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✳T E C H  T A L K

By Adam Weinroth

As Facebook becomes de rigueur and talk of Twitter fl oods the airwaves, 
social media continues to spread. So where does sociable meet profi table?

W
hat is social media? Who uses it? And how can it help 

my business? These questions are being asked by virtu-

ally every lawn and garden retailer with an online pres-

ence.

At the core of social media are the concepts of con-

versation, collaboration and community. Social media is about consumers 

demanding more than a one-way experience. They want to speak to their 

brands, products, retailers, content and one another. Social media makes 

that all possible. In the past, communication was a one-way street where com-

panies spoke to consumers via marketing and advertising, but consumers 

never had a chance to respond.

Today, however, customers and merchants are engaged in an active, mul-

tichannel, ongoing conversation, and consumers are increasingly relying on 

this dialogue to make informed purchasing decisions. For example, shop-

pers are expressing their opinions and sharing their experiences through 

words, photos, videos and commentary. 

Forward-thinking retailers are embracing this content as a way to build 

meaningful interactions with their customers and create long-lasting value. 

It provides consumers with the opportunity to form their own communities 

and conversations around the brands and products they’re passionate about. 

It doesn’t take much to get customers to reach out and share their experi-

ences of things they buy and use. It just takes the right tools.

But what exactly are these tools, and how do they work? In particular, 

social media capabilities such as blogs (see the story in Lawn & Garden 
Retailer’s February issue), photo galleries, forums, ratings and reviews are 

enabling these conversations. By adding social media capabilities to their 

sites, retailers have a unique opportunity to connect with customers and 

transform their web properties into online lawn and garden destinations 

with vibrant communities. 

Ratings and Reviews
Consumers no longer rely on advertisements and salespeople to help them 

make purchasing decisions — they rely on other shoppers and friends. ➧

Are you still anti–social media because you think your aging cus-
tomer base is living in the past? Think again: A report by Forrester 
Research recently revealed that more than 60 percent of Baby 
Boomers actively consume content such as blogs, videos, podcasts 
and forums. And the numbers keep going up, according to a story 
on readwriteweb.com.

Social networks are also growing in popularity, especially with 
boomers on the younger side — ages 43 to 52. Almost one in four 
of them are active in social networks, up from 15 percent in 2007.

Think
Again!

Be a 

Social
[Media]

Butterfly

This is the second in a fi ve-part series designed to help you 
take your tech knowledge to the next level — 
and learn how to incorporate it into better business strategies.
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Ratings and reviews help consumers fi nd the best products for their needs, 

resulting in reduced product returns and in some cases providing useful 

information for inventory buying/planning. Consumer recommendations 

are the most credible form of advertising among 78 percent of Internet users, 

according to a Nielsen survey. That number is even higher for certain subsets 

of the population. For instance, 91 percent of moms prefer brands that other 

moms have recommended, according to a Marketing VOX study. By incor-

porating product ratings and reviews on their websites, lawn and garden 

retailers can foster a dynamic sense of community and make customers feel 

more attached to their brand. What’s more, 35 percent of online consumers 

say they’re most likely to return to an e-commerce site if it offers customer ➧
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We’ve carried the pink Komen glove program for two years. The display goes right next to the cash register and customers pick up a pair, sometimes several pairs because they make great gifts.
Last year our sales rep alerted us about the Susan Komen Race for the Cure event and we stocked up beforehand. It draws a huge crowd of both spectators and participants.Because of the connection to the Komen cause, many customers bought several pairs — to use as thank you gifts for friends and family who sponsored or supported them for the race.

 
Mark Zimmerman, Buyer 
Johnsons’ Florist & Garden Centers 
Washington DC and Maryland

call this glove program a retailer’s dream because 

ustomers actually come in specifically looking for the 

roduct. Our sales have doubled — even tripled!

ast May we created a display featuring pink live goods 

nd all of our breast cancer-related merchandise. The 

esponse was so strong, so positive, that we kept the 

display up until September!

We printed a special catalog featuring our staff’s favorite 

products, including the Susan Komen Nitrile Touch 

gloves.  All eight stores placed the displays in high traffic 

areas and hundreds of pink gloves were sold.

  Mary Whitcomb, Hard Goods Buyer, 

  Mahoney’s Garden Center, 

  8 locations in Massachusetts

ATLAS® is a registered trademark of SHOWA GLOVE Co.   Nitrile TOUCH® is a registered trademark of LFS Inc.

Call your distributor today 
to find out how you can be part 

of this valuable program!

VALUE ADDED: Real-World Tips 
to Make This Program Work.

Together We Can Make a Difference!
In three years this pink Atlas® Glove program has contributed 

more than $150,000 to Susan G. Komen for the Cure®

People appreciate this 
opportunity to make a 

contribution while buying 
an affordable, useful item.

Independent garden centers 
and nurseries across the country 

have had great success with 
this program.  Now these 

specially-tagged pink Atlas® 
Nitrile Touch® gloves are available 

year-round.   Order your starter kit, 
with free counter-top display and 

sign, now for early spring sales.

Social media technologies are potential game changers, giving 
retailers and manufacturers the ability to integrate community directly 
into the online experience. But how do you go about implementing 
these tools and ensuring their effectiveness? 

Using social media tools, such as those provided by Pluck, is one 
possible tactic. Pluck has a great deal of experience providing social 
media capabilities to retailers. Pluck’s SiteLife platform puts the power 
of social media in the hands of virtually any site. The software includes 
a suite of social media modules that allow retailers to incorporate fea-
tures like reviews, ratings, blogs, forums and video galleries, enabling 
retailers to add numerous social media tools to their own websites 
and control them themselves. The end result is a community-based 
engaging retail experience.

Social Media in Action at Scotts Miracle-Gro
Lawn and garden brands, like the Scotts Miracle-Gro Company, 

are turning to social media to elevate and expand its online con-
sumer experience. Scotts, the world’s largest marketer of branded 
consumer lawn and garden products with $2.9 billion in global sales, 
added social media aspects to its website, scotts.com, in 2008 with 
the SiteLife suite.

Scotts recognized that the gardening and lawn care market is an 
information-intensive category fueled by passionate consumers who 
are eager to learn more as well as share their knowledge with others in 
a like-minded community. 

Additionally, the site allows 
consumers to congregate in dis-
tinct groups within the larger gar-
dening community, including urban 
dwellers, pet owners and fi rst-time 
homeowners. These mircocommuni-
ties are tailored to individual users, 
from battle-tested lawn warriors to 
fi rst-time gardeners. 

Scotts is the fi rst in the lawn and 
gardening industry to create such a robust social media website. Within 
days of rolling out the social media features, thousands of visitors reg-
istered to create blogs, upload photos, connect with other enthusiasts, 
and share their stories and pictures. Scotts also developed a special 
section called the “Gurus Next Door,” which gives consumers direct 
access to gardening experts.

Since incorporating Pluck social media tools, Scotts has attracted 
a signifi cant number of new customers and has bolstered its brand 
loyalty. Scotts.com has enjoyed overall web traffi c growth of 18 per-
cent year-over-year and an increase in search results on Google and 
Yahoo. The site has also hosted more than 246,000 social interac-
tions between consumers, and social media is now the centerpiece 
of Scotts’ online strategy.

Case Study:

Making Social Media a Snap
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New Spring Lock 
for Easy Height

 Adjustment

For info call: 877.610.1600      hydrofarm.com

New Sturdier Stand 
Design, Choose 2 
or 4 Foot Systems

New 6400K Full Spectrum Bulb with Reflector

BETTER DESIGN
Improved materials

new packaging!

 Grow seedlings faster –15-20% more lumens than shop lights

 Maximize plant growth –simple toggle clamp for easy lamp height 
adjustment keeps light close to plants

 Save time & money –Highly efficient T5 technology - more lumens 
per watt - more light for your plant and less energy use 

 The environmental choice –longer life, smaller bulb equals less 
waste and a smaller environmental footprint

Easy to use –assembles in minutes

Ideal for seedlings, cuttings, flowers, 
house plants & more!

Write in 804
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If buying into a social media “suite” seems like a big plunge after 2008’s economic strife, try just dipping your feet into the social media pool 
to start. There are some great websites out there that will get the word out about your business — and others that might already be 
talking about you without you knowing it!

From you to your customers…
Facebook: Originally just for college students, it seems everyone now has a profi le on facebook.com. Create yours 

for free — whether you make a personal page or create a group for your store — then let customers know you’re on, and 
start building your network! You can use Facebook to notify “friends” about store news, events and special sales. 

The sky is the limit!
Twitter: This “microblog” is all the rage, with millions of users recounting their lives, 140 characters at a time. Pro-

vide links to pertinent news stories, send out quick blasts about events…maybe even offer the weekend’s weather 
forecast for shoppers! Customers who “follow” you can elect to receive your “Tweets” through twitter.com or as text 

messages on their cell phones — and a simple reply method makes it easy to start a “conversation.” 

Out in the ether…
Angie’s List: This site, much like Yelp, offers user-generated reviews, with one difference: Angie’s List features 

paid membership to enhance credibility. Angieslist.com offers customer “grades” on a A to F scale, and service 
providers can respond to reports, “so you get both sides of the story,” says founder Angie Hicks. 

Yelp: Word of mouth can be great free advertising, and yelp.com’s tagline is “Real People. Real Reviews.” Mil-
lions of users visit every month for reviews on everything from restaurants and dry cleaners to landscaping services; who knows if your 
customers are visiting? Anyone can write a review, meaning it’s just as easy for a disgruntled customer to give you a one-star pan as it is 

for a favorite customer to write a glowing fi ve-star review. 
Review sites like Angie’s List and Yelp are all the better reason to go above and beyond; let customers know they 

can review you and encourage them to do so!

Beyond Your Site



product recommendations, according to a Guidance/

Synovate study.

Online Forums
Increasingly, retailers want to create a destination 

where consumers can come to meet others with the 

same interests and passions. This ability to bring people 

together is at the heart of online forums, which are read 

by 28 percent of consumers on at least a monthly basis, 

according to Forrester Research. Online forums aren’t 

just a place for consumers to sound off. They provide 

valuable customer feedback, help build loyalty, generate 

additional traffi c and improve search results. Additional 

benefi ts of online forums include customer support and 

problem solving that’s indexed and searchable by other 

customers.

Write in 770 Write in 810

The CISCO Companies
Indianapolis, IN
317.357.7013

H.B. Davis Seed Co., Inc.
Albany, NY

518.489.5411

Meyer Seed  
of Baltimore, Inc.
Baltimore, MD
410.342.4224

P.L. Rohrer & Brother, Inc.
Smoketown, PA
717.299.2571

Southern States Co-op, Inc.
Richmond, VA
804.281.1000

Wyatt-Quarles Seed Co.
Garner, NC

919.772.4243

Gard'n-Wise Distributors
Denver, CO

303.371.9790

Wichita, KS
316.838.1451

Lubbock, TX
806.744.8894

Salt Lake City, UT
801.487.6200

We are seeking additional Retailer  
and Distribution locations and inquiries  

are welcome. For more information,  
contact Shari Kalbach, Managing  

Director, GardenMaster Group
P.O. Box 6585, Englewood, CO 

80155-6585
303.792.3000 Fax 303.792.5589
Email: shari.kalbach@pro-group.com

Plant Your Future With

Visit us at
www.gardenmaster.com

T E C H  T A L K ✳

22   Lawn & Garden R etailer   Apr il 2009 www.lgrmag.com

Photos and Videos
Rich social media such as videos 

and photos have become some of 

the best ways to engage and inspire 

online consumers. Retail sites are 

even fostering deep-rooted commu-

nity engagement by allowing shop-

pers to share their own rich media, 

and some host monthly photo con-

tests, which help to drive participa-

tion and interaction. With photos, 

retail sites benefi t from increased 

user interactivity while building a 

lively community of passionate con-

sumers.

Some retailers are also encour-

aging enthusiasts to upload “how-to” 

videos on their sites. These highly 

creative videos provide a means for 

users to express and engage them-

selves within the context of a brand. 

Videos can be an invaluable tool for 

describing the ins and outs of com-

plicated products and letting shop-

pers see their favorite products in 

action. 

Making Shopping
Fun Again

Humans are social by nature, 

and shopping is an inherently 

social activity. Why, for instance, 

do people go to the mall? To buy 

things, of course, but also to walk 

around, meet friends, people watch 

and interact.

By contrast, shopping on the 

Internet of late has been a lonely 

and solitary experience, which 

may explain why the average e-

commerce site has a paltry three-per-

cent conversion rate, according to 

Shop.org, a division of the National 

Retail Federation. That means 97 

percent of people who go to an 

online retailer in search of a product 

never buy what they’re looking for.

Social media is changing all 

that. It allows retailers to engage 

consumers, drive traffi c and build 

customer loyalty like never before. 

Indeed, consumers say they are most 

likely to return to a site if it makes 

them feel part of a community with 

other shoppers. Social media helps 

the online shopping experience 

more closely mirror and augment 

engaging in-store experiences. And 

it also gives consumers a reason to 

go online even after browsing the 

print catalog. When online, brick-

and-mortar and catalog compo-

nents all work together, customers 

experience a richer, more engaging 

environment.

Savvy merchants understand that 

it’s vital to turn their website into a 

destination where people can not 

only shop but also socialize and 

exchange information about the 
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Adam Weinroth is director of product marketing at Pluck, a wholly owned 
subsidiary of Demand Media. For more information, visit www.pluck.com.

products they care about. With social media, online shopping is no longer a 

solo endeavor. Instead, it’s a compelling experience that invites customers to 

play an active role, making shopping fun and communal again. 

So what’s in it for you? Inviting customers to take part and engage with a 

broader community not only provides a better, more fulfi lling experience, it 

also fosters long-term trust and loyalty in your brand. And, ultimately, that’s 

what keeps customers coming back. 

Write in 815

Rustic is committed to...

Providing a durable, natural,
product at prices you can 
afford

We use No Chemicals

We have No Minimums

We Drop Ship at No 
Additional Cost

www.rusticcedar.com

For more information call 800-435-7892  
or email us today at info@rusticcedar.com

Fax: 401-435-6999

Cedar, the Natural,  
Renewable Choice

Write in 751

HELP YOUR CUSTOMERS 
PROTECT THEIR 
VEHICLES

The InteraTARP cargo liner protects 

the floor and side walls, the backs 

of the front seats, the inside of the 

rear hatch door, and the bumper. 

It goes in and out in less than a 

minute, turning the family vehicle 

into a weekend pickup. Waterproof 

and tear proof, it is available in 

three sizes, and guaranteed to fit 

any hatchback vehicle, SUV, Mini 

Van, or Crossover.

ORDER THIS PROVEN MONEY 
MAKER TODAY!

View video on You Tube. 
Search interatarp.
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Cast Quality
Original Art

www.castartstudios.com toll free 1-888-316-4464

Design - Original studio-
designed statues, benches,
birdbaths, fountains, lanterns in
varied themes, new pieces
introduced regularly.

Quality - High-strength enduring concrete,
uniquely stained to produce a beautiful, natural
finish, designed to complement the garden.

Sales - Reliable “keystone” product line sold
exclusively through independent garden centers.
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 LearnMore!
For more information related to this article, go to www.lgrmag.com/lm.cfm/lg040902
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