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The South’s Premier Source for Fine Sterling.

For Holidays  
and Every Day 

petal pusher

h.bloom 
Based in New York but with 
13 locations across the U.S. 
and growing, this floral 
subscription and delivery 
service uses cutting-edge 
technology to streamline 
its business. Cofounder 
Bryan Burkhart chats with 
flower about the company’s 
innovative approach  

By JENA HIPPENSTEEL  

Bryan Burkhart, right, 
and Sonu Panda co-
founded H.Bloom in 
2010 with a desire to  
use their software  
background to deliver  
a product people love. 

flower: Bryan, tell us a little bit about your-
self. What did you do before starting your  
own business, and how did you get the idea 
for H.Bloom? BRYAN: I studied business at  
the Wharton School at the University of 
Pennsylvania, which is where I first met my 
cofounder for H.Bloom, Sonu Panda, who 
studied engineering. Prior to H.Bloom, we both 
worked for a software company called Callidus, 
a business we helped grow. I joined when it was 
a start-up and Sonu joined me about a year later. 

When we left in 2009, we had the idea to start a 
business that uses software to deliver a product 
or service instead of being purely a software 
company. We looked at a bunch of different in-
dustries and decided on flowers. It’s a really big 
market, it’s something that everybody loves, and 
it’s also an industry that hasn’t seen a tremen-
dous amount of technological innovation. So we 
started H.Bloom in April 2010.

Technology and the flower business don’t 
often go hand in hand. What kinds of clients 
does H.Bloom attract? The majority of our 
clientele is corporate. We have over 800 hotels, 
restaurants, offices, retailers, buildings, salons, 
and spas that count on us to deliver flowers  
to them every week. We also handle their  
events and any gifts they want to send to their 
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ABOVE LEFT: H.Bloom 
creates customized 
arrangements for its 
clients, taking into ac-
count everything from 
color to size, scent to 
specific blooms.  
ABOVE RIGHT: The com-
pany’s floral designers 
stay informed about 
upcoming orders 
through the software 
program created by 
cofounders Burkhart 
and Panda.  
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customers. Additionally, we have residential 
customers who view flowers as living art and want 
them in their homes every week. 

When clients sign up for a subscription, are 
they able to customize what kinds of arrange-
ments they want? We have account managers 
in each of our markets who use our software on 
their iPhone or iPad to collect feedback from 
customers and put it in our system. The feedback 
can be in terms of height and size, color, specific 
varieties, scent or no scent, and design style— 
garden, modern, structural, etc. We have a 
database of hundreds of thousands of what we 
call recipes, which are arrangements made up of 
individual stems but are associated with differ-
ent attributes. So, if a customer says, “I want tall 
and yellow, but don’t use sunflowers. It can’t be 
scented, and it can be between $100 to $200,”  
our database suggests arrangements that we’ve 
previously produced that will be good fits for  
that particular client. 

Can you give me a rundown of a day in the 

life of an H.Bloom floral designer? Say one of 
your clients, Lululemon for example, needs a 
new arrangement at one of its locations. What’s 
the process from start to finish? The key for our 
operation to work is the software program com-
bined with the skills of our designers. Because  
the majority of our business is subscription, we 
know in advance what’s going to happen on a 
daily basis in studios around the country. Our 
software shows our designers a list of customers 
who need arrangements that day, as well as  
each one’s specific guidelines based on the  
customer’s feedback. 

There’s also part of the software—essentially 
the delivery manifest—that shows the delivery 
folks which arrangements need to be delivered 
and where they need to go. When they make a de-
livery, they get a signature on their mobile device, 
take a picture of the arrangement in the setting, 
and document any feedback. Our software makes 
all of this available to our designers and account 
managers, so they can see in real time how many 
of the arrangements have been made and how 
many of the deliveries have been finished. 

If a floral designer wants to work with you, 
how can he or she become part of the H.Bloom 
family? Just email us at hbloom@hbloom.com. 
We get emails every week, which is amazing, but 
we have a vetting process because we want to 
make sure our designers are the best of the best. 
Once a designer is approved, we equip him or her 

“Though we have hundreds 
of deliveries across the 
country every day, we want 
to take the opportunity 
to thrill each customer 
every chance we get.”
–BRYAN BURKHART
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H.Bloom’s clients 
include more than 800 
businesses, two of which 
are Eleven Madison Park 
restaurant, above, and 
the American Chemistry 
Council. Thanks to the 
subscription service, 
new arrangements 
arrive regularly so that 
spaces are never with-
out fresh flowers. 

with our entire software platform. One of the 
cool things about our business is that not only do 
we get to provide a delightful experience to our 
customers, but we also help the terrific artists 
that are H.Bloom designers, because they’re able 
to do what they love to do and do best. 

H.Bloom’s SEED program, which trains your 
account managers, has been a success and has 
really helped expand your market across the 
country. What do the “seedlings” learn in the 
program? There are three main components to 
the program: One is learning all about the flower 
industry, the second is all about H.Bloom, and 
the third is all about our customers. We have a 
set of corporate values, and the very first is “each 
delivery is the only delivery.” Though we have 
hundreds of deliveries across the country every 
day, we want to take the opportunity to thrill 
each customer every chance we get.

Finally, Bryan, now that you’ve been working 
in the floral industry for a few years, what’s the 
most surprising thing you’ve learned? Flow-
ers make such a positive, emotional impact on 
people. This is a product that is universally loved. 
To be in a business where the end product is 
something that brings people a moment of hap-
piness is pretty cool. P
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