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Message to the Horticulture Industry

We are very pleased to presentyouwith AlFAmer i ca Sel ectionsdé first an

The goal of an AAS Annual Report is to improve the communication channels between All-America
Selections and its constituents. AAS has experienced a number of changes in the past 12-18
mont hs, and we believe itds important for you, 0

of our organization in terms of its health, and its past, present and future activities.

Most organizations have had to tighten their belts and ride out the current state of the global econ-

omy. AAS is no different, and webdbve faced a numb
the horticultural industry have had an impact on AAS as it was originally conceived, and we are

working hard to accommodate those changes. For instance, there has been a significant number of
breeding company consolidations that have significantly impacted our pool of entries. The swing

from seed produced ornamentals to vegetative ornamentals has also provided challenges that are

currently being addressed. On the other hand, the emphasis on locally grown produce has pro-

duced a record number of vegetable entries this year. The pendulum swings both ways.

In the following pages you will find information that is factual, candid at times, but also with a clear
sense of optimism for our future. The changes that have taken place over the last 18 months are in
response to an organization that recognizes both its strengths and weaknesses, and is taking ac-
tion. Although the last few years have been less than hoped for, we are starting to see glimmers of
a very positive future. All-America Selections is your organization, and it plays a vital role in the
overall marketing plans of all companies in horticulture. Thus we are eager to share the following

facts, challenges and opportunities with you.

S B Gyt

Victoria Rupley Diane Blazek
President Executive Director
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AAS Trial Entry Report

Following is a historical picture of the number of entries into the AAS Trials, showing a decline in

recent years. In response to this trend, in late 2009 the AAS Board of Directors created a hew

timeline for AAS Winner introduction called the Immediate Introduction. Similar in many ways to

the old Fast Track program, it allows breeders a shorter time frame from trialing to market intro-
duction. With todaydés speed of communication, the
each segment of the distribution chain more efficiently. Note the huge jump in vegetable entries in

2011. The assumption is twofold: the Immediate Introduction program was well received by the
vegetable side of our mar ket , and theredéds a | ot 0
gardening in response to our current economic climate.

There are now three opportunities for introduction, once all criteria have been met: early February,
early July and early November. This change was made to shorten the time-to-market for AAS
Winners, and has been enabled by our current speed of communication. In the past, it was fairly
easy to target one market segment before another. Today, the internet not only makes it easier to
distribute news and information but also makes it more difficult to release the staggered introduc-
tion announcements of the past.

Bedding Vegetable
Year Flower Trial Plant Trial Trial Total
2011 4 2 20 26
2010 4 3 5 12
2009 5 2 6 13
2008 9 3 5 17
2007 11 8 10 29
2006 7 8 9 24
2005 13 6 5 24
2004 18 9 7 34
2003 17 12 8 37
2002 20 10 15 45
2001 8 18 7 33
2000 22 17 17 56

_AMER,
vx\ Cy

(5}

SNo1a3V

4  All-America Selections 2011 Annual Report



AAS Winner Publicity Report

TheAllFAmeri ca Selections office continually trag

consumer and trade media, including blogs, newspapers, magazines, radio shows, and more.
In 2010, we were able to track 377 unique articles.

Following are the details of the 2010 AAS Publicity Program and information from the previous
four years:

Year # of Articles # Consumer # Trade
2010 377 306 71
2009 203 169 34
2008 173 153 20
2007 217 194 23
2006 283 255 28

Year-To-Date Publicity

Our publicity this year seems to be gathering momentum, because through August, 2011 we had
289 consumer articles and 70 trade articles published mentioning AAS. Compared to the same time
period in previous years, we are seeing a significant increase in activity:

Year (Jan-Aug) Consumer Trade

2011 289 70 :
2010 253 45 \\
2009 113 18 |
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You're sure to lure lively hummers

to your backyard with these picks
from All-America Selections.

This article, in Birds & Blooms,
featured an article on Top 10 AAS
A E/e/% Winners to attract hummingbirds.
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AAS Trial Grounds and Judges

Becausethe AF-Amer i ca Sel ections tagline is ANTested Nat
for us to have a broad number of judges in key geographic areas. As shown in the chart below, not
only have we added a trial category (Cool Season Bedding Plant) since 2005 but we have strategi-
cally increased the number of judges in each category. An increase for pure mathematical reasons
was not the approach taken for this strategy. The AAS office analyzed the states and provinces
that did not have an AAS Trial Ground but would make horticulture sense to have one. It also be-
came apparent that bedding plant growers who already had experience in trialing were very inter-
ested in becoming AAS Trial Judges. Thus, we also evaluated growers in the key states that were
lacking an AAS Trial site, and started making contacts with larger growers who had experience with
trialing annuals and vegetables. We successfully added judges in some key states to even out the
mix of breeding companies, universities, public gardens and growers. In the future, as industry
shifts and personnel changes occur, and as judges retire, we will continue to look at the mix of
types of judges, geographic location and more, to determine the best possible mix of AAS Trial
Grounds and Judges.

2005 Judges
Flower Bedding Vegetable Cool Season

Judges 32 22 20 21
States 19 11 12 14
Provinces 5 4 4 1
2011 Judges

Flower Bedding Vegetable Cool Season
Judges 36 25 26 22
States 23 15 17 15
Provinces 4 3 4 1
Trial Ground Business Type
Grower/Garden Center 9
Public Garden 5
Seed Company 20
University 18
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AAS Display & Preview Gardens

AAS Display Gardens

The nearly 200 AAS Display Gardens are a vital component of the AAS publicity program for
the visibility they provide our Winners to their visitors and local media. We currently have at
least one AAS Display Garden in 44 states and six Canadian provinces.

The AAS office is taking the same approach with Display Gardens as we are taking with the
AAS Judges and Trial Grounds. As of April 2011, only six states are lacking a Display Garden:
Connecticut, Hawaii, Montana, New Mexico, Nevada and Wyoming. We have one staffer dedi-
cated to finding reputable public gardens in those states and contacting them about becoming a
Display Garden for 2012. We are also working on adding Canadian provinces in the same man-
ner. It will be a great public relations opportunity to announce that we have an AAS Display Gar-
den in all 50 states as well as the seven Canadian provinces.

Another part of our overall improved communication plan for All-America Selections is to create
an Advisory Board of AAS Display Gardens. The first step is to select five or six gardens that
have always been very responsive and creative. Next we will ask our contacts from those gar-
dens to serve on this Advisory Board to not only share their enthusiasm, but to also give guid-
ance to other gardens who want to follow in their successful footsteps.

Based on feedback from our Advisory Board we hope to create an e-newsletter going directly to

our Display Garden contacts. The purpose of this e-newsletter is to share AAS news and pro-

gress with this very important group -IbYfo UAASSe | A S S af
press releases and publicity packages so the Display Gardens have simple-to-use documents

to help publicize the fact that their garden is an AAS Display Garden. As AAS increases top of

mind awareness (TOMA) and becomes a resource for gardeners and writers, our goal is to

bring more visibility to the AAS Winners and the story behind those winners.

AAS Preview Gardens
Preview gardens are another very important part of the AAS publicity program. Our preview gar-
dens are select garden writers and/or publishing houses who trial the AAS Winners in their own
test gardens, then write about their own experi-
ences. Currently we have just over 130 Preview
Gardens and will consistently update and add to
the list to have the most active garden writers
and bloggers on that list.
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