater number of Pacific 
Coast residents have visited or are familiar with Hawaii may account in 
large part for their more favorable attitude toward Hawaiian floral products. 
Another factor is the more widespread handling of these products by retail 
florists in Pacific Coast cities. 

OBSERVATIONS AND SUGGESTIONS 

In the course of this particular phase of the research on the marketing 
of Hawaiian floral products there were developed a number of salient 
points which deserve some further attention and thought. The following 
list represents some of the factors that particularly deserve to be considered 
in any effort to expand the volume or improve the efficiency of the direct 
mail shipments from the Territory. 

Policies and Practices 
1. In Hawaii the development of direct shipments of floral products to 

consumers has been largely as a side line of local retail business or mainland 
commercial shipments. This trade has increased as a by-product of and 
incidental to the growing tourist traffic and heavy movement of military 
personnel in and out of Hawaii. 

2. With only a few exceptions, grading is strictly an individual affair 
with varying standards noted on size, quality, and condition. 

3. The price structure is not well stabilized in the industry. Differences 
in the price of any particular item, as quoted by the various shippers, are 
sometimes extreme. 

4. Hawaii flower shippers must consider the possibility that a marked 
increase in direct mail shipments to consumers may result in some difficulty 
in trade relations with wholesale and retail dealers on the Mainland. 
Perhaps a system of price differentials could be devised to minimize this 
problem. 

5. Flower shippers may benefit from examination of methods employed 
by other lines of business where direct mail shipments are important. 

6. Office procedures for recording and routing orders can be improved 
considerably in many cases. 

7. More attention might be given to sale of rooted plants for direct 
mail shipment to consumers. 

8. There may be some advantage in quoting all prices of direct mail ship
ments on a delivered basis. The average buyer is probably not interested 
in the detail of the h·ansportation charge. 



Packaging and Handling 
1. Organized experiments on type, quality, and method of packaging 

are needed as one important step in an effort to reduce damage in transit. 
2. By working in closer cooperation with carriers and the post office 

department it may be possible to conduct a joint program aimed at improved 
handling of direct mail shipments. 

3. Eye appeal of packages and arrangement of products in the container 
can and should be improved, particularly for the dry materials shipped. 

4. If deliveries of parcels for shipment by U.S. airmail could be made 
directly to a sheltered area at the airport within a reasonably short time 
before plane departure, it should be possible to reduce handling and heat 
damage to some extent. A branch post office arrangement at the airport, 
particularly in Honolulu, may be a possibility. Time required and handling 
involved in transshipment of packages from Hilo and other points on the 
Neighbor Islands must be held to a practical minimum. 
Selling and Market Development 

1. The sales program of the direct mail shippers could be improved 
greatly at small cost through a systematic follow-up aimed especially at 
persons who visit local florists and at purchasers and recipients of mail 
shipments. 

2. There is a definite need for more and better descriptive materials that 
will tell the recipients something about the name and background, and 
the care and use of the Hawaiian floral products. 

3. An educational and promotional program through which the public 
on the Mainland can be made more aware of the floral products available 
from Hawaii would stimulate direct sales. 

4. More aggressive salesmanship could be used to advantage by a 
number of the shippers. 

5. The practicability of tying direct shipments of floral products in with 
direct selling of other products such as fruits or handcraft should be 
explored. 

6. Improved selling aids such as actual displays or color illustrations 
of products would be helpful in stimulating the "walk in" trade. 

7. The major emphasis in selling should be placed on a limited number 
of products that ship well and that have been popular with both buyers 
and recipients of direct mail shipments. 

8. The economic feasibility of advertising through various media on 
the Mainland should be explored further. 

9. Shipments of fresh flowers by mail into certain rural areas or small 
towns where delivery time is slow should not be encouraged unless the 
sale is made with full knowledge on the part of the buyer that the flowers 
may deteriorate in transit. 

10. Recipients of direct mail shipments of Hawaiian floral products need 
to be encouraged further to report damage or poor arrival condition to the 
shippers. In too many cases at present the person receiving a package of 
Hawaiian flowers as a gift will not be openly critical of the product even 
though it may arrive damaged or in otherwise poor condition. 
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