
G
arden centers offer
some of the most pic-
turesque, aesthetically
pleasing products in
the retail  industry.

Americans would not have garden-
ing as their favorite hobby if this
was not the case. We are in the
business of producing, selling and
beautifying products. However,
just by having exquisite plants and
garden accessories (hard goods)
that go along with them does not
equate to instant profits.

In the retail world, the products
that are bought and sold and the
way they are promoted to the con-
sumer is termed merchandising.
In garden centers, this consists of
buying, selling and promoting
plants and hard goods. When the
word “merchandising” is men-
tioned, many of you may cringe,
and that’s okay. You may be able
to grow and produce the most
beautiful plants around, however,
arranging and displaying them
may be another matter. When you

add hard goods to the mix, your
head may start to spin. Rest
assured you are not alone. 

Merchandising is a tremendous
challenge. Each garden center is
different, and there’s no magic
book out there specific to your
space and limitations. However,
with a few tips, you might feel less
intimidated by merchandising and,
hopefully, you will find ways to
incorporate more hard goods with-
in your garden center.

The Importance 
Of Displays 

First off, displaying plant material
on benches throughout the garden
center is recommended as long as
your store doesn’t rely on this mer-
chandising technique entirely. That
is how customers expect to buy
plant material, so don’t reinvent
the wheel when it comes to selling
plants. However, when it comes to
buying hard goods, customers are
not trained to buy those items in
the same fashion. �

Color Blocking
For 
Hard
Goods
Learn the basics of merchandising 
hard goods in an easy, shoppable 
and, most importantly, appealing way.

R E TA I L I N G  1 0 1

6 2 L A W N &  G A R D E N R E T A I L E R J A N U A R Y 2 0 0 7

By Emily Stefanski 
and James Gibson

Welcome to Retailing 101. This is a new series that 

Lawn & Garden Retailer and the University of Florida 

are bringing to those readers that are new to the business, 

are looking to start a new garden center business or 

just need to brush up on the basics of retailing. 

Each month will cover a different topic relating to 

garden center retailing and how it can help all of those 

new employees, managers or even owners. Enjoy!

A garden center’s main container display should have all of the container types and colors. Be sure to
color block this area. (Photo: James Gibson)
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Unlike a flat of impatiens, hard
goods are generally a more one-of-
a-kind purchase. Walk into any
department store and you are
bound to see the more one-of-a-
kind items arranged in displays
rather than lined up in rows on
tables. For the most part, a cus-
tomer knows what to do with a flat
of impatiens; however, that same
customer might have a harder time
envisioning gardening accessories
in or around the home. That is
where the use of displays comes in. 

Setting up a vignette on an end
cap or in a section that recreates a
part of a home shows customers how
to use garden accessories and plants.
This will make the sale easier for your
customers, as they can relate the dis-
play back to their landscapes. With
this approach, you eliminate some of
the thinking process that goes into
purchasing products, and the less
customers have to think about how it
will look at home, the more likely
they will make purchases. This is also
known as worry-free buying. 

Merchandising Basics
Whether you are merchandising

your product mix on benches or
using displays, it is important to
have a merchandising system in
place. Once your system is set up
and kept restocked on a regular
basis, the product should, hopefully,
sell itself. You’ll know if it is the right
location for the product depending
on your turnover rate. If it is slow-
moving inventory, it is considered
inventory that has had some move-
ment but less than 11⁄2 turns per year.
Keep working with your existing
products to find the right fit in your
store. Don’t immediately sum up
the products as bad purchasing deci-
sions and put them on sale. Try

moving a rack of tools closer to the
mulch and soil or add a display of
gloves by the cash registers that
could encourage impulse buying. 

Implementing a merchandising
system that is consistently restocked
and neat will also draw customers
through your store. This creates ease
of shopping. Think of a grocery
store: If the bread aisle moved every
week to a different location, imagine
how frustrated shoppers would get.

It’s great to change around key
displays or incorporate new prod-
ucts into displays, however, don’t
keep rearranging the whole store
for your customers. Consistency is
not only a relief for your customers
but also a lot easier on your employ-
ees. When it comes to restocking or
reordering, it is easy to see the holes
that need to be filled. Also, when
new products arrive, they will be
easy to match up on displays with
similar products. 

The Tried And True 
Now that you have the basics

down on merchandising, how about
trying a surefire display technique?
You may have several ideas about
rearranging things and trying new dis-
plays, however, start by focusing on
just one area or one product. A key
area to address is the pottery section.
Pottery has become a huge trend.
This goes hand in hand with the pop-
ularity of container gardening. With
real estate prices on the rise in the
United States, Americans are acquir-
ing smaller plots. This, in turn,
makes less room for in-ground gar-
dens and increases the use of con-
tainer gardens. 

Now think about your pottery sec-
tion. Are your pots scattered around
the store? Are they in displays? Are they
just sitting on a shelf or all of the �
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Add a “green thumb” to every tree, shrub and
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water and nutrients for stronger, faster plant
growth. It also reduces transplanting stress and 
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This main pottery section is an example how to organize your pottery into color-blocked sections for
display. Keep in mind bright colors are popular for spring and summer sales. (Photo: Wojo’s Garden
Splendors, Davison, Mich.)
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above? Even if you have a great pot-
tery section, these ideas might make
the section even more profitable. 

Selection. Before starting to dis-
play the pottery, first you need to
decide on the selection. There are
lots of containers to choose from. As
garden and landscape shows are
approaching, there are a few things
to keep in mind when choosing your
pottery selection:

•Select the appropriate price
points  according to your cus-
tomer mix.

•Have a combination of terra
cotta, ceramic glazed, lightweight
materials, plastic and metal.

•Consider buying bright colors
for the spring/summer and jeweled
toned colors for the fall.

•Choose vendors according to
quality (check for ease of chipping),
price (make sure you can keep your
margins up even after freight) and
how fast they ship reorders in-season
(reliable vendors keep your back
stock to a minimum).

Display. When displaying your pot-
tery, the best method is to have some
of the pieces featured in vignettes in
every department around the store
and then have a main section where a
majority of the pottery is featured. The
most attractive container displays that
really draw the customer’s eye are the
ones that feature color blocking. This
can be done in both vignettes and on
shelving displays. 

For vignettes around the store,
dedicate each one with a color theme
and only feature garden accessories
(i.e., pottery, fountains and bird-
baths) along with plants in that spe-

cific color. Remember, these key dis-
plays are not permanent and should
change throughout the season. The
main pottery display should remain
color blocked to entice customer
purchases. This provides options to
fit a customer’s décor. This can be
done by dedicating a vertical shelf
section to one color or each shelf to a
color; it all depends on the amount
of space available. 

No matter how much space you
have for your pottery section, this
merchandising display design helps
organize the pottery, it is easy for the
customer to shop and it is convenient
to restock and add items, too. For
more reassurance that color blocking
works, take note next time you walk
through a department store and see
if products that are color blocked
catch your eye. If it grabs your atten-
tion, it will more than likely grab the
attention of your customers. 

Emily Stefanski is a graduate research
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Department of Environmental Horticulture,
Institute of Food and Agricultural Sciences.
She can be reached at emilyhrt@ufl.edu or
(352) 262-0239. James Gibson is assistant
professor at the University of Florida, West
Florida Research and Education Center,
Institute of Food and Agricultural Sciences.
He can be reached at jlgibson@ifas.ufl.edu
or (850) 983-5216. 
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• 100% Waterproof

• Tough PVC coating

• Warm acrylic lining

• Flexible to -4°F
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LearnMore!
For more information 
related to this article, go to 
www.lgrmag.com/lm.cfm/lg010707
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This display features pottery all in the same color palate with creamy white as the dominant color.
(Photo: Wojo’s Garden Splendors) 
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