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W
e talk about Mother Nature 
a lot in this industry, and for 
good reason. Everything from 
a few seemingly harmless rainy 

weekends in a row to much more detrimental 
flooding can take a toll on business.

I headed to Colorado the week after Mother’s 
Day to visit garden centers — you can see some 
of the highlights starting on page 40. Every, 
single retailer was ecstatic — using words like 
record-breaking and mind-blowing — about the 
holiday weekend.

Then, just a few days after shoppers had made 
their purchases, the snow started falling. Some 
parts of the state got 6 inches; other areas in the 
mountains had 3 feet.  

I know, I know. Many of you probably have 
similar stories from this year or those in the past. 
The reason, however, I bring up the weather is 
because I was beyond impressed with how each 
staff handled the flurry of customers I witnessed 
come through the doors.

They sold a lot of frost blankets but were also 
on their phones showing the cardboard box/
plastic bottle/extra pot contraptions they’d used 
in their own yards. 

Customers didn’t seem frustrated, and I think 
that’s because staff were everywhere to help. 
Not to mention they were running around trying 
to keep their plants safe at the same time.

You’ll find one of my favorite “rules of 
customer service” on page 70. Whether you’ve 
heard of it or not, this dynamic duo from 
Zingerman’s — which started as a delicatessen in 
1982 and now consists of 10 businesses — puts 
a simple spin on it.

journey to the sale
The end goal for every interaction is not the 

sale — even though we know that’s important.

On page 32 in “Getting Customers Excited,” 
Susan Mertz talks about the number of 
resources available to give customers confidence 
in gardening and in what you’re selling. 

Then in Christina Salwitz’s column this month 
(page 36), she tackles a topic that I consider 
her a professional at: container gardening. She 
mentions new recipes, but her main focus is 
on providing the customer with “creative” and 
“out-of-the-box” thinking.

When I was talking with Bob Wasson from 
Wasson Nursery in Indiana after the grand 
opening of their newest location — see page 
12 for more — he told me a story that drove 
home the point of the experience over the sale.   

A man came in looking for a small piece 
they would never carry. Instead of just saying 
“sorry, good luck,” Bob hopped on his phone, 
found it in stock at a store down the street 
and sent the customer away to make his $1 
purchase elsewhere but gaining a customer 
who promised to come back when he wanted 
what they do sell.

As a customer, I would’ve been ecstatic. 
The same could be said about events, 

which in that same article you can read about 
approaching them as a use of marketing 
dollars. The sale is not always at the forefront, 
but people are in your store, so the likelihood 
of them making a purchase is higher. 

In an ever-growing social world online, 
people are going to tell all their friends that 
your garden center is their favorite place to 
spend a Wednesday night, Sunday morning or 
whatever it might be.
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