
editor’s letter

Pete Mihalek, managing editor
Phone: 480.941.0510 x 16 | E-mail: pmihalek@sgcmail.com

Facebook: www.facebook.com/LGRmag

Twit ter :  @lgrmag

Winner of 2010 and 
2012 Silver EDDIE 
awards for Best Full Issue

6 • LAWN & GARDEN RETAILER • FEBRUARY

Grocery shopping is something 
I enjoy. What that says about 
me, I’m not sure. The other day 
my wife Sara and I went on our 

semiweekly Trader Joe’s-to-Whole Paycheck 
grocery trip to stock up for the second half 
of the week. (Why not go once and buy 
for the whole week? Like I said, grocery 
shopping is our thing.) 

It was at the latter that I noticed something 
on a package in the frozen aisle. I was 
looking through the freezer door at a colorful 
assortment of veggie 
burger boxes — Sara’s a 
vegetarian. Most were 
labeled “Organic,” some 
were “Gluten Free,” two 
were “Vegan” and one was 
“73% Organic.” Hmm...

It’s the last one that made 
me scratch my head. What 
happened to the other 
27 percent? Maybe that 
27 percent is drenched in 
horrible chemicals.  
Who knows. 

I’ve always been under 
the assumption that being 
organic was an all-or-nothing type of thing. 
Either every single component/part/ingredient 
used to create a given product was organic, 
and if one thing wasn’t, then the end result 
wasn’t organic. Simple as that.

But labeling something 73 percent organic, 
well, that’s a bit confusing.

lucky for us 
With words like sustainable, eco-friendly, 

local and organic, did you know organic 
is the only word regulated by law in the 
United States? Eight pages to the right in 
“Say What You Mean...” (page 14), Bridget 
Behe, professor of horticulture marketing at 
Michigan State University, kindly sheds some 

light on this somewhat confusing clash of 
environmentally friendly words — thanks to 
the 2,511 consumers who took an online 
survey Bridget and her colleagues launched a 
couple springs ago. 

“We asked a variety of questions focused 
on horticultural purchases,” she explains. 
“Participants were then asked to mark any 
and all characteristics that they perceived 
characterized that type of product.”

I think you’ll find the results very 
interesting and useful for the next time you 

plan on marketing and 
merchandising your 
greener efforts. 

say what
 The last time I was 

shopping organic 
vegetables at area 
garden centers, I came 
up empty-handed. Poor 
timing on my end. But 
one retailer confidently 
told me of their 
selection, “These aren’t 
organic, but they’re 
naturally grown.” He 

went on to explain that meant “the seed is 
not organic, but it was grown in organic soil 
with organic plant food.” I was reticent to 
buy. It sounded like another case of the  
27 percent.

How are you and your staff accurately 
wading through all of this terminology? And 
what about those customers of yours? Are 
they being told a consistent message? I can’t 
believe I’m the only one who feels a little 
foggy on the differences between “organic” 
and “natural” in the retail world.   

semantically involved EDIToRIAL 

Editorial Office  847.391.1019

Tim Hodson Editorial Director
 thodson@sgcmail.com

Pete Mihalek Managing Editor
 pmihalek@sgcmail.com
 480.941.0510 x 16

Jasmina Dolce Green Goods Editor
 jdolce@sgcmail.com

Abby Kleckler Associate Editor
 akleckler@sgcmail.com

Jason Kenny Designer
 jkenny@sgcmail.com

ADvERTIsING 

Sales Office 817.731.9352 

Bob Bellew Vice President, Group Publisher
 bbellew@sgcmail.com

Felix Schilling  Account Manager
 felixschilling@sbcglobal.net

Amanda McAdam Integrated Media Consultant
 amcadam@sgcmail.com

Kim Sammartino Integrated Media Consultant
 ksammartino@sgcmail.com

Tina Kanter Sales & Marketing Associate
 tkanter@sgcmail.com

Donna Aly Classified Advertising Manager
 daly@sgcmail.com

sTAff 

Circulation Office 847.391.1042 

Doug Riemer Director of Audience Development 
 driemer@sgcmail.com 

For list rental information, call Geffrey Gardner at 845.201.5331.

Lois Hince  Manager of Editorial 
 & Creative Services
 lhince@sgcmail.com

Erica Rivera  Print Media Supervisor
 erivera@sgcmail.com

Nadia Porter  Marketing Manager
 nporter@sgcmail.com 

 

EDIToRIAL ADvIsoRY BoARD

Jonn Karsseboom The Garden Corner

Jennifer Schamber Greenscape Gardens

Stan Pohmer Pohmer Consulting Group

coRpoRATE 

Karla A. Gillette Chairperson
Edward Gillette President, CEO
David Shreiner Senior Vice President, CFO
Ann O’Neill Senior Vice President
Rick Schwer Senior Vice President
Harry Urban Vice President, Events
Diane Vojcanin Vice President, Custom Media
Joel Hughes Vice President, IT
Halbert S. Gillette Chairman Emeritus 
 (1922-2003)

Green, sustainable, eco-friendly, local and 
organic — do your customers understand these 
terms the same way you do?


