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With the new year come resolutions. They
always do. Exercise more, eat healthier, be
nicer, volunteer more — the top four on my
embarrassingly long list of personal goals for
2003. I’m sure many of you have similar lists. 

But what about your business resolutions? Have you and your
staff sat down and set a list of resolutions for your garden center? Goals you want to achieve this
year; habits you want to squelch? If you haven’t already made your resolutions, now’s the time.

THE TOP FIVE
If you’re like me, you’re list is pretty long. Don’t be discouraged; that’s a good thing. It just

means that you have big plans for your business. It means that you’re ambitious, a thinker, a for-
ward-looker. But it also means that you’ve got a lot on your mind, and you’re prone to easy distrac-
tion. Try paring your list down to the five most important goals for this year. Here are some great
candidates to make it to the top of your list.

5. Get out more. No, I’m not encouraging you to party like a teenager, though a night out rarely
hurts. We do, however, need to take better advantage of one of our best resources: each other.
Everyone has a few secrets, but most retailers would love a visit from a neighbor and would wel-
come the opportunity to share information.

4. Experiment. Try new things. Don’t just assume that the same ad, display or plants will sell.
Consumers are looking for something that catches their eye. You should strive to surprise them.

3. Train, train, train. The Training Challenge, see page 70, is a great method, but even if you don’t
get involved, you can’t overlook the importance of consistently training your employees. They are
the only link between you and your customers. One weak link means that the connection is broken.

2. Update facilities. I know this is a major expense and that most of you don’t have lots of extra
cash lying around, but even relatively low-cost things like new displays or employee uniforms can
quickly pay for themselves by raising the perception of your store and enabling a high price point.

1. Hold pricing. When you see the traffic at Wal-Mart, it’s hard not to resort to the same
price-cutting tactics, but for the good of the entire industry, we all have to start pricing our

products at what they’re worth. You can’t afford to have
good service, high quality and low prices — which two
will you prioritize?

A WORD OF THANKS
Seem like ages since you’ve received your last Lawn

& Garden Retailer? We have been on break for a few
months. After the great debut you gave us last year, we
needed a little rest! But we’re back, and as the saying
goes, we’re bigger and stronger than ever. And we want
to say thanks. The support of our readers and advertis-
ers came through loud and clear, so in 2003, we’ll be
running larger issues and more of them.

From the staff of Lawn & Garden Retailer — Brandi,
Bridget, Carrie, Catherine, Ed, Felix, Kelley, Jean, Tami
and Tim — we wish you and yours a prosperous new
year that fulfills all of your wishes.

coming next month…

Industry Views:
Rating Christmas 2002

Green Goods:
How to profit from seasonal 
plant marketing campaigns

Promotional Strategies:
Is TV advertising right for you?

Management:
Warranties, guaranties and 
returns: How long should you 
stand behind your products?

Plus...
•Fears and myths about 

water gardening
•What to do with all those 

pots, planters and containers

Resolve to
do better
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