
G
ood news —
spring i s  here!
Customers are in
the stores buying
bedding plants,

nursery stock and all the accou-
trements of our glorious lawn
and garden category. Gosh we
feel great.

Danger Will  Robinson
Danger! Have you looked at the
consumers lately? They have got-
ten younger. In fact, many of
today’s customers of petunias
and lawn fertilizer may not have
understood the Will Robinson
reference. How do we sell to
Generations X and Y? And why
should we care? They are buying
a lot of homes — in fact Xers
have bought their first homes on
a pace faster than the Boomers.

Let’s start at the beginning —
we will coin the terms used by
marketers for years — Boomer,
X and Y.

DISTINCTION
Baby Boomers. These are the

much ballyhooed group of con-
sumers born after the Second
World War — 1946-1964. There
are 78 million of them, and they
have driven both American cultur-

al trends and consumer product
direction forever. Now ages 58-40.

Generation X. This group, born
between 1965 and 1976, is a relative-
ly small group of 44 million now ages
39-28. Dubbed with negative labeling
such as “slacker,” “X” and “busters,”
this group has often been ignored by
product marketers in lieu of the
much larger Boomer group.

Generation Y. Sometimes called
the “Millenials” or “Echo Boomers,”
they are the large group born
between 1977 and 1994, 71 million
strong, ages 27-10.

THE DEFINED
CUSTOMER

The bedding plant section of
the lawn and garden sector has

always been driven by a tightly
defined consumer: homeowner,
female, 35-55 years old and reason-
ably affluent with a household
income in the $45-55 million range
depending on where in the coun-
try we are looking. Those of us
who grew up in this business felt
we had a pretty good handle on
this mythical typical shopper; ➧

BYE BYE
BOOMERS
How can we successfully bring in Generations X and Y 
without taking away from the core Baby Boomers?
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Figure 1. Differences among demographic groups.

BOOMERS GENERATION X GENERATION Y  

CAREERS Job security with one company. Career security they can take with them  Multi tasker — multiple careers at same  learn new skills; 
— flexibility. go where the jobs are. 

ENTERTAINMENT Sat through “Gone with the Wind.” Fascinated with the Brat Pack. MTV style of quick edits of “Blair Witch Project.”

FINANCES Would do better financially than parents. Has lived through decline in earning versus parents;  More optimistic than X about earning potential. 
work harder for less; therefore cherish free time. 

FAMILY VALUES High divorce rate. Are slowing divorce rate; take careful look at family Have fairly traditional values — trust individual actions. 
before jumping in; fathers more active as caretakers. 

SPENDING Spent money at all ages. More careful about money than parents. Credit card generation less frugal than X.  

ROLES IN SOCIETY Soccer moms; super moms worried about women  More pragmatic and individualistic; women work as a Grew up in a diverse America; both ethnically and 
working so pretended to be Ozzie and Harriet fact of life; marriage not required to buy a home; regarding social norms.  
and still worked. 1⁄3 are minorities.

DWELLINGS 4,500 sq.ft. mini mansion in suburbia. Live closer to work to have more time at home; Most urban of the past generations — look at the 
smaller home; more urban than parents; less formal. music of this group and all the urban influence. 
Bought first homes younger than their parents.

PURCHASING Brand loyal with brand status issues. Grew up in malls; are experts at seeing the ploy in an  Growing up online; buy products on impulse; limited 
INFLUENCES ad; less interested in what the Joneses are doing. brand attachment; want products personalized to them; 

ads are entertainment.  

TECHNOLOGY Use cell phones as a phone. First to experience the computer age. Technology wizards — over half of today’s 21 
year olds send text messages with cell phones.



we knew how she shopped for
our product and how she made
most of her decisions at retail.
But mostly we had a great idea on
what motivated her. We too kept
up with the “Joneses;” we too
lived in suburbia and traded up
houses from time to time. We
shared references as we grew up
with the same network TV shows.

So, how are X and Y different
from the Boomers? What does
that mean long term for garden-
ing? And how the heck do we
reach them?

In full disclosure — this old
Boomer was born in 1955. I had
to use a rotary phone (old phone
number Michigan 2-0604) and sit
close to the TV set so I could
change channels — not that
much was on. I remember the
first time I saw a color television,
where I was when JFK was shot
and how to use the Dewey
Decimal System. By contrast, the
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WHAT ARE THEY SPENDING?
As the well-defined lawn and garden consumers

begin to age, it is important that we look at the
generation of consumers to come. Who is tomor-
row’s consumer, and what’s in store for our indus-
try? While it is impossible to predict the future,
comparing some traditional statistics and data can
helps us foresee some of the upcoming changes.

According to results of national  Harr is
Interactive YouthPulse study, American kids,
teenagers and young adults, age 8-21 years, have
a total annual income of $211 billion. Results
show that this group is spending at rate of
approximately $172 billion per year and is saving
at rate of $39 billion per year. 

By looking at the numbers closely, according to
the U.S. Census Bureau, in 2002 the U.S. house-
holds’ total average income is $42,409 per year. 

With more than 57 million individuals in the 8-21 age
group, it is important to study their shopping interests
and find ways make our industry appealing to them.

AGE GROUP AVERAGE YEARLY INCOME

15-24 $27,828

25-34 $45,330

35-44 $53,521

45-54 $59,021

55-64 $47,203

65 plus $23,152

 



typical Y does not understand
when you make the “phone me”
finger movement with the circu-
lar motion, does not remember
Ronald Regan as president; grew
up with MTV as the most impor-
tant station; and can access more
information in five minutes on
the Internet than we could in a
university library in a full day.

What does this mean for gar-
dening in general? Overall all,
good news. Most demographers
agree that both the X and Y
group are much more attuned
to nature than their parents.
Just look at the sales of moun-
tain bikes — crazy young people
racing down step slopes at high
speeds. This is a group that has
strong appreciat ion for al l
things outdoors.

USING THE
INFORMATION

So how do we use this? What do
we do with our products, displays
and services to garner more share
with X and Y?

They like choice. If Toyota
needs to add MP3 capability in
its new Scion, you need to ana-
lyze what you are doing to offer
these “kids” enough choices.
Home builders have found that
this group demands thousands of
options when designing their
homes — is your retail space set
up to match the builder’s long
list of options? Offer more mix
and match, wider color choices
and more sizes.

They have smaller homes. Make
sure you offer products for small
spaces. This is a group who wants a
quiet courtyard not a 8,000 sq.ft
lawn to mow. For that space, have
fragrance, water features, art, pre-
planted decorative bowls, etc.

They demand information. If
they do not get it from you, they
are masters of the Internet and
will go elsewhere. Be the infor-
mation depot on plants and
plant usage. These generations
are far removed from the farm,
so they don’t know the term
“mulch.” Show them that a 3-
inch deep layer of green material
will use less water and help the
plant and the planet. 

Is your Web site up to snuff? You
do not need to write an encyclo-
pedia on gardening — just effec-

tively link to one. Is your site
fresh? Do you test it with those
in their 20s?

Be green. Generation Y will be
the greenest consumers ever, are
you ready? This is the group that is

pushing packaging shifts in all con-
sumer products — smaller boxes,
less cardboard, recycling directions
easily displayed. If General Motors
can get its arms around this topic
with small cars so can we.

They are socially and ethnically
diverse. Have a bilingual sales
staff and signage if appropriate,
understand decorating differ-
ences between Hispanics,
African-Americans and Asians. ➧
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Generation Xers are not neces-
sarily married and may just be
roommates.  Men are buying
more consumer products and
are staying home with children
at a higher rate; gay couples

have children, and both X and Y
have grown up with this diversi-
ty. Are you keeping your prod-
uct offering up to speed? Flower
colors, vegetable plant trends,
l ighter bags of soil  mixes to

hardscape supplies are all going
to shift as X and Y buy more.

They understand value. Maybe
you tried bulk items years ago
when it was in vogue in the early
80s; maybe it  is  t ime to look

again. Be very straight with your
promotional work — these
groups have very attuned ad sen-
sors and can spot a weak market-
ing claim at the speed of DSL.

KEEP UP TO SPEED 
First, immediately go out and

subscribe to a few magazines.
American Demographics will help
translate some of this back into
plain business talk. It is must-read
for a product or service marketer.
Then go hit a newsstand and get
some ideas. If we had to read
Martha Stewart Living to better
understand the Boomers, we can
sure as heck wade through Redbook,
Self or any number of titles that aim
at the younger audience.

Second, go shopping. Look to
the national homebuilders and
how they market to a younger
audience. Go to subdivision
model homes and chat with the
sales teams. Look at the living
spaces and colors used in the
model homes. Hit the stores that
the X and Y shop at; what are the
mannequins wearing, look at col-
ors and the in-store signage —
the signs may not speak to you,
but they may help you speak to
your younger customers.

Most importantly, watch your
shoppers. We are always too busy
in the spring to watch, but it is a
priceless time. Ask them where
they have shopped today; ask
them how you can do a better job;
ask them how they like to get
information about gardening.

So, while young Will Robinson
had a friendly robot looking after
him, we have to succeed on our
own. We grow and sell a wonderful
product, and I am certain we will
be able connect with X and Y.

Laurie Scullin is president of The New
Product Group, which specializes in the cre-
ation, packaging and repositioning of horti-
cultural consumer products. He is also the
director of marketing for Ecke Ranch and
marketing and sales manager in the United
States for SAHIN flower seeds. He can be
reached by phone at (760) 724-1809 or E-
mail at lscullin@thenewproductgroup.com.
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Custom Bamboo Fencing

Bamboo Poles,
Panels and
Related Items

We also have Bamboo & Rattan
tropical wall coverings

mats & boards • roof thatching
interior & exterior materials

Bamboo & Rattan
Natural Beauty

Thousands of Uses Worldwide

470 Oberlin Ave. South,
Lakewood, N.J. 08701-6903

Call Toll Free 1-800-4-BAMBOO
Phone: 732-370-0220  Fax: 732-905-8386  www.bambooandrattan.com

Your Bamboo & Rattan Professionals Since 1880

Write in 767 Write in 857


