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Five lawn and garden retail experts, 
each bringing a unique perspective 
from their corner of the industry,
weigh in on how to plan for 2009 
and beyond.

Compiled by Paige Worthy

IIn the Himalayas, hikers who decide 
to tackle Mt. Everest will often hire 
sherpas, local men with strong endur-
ance and a good sense of the terrain, 
to guide them on their  treks through 

unfamiliar, diffi cult territory. 
In any situation, it never hurts to have 

someone along who’s  been there before and 
can share their experiences — or at least 
provide solidarity and a friendly face during 
hard times. 

So let these fi ve people be your sherpa 
guides on the journey ahead; strap on your 
gear for the coming year, lean on their exper-
tise and set off on your way.
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Brace for Spring Fever
Sid Raisch, Horticultural Advantage
www.horticulturaladvantage.com 
sid@horticulturaladvantage.com

As I write this, the U.S. and world economies 

are in turmoil, and a new president and admin-

istration will be taking offi ce soon — the future 

is much less predictable than I can remember 

during other political changes in the past. This 

is a good year for a very basic, “nuts and bolts” 

prediction. Garden centers that have struggled 

in the past but can focus on the basics this year 

will have a great opportunity. Those that con-

tinue to grab at straws and follow the lead of 

industry-favored, but often unprofi table, garden 

centers will move closer to failure. 

If we follow the belief that the best predictor 

of future success is past results, it will play out 

that spring fever will arrive in epidemic proportions 
just ahead of spring weather, as it has every year 

for as long as there have been people on Earth. 

As usual, if a garden center has reasonably good 

weather, they will have a good spring season — 

as defi ned by profi t and not just gross sales, if 

their processes enable them be profi table. 

Economic and political uncertainty has, in 

the past, been generous to our industry. I expect 

the same for spring of 2009, as consumers who 

have enough income for indulgences shift 

spending from expensive cars, second homes 

and vacations to affordable luxuries that feed 

their spring fever. This will favor garden center 

retailers who have the capacity for an increase 

in business, and the guts to be 

in playing position with aggres-

sive marketing aimed at gaining 

market share from competitors 

who run scared and cut back. 

Garden centers that focus 

their marketing efforts on value 

rather than excessive sale pricing 

stand to make a very strong 

profi t from the peak season. It’s 

a simple concept, but so many 

people are failing at it because 

they look too often at the price 

promotions of their competi-

tors rather than the profi t-

ability of their own company. 

Holding to this discipline, 

discounting will not be nec-

essary if we are bold enough 

to recognize the role of spring demand. Restock 

staples rapidly rather than overstocking for 

the space and customer traffi c, which leads to 

crowded aisles and poor product quality. 

Luck is when preparation meets opportu-

nity, and this spring calls for getting the store in 

retail-ready form again this spring. Discounting 

prices to survive on the low margin edge are 

out. Dropping the ball on margin-building tasks 

again this year will bring more garden centers 

to the crossroads where the margins they earn 

are less than their costs of doing business. Let’s 

clean up the store and get real about managing 

the business side of the business so we can see 

the brighter days ahead together. ➧
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“Garden centers that focus their 

marketing efforts on value rather than 

excessive sale pricing stand to make a 

very strong profit from the peak season.”
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costs us money. Pay attention to 

what sells well for you and what 

you may be able to purchase from 

another source in smaller quanti-

ties. Do we really need 24 varieties 

of petunias? Perhaps now is the 

time to streamline a bit.

Vegetable gardening will remain 

one of the strongest categories. 

Between the organic and locavore 

movements, people are getting 

serious about knowing where their 

food comes from. Shame on us if 

we run out of tomato or cucumber 

plants on Memorial Day weekend. 

That’s lost sales that we’ll never get 

back. Be prepared with plenty of 

vegetable plants, seeds, compost, 

manure and organic pest controls. 

Container gardening will con-

tinue to be huge. Here’s an example 

of a great money maker: Plants, soil 

and a pot. The sum is worth much 

more than the individual compo-

nents! Charge accordingly for your 

imagination and the little bit of 

time that it took to put the creation 

together. Preplanted deck boxes 

and window boxes will also continue 

to be good sellers. Containers full of 

herbs and vegetables should fl y off 

the shelf. Fruit trees and bushes will 

also be popular.

We need to be sure that we offer 

our customers a good value for 

their dollar. We should not offer 

“cheap” items, but we need to be 

sure that the perceived value is 

high for our products and services. 

Customer service is crucial. Loyalty 

programs that emphasize benefi ts 

other than just price will be greatly 

appreciated by the consumer. We 

need to be sure that our customers 

know how important they are to us. 

Creating a shopping “experience” 

is important. 

Consumers also want to feel that 

they are shopping in a store that 

is successful and will be around 

for a while. Stop with the gloom-

and-doom predictions. I am not 

advocating playing ostrich, but I 

cringe when I overhear some shop 

owners complaining to their cus-

tomers about how bad business is. 

A positive outlook is contagious. ➧ 

things in a tighter fashion. We 

need to manage waste more effi -

ciently — now, more than ever 

before. We grower/retailers need 

to watch our shrinkage in the 

greenhouse: Growing a little less 

than what you anticipate selling 

might be a good idea for some items 

because product left on the bench 

is money out of our pockets. Many 

of us have had the attitude that it’s 

OK to throw out unsold product 

because “it didn’t really cost us 

that much.” Wrong. Anything that 

is placed on a bench and heated 

throughout the winter defi nitely 

www.atlanticwatergardens.com

Innovations from Atlantic for 2009

Call (877)807-6637 for your free 2009 catalog

95% VOID... Atlantic’s water 
storage matrix holds 31.5 
gallons of water, three times 
more than gravel basins.

Ecoblox

PROTECT YOUR GARDEN 
PARADISE... from leaves 
and debris while admitting 
sunlight and proper ventila-
tion.

Ultra Nets

Color Falls Basin
POND FREE RESERVOIR... 
perfect for hardscape installations or 
small pond-free waterfalls. Tidalwave PAF Series 

Pumps
LONG LASTING.... 
stainless & composite 
high effi ciency
direct drive pumps.

New Complete Pond Kits

DOMED DESIGN... allows pond owners to keep Heron and other 
predators at bay, without having to remove taller marginal 
plants.
Also keeps falling leaves off of the net for easy clean-up.

Pond & Garden Protector 

36” Colorfalls
LED LIGHTED WEIR...enjoy 
the beauty of your water 
features day or night.

 Write in 757
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Keep a Tight Ship
Teri Smith, Smith’s Acres
Niantic, Conn.
www.smithsacres.com 
jsmith5@snet.net

This should be an interesting 

year for all of us in retail. We all 

need to sharpen up by running 
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Your employees and customers will 

appreciate the positive feeling in 

your store. Be sure that you portray 

your business as successful. Your 

stores MUST be clean and neat — 

soap and water are practically free 

— there’s no excuse for looking 

rundown. Paint may not be free, 

but it is so cheap that you should 

be ashamed if something in your 

garden center doesn’t get a fresh 

coat this year. It goes a long way in 

making things look new.

Our employees will really have to 

become strong salespeople and not 

just spend their time with a hose 

in their hand. We need to teach 

them how to “upsell.” My employees 

each have an item or two that they 

truly believe in, and those add-on 

sales really help the bottom line. 

The fact that these items help to 

make the gardener more successful 

is an important component. We 

shouldn’t just sell them “stuff” but 

rather products that will enhance 

their garden or home.

The Internet and e-mail mar-

keting are becoming more and 

more important. Advances in 

technology and the comfort levels 

of our younger consumers with 

that technology are a little fright-

ening to us older owners. So if you 
can’t maintain your website, hire 

someone to do it for you. (Notice 

I assumed that you all have web-

sites). Check into one of the low-

cost email marketing companies. 

I know that I need to learn about 

blogging and Facebook and You-

Tube — terms I’d never heard of 

two years ago, but that’s where 

the younger consumer is comfort-

able. Several seminars I’ve been 

to this past year have been about 

those foreign-sounding terms. We 

need to make sure that we never 

stop learning, because if we do, 

someone younger with fresher 

ideas will be right there to lure 

our customers away.

Make the Right Cuts
Jonathan Bardzik
American Nursery & 
Landscape Association
www.anla.org • jbardzik@anla.org

We all know that our economy is 

pretty rough right now, but at some 

point the recession will end and 

spending will increase again. The 

question is how well you as a busi-

ness and our industry as a whole 

are positioned to rebound. Will 

our businesses be ready to take 

Instant Garden Center  
Just Add Plants!

The Garden Mart® features  
unparalleled strength and  

Slide-Side natural ventilation.

The SNAP2000®system  simplifies setup 
time making the Garden Mart one of the 
easiest seasonal greenhouses to erect.

Four runs of purlins display your  
hanging baskets attractively and  
within easy reach for customers. 

High-capacity, integrated benching  
provides a cascade of plant color  

while saving you time and money.

Nothing could be faster than setting up a Garden Mart® for added 
spring plant sales. We’ve engineered the leading seasonal retail green-
house to set up quickly and hold a massive amount of flats and hang-
ing baskets. It protects your plants and provides your customers with 
shopping comfort in any weather. The built-in display benching, 
tool-less Snap2000 assembly, unparalleled strength, and Slide-Side 
natural ventilation make the Garden Mart the best value in season-
al retail greenhouses. You can assemble your own garden center in 
a matter of hours and be selling in no time flat. Just add plants! For 
a free catalog call 800-852-3443 or visit www.poly-tex.com.

© 2008 Garden Mart and Snap2000 are registered trademarks of Poly-Tex, Inc.

where fresh ideas are grown®

 Write in 850
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“We need to be sure that our customers 
know how important they are to us.”
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Restore Consumer 
Confi dence
Faith Savage
Goldsmith Seeds
www.goldsmith.com 
faith@goldsmithseeds.com

Similar to our country’s political 

atmosphere, our economy, and our 

world in general — there is much 

change to be expected and antici-

pated. I think there will be some 

serious challenges for retailers. 

Our primary focus must be on 

retaining or restoring customer 
confi dence. With so many ➧ 

advantage of fresh opportunities, 

or will they be hampered by stale 

ideas, bad inventory decisions and 

adverse legislative and regulatory 

decisions? There is defi nitely some 

signifi cant tightening up to do, 

but the “tourniquet” needs to be 

carefully applied: Cutting off the 

fl ow of blood to the 

wound helps the healing begin, but 

cutting off circulation to the head 

and heart weakens the whole body.

Businesses that make careful 

inventory decisions will have the 

product they need in the spring to 

deliver good quality and value to 

their customers. Those fearing an 

early commitment may very well 

end up making poor decisions, 

reacting to a time crunch rather 

than careful analysis and projec-

tion. Firms who stop investing in 

the development of current staff, 

in addition to cutting back on total 

labor this spring, will fi nd their 

team uninspired and tired when 

a rejuvenated market returns. 

Finally, investing in government 

relations and lobbying at the 

state and national level may 

seem like a luxury, but in this 

time of great political change, 

it is critical to protect hard-won 

gains and take advantage of 

emerging possibility.

So, cut early and often: It is 

critical for short-term survival. 

But cut carefully: That is crit-

ical for long-term success.

Write in 805

”Business 
as usual” 
is not an 
option for 
success in this 
challenging 
retail 
environment.”

end

rea

tha

tio

the

in 

lab

te

a 

F

r

s

ica

Restore Consumer

”B
as 

I N D U S T R Y  O U T L O O K



26   Lawn & Garden R etailer   January 2009 www.lgrmag.com

Going Green
SUPPLYING INDEPENDENT 

GARDEN CENTERS SINCE 1992.

Contact us today for a 
current wholesale catalog.

www.garden-works.net
1-888-660-8511

 Write in 795

The Consumer 
Changeth!
Stan Pohmer, Pohmer Consulting
www.pohmer-consulting.com
spohmer@pohmer-consulting.com

Like never before, the net effect 

of the recession, the housing 

bubble bursting, the credit industry 

tightening and low consumer con-

fi dence in their future will be a 

fundamental change in consumer 

values and purchasing behaviors, 

a change that will be with us long 

after this recessionary period 

value of the home” are motivators 

that will urge the consumer to 

loosen those purse strings. Making 

sure your garden center carries the 

best genetics will ensure maximum 

success when your customer does 
buy. The more successful they are, 

the more value they will feel they 

got — and the more they will be 

willing to come back for that “feel-

good” experience. 

In this challenging climate, we 

must all work together — breeders/

suppliers, growers and retailers — 

to ensure everyone’s success. So let’s 

roll up our sleeves and get to it!

prominent retailers in all segments 

declaring bankruptcy or fl oun-

dering, this focus will be more 

important than ever. As an industry, 

we can accomplish this by focusing 

on messaging that resonates with the 

consumer. Messaging that addresses 

“decorating” or “enhancing the 
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The more 
successful 
customers 
are…the 
more they 
will be 
willing to 
come back 
for that 
“feel-good” 
experience.
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This year will not be for the 

faint-of-heart managers who aren’t 

committed to change and adapt-

ability. Leadership, management 

skills and vision will be corner-

stones required to build your busi-

ness and motivate your teams and 

customers.

The consumer changeth…and as 

they do, we need to also… 

Paige Worthy is managing editor of 
Lawn & Garden Retailer. She can be 
reached at pworthy@sgcmail.com or 
(847) 391-1050.

ends. Conspicuous consumption 

is being replaced with conscious 

consumerism. Consumers are 

looking for products and services 

that are personal to them and can 

provide a benefi t to them — not 

just ego-driven purchases to show 

off to their neighbors. They’re 

looking for real value, not just the 

lowest price (though the papers 

and media are fi lled with “lowest-

price” messages), and things that 

can add value to their lives and 

provide personal fulfi llment.

Consumers are learning to value 

positive experiences not only from 

their shopping experience but from 

their pleasure with the products 

once they get them home. And they 

will continue to reward companies 

that provide this as they make the 

hard decisions on where to spend 

their smaller discretionary pur-

chasing dollars.

This will be the year when every 

retailer will need to be more in 

tune with the customer than at 

any time in the past. “Business as 

usual” is not an option for success 

in this challenging retail environ-

ment. Creativity and tapping into 

the creativity of your supplier part-

ners; building excitement; com-

municating the positive messages 

of the benefi ts of our products; a 

personalized shopping experience; 

and outstanding execution will be 

what differentiates those who sur-

vive and thrive in these economic 

times and those who don’t.

Write in 833

BEFORE

AFTER

Our line of indoor/outdoor shrubs and topiaries
create the realism of vibrant plant life while
eliminating the need for regular maintenance.
No watering, no pruning, no need to protect from
animal damage. These products are also great for
problem areas where living shrubbery would not thrive.
Call National Tree Company for more information.

Toll Free 1-800-280-TREE ■ www.nationaltree.com

Write in 813

The leading manufacturer of 
garden accents 
and memorial stones

Come visit us in our new 
showroom location
in Atlanta:
Building 2 West, 9-C-93

800-426-1932 • info@KayBerry.com • www.KayBerry.com

Write in 783

cleanairdistributing.com
Visit our website at:

Razorcut
 38

Smaller lawns and environmental 
concerns are fueling a surge in reel 
mower sales. Profit from the trend 
by stocking quality German-
engineered Brill mowers.

• 17 lbs. – easy to push or lift
• Adjustable cutting height
• No noise or air pollution
• Easy to maneuver
• No engine hassles
• Maintenance-free
• Scissor-quiet cut

Profit From the Growing
Trend in Green Mowing
With Brill Reel Mowers

BRILL

1-888-439-9101
To order call:

Write in 820

www.lilyblooms.com
1-800-921-0005

Wholesale growers of water
lilies, marginal plants, water

hyacinths and submerged plants.

Special pricing available for
orders of 250 or more lilies and
1000 or more water hyacinths.

Call for details.

Pond fish available including
imported and domestic koi,
goldfish and shubunkins.

Pond liner, pumps, filters,
skimmers and a full line of pond

supplies available.

CALL NOW FOR OUR FREE CATALOG
AND SIGN UP FOR OUR WEEKLY

FAX AVAILABILITY LIST.

 LearnMore!
For more information 
related to this article, go to 
www.lgrmag.com/lm.cfm/lg010901


