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EDITOR’S REPORT

YOUR ROLE
WITH THE
MEDIA

t the University of Florida’s Floriculture Field Days, held in
May, I had the opportunity to take part in a panel discussion
on using the media to promote new and unusual plants. ’
There were a few questions about when and how to contact 4 i ,.';f' J
the trade press to promote a new variety, but very, very quickly, our discus- Bridget White, Editorial Director
sion turned to the consumer press and how growers,/retailers could ensure (847) 391-1004
availability of the products promoted by the consumer press. bwhite@sgcmail.com
It seems that the consumer press, be it the local paper or a bestselling
national magazine, is a beast many have yet to focus on, much less tame. Audience members asked how
featured plants were selected, where article ideas (many of which it was noted are off-season or otherwise
inappropriate) came from, and why garden editors were often so outof-touch with the industry. It was a
great discussion, and a few of the items that came up beg distribution to a wider audience. Here goes.

MEDIA MYTHS

Myth #1 — Garden editors are horticulturists. Most garden editors are or become gardeners, but the vast
majority of them, especially in newspapers, are trained as journalists not horticulturists. They can write
and edit but know nothing about garden retailing. They have simply been assigned to the Garden section
like their peers are assigned to Metro or Real Estate.

While this might sound scary, the inmates in charge of the prison, it can play in your favor: If the
Garden editor at your local newspaper or city’s magazine is a blank slate you've got a lot of chalk. You
should make this person your best friend. Invite them to any event at your facility, send them article ideas
and product information, become a resource they can rely on for good content. You will be amazed at
how receptive they will be. They’re usually just trying to fill their allotted space, and an article idea or
product information from you will seem like manna from heaven.

Myth #2 — Consumer press controls the amount of exposure a plant gets. If the above is true — and trust me,
it usually is — then who really has control over which plants get exposure and what information con-
sumers read? You do.

If you have a unique new plant, send information about this plant and how to use it in the landscape.
When it’s time to plant bulbs, send selection and planting instructions. Want to promote early spring
sales? Send information on plants that can take a frost or protecting tender plants from frost. The key is to
be proactive and get the information to the newspaper/magazine.

Myth #3 — There’s no way to ensure availability. There are actually several ways to ensure you have
the plants that will be featured in consumer pubs. The easiest is to supply the information yourself
(see above). The other way requires a bit of research. Check the Web sites of all the national maga-
zines. Ladies’ Home Journal and Southern Living, for example, both post a list of the plants to be cov-
ered during the next quarter or even year. Newspapers are much more secretive about their con-
tent, but befriending the editor might help.

INFORMATION TO USE

I know this sounds like a lot of work. You're right. You have to find the right contacts, maintain the rela-
tionship and develop printable content, but the payoff can
make it well worth your time and effort.

Good sources for information can easily be found on the
Internet, and you don’t have to send an entire article. You
could just provide a list of seasonal topics, with a few bulleted
talking points and your contact information for an interview

Regardless of how you handle working with the media, the
main rule to keep in mind is that editors are looking for some-
Plus: thing that will be educational and informative for their read-
ers; they are not there to provide you with free press. Always
make the information useful, not advertorial, and you’ll see

the benefits roll in. %,

Coming in August...

Spring season review
The benefits of educating customers

Profiting from orchids

e attracting hummingbird watchers
e inventory management software

e selling the right tool for every job

4 LAawN & GARDEN RETAILER JuLy 2004

LAWN &
(A RDEN

Rerailer
EDITORIAL

Editorial Office: (847) 391-1004
Bridget White Editorial Director

bwhite@sgcmail.com

Associate Editor
cburns@sgcmail.com

Carrie Burns

Associate Editor
cevans@sgcmail.com

Catherine Evans

Mackenzie Gaffney Associate Editor
mgaffney@sgcmail.com

Associate Editor
kmurphy@sgcmail.com

Kelley Murphy

ADVERTISING
Sales Office: (817) 731-9352

Felix Schilling

Account Manager
(817) 731-9352
felixschilling@sbcglobal.net

Tami Morrell Integrated Accounts Manager

tmorrell@sgcmail.com

Doug O'Gorden Integrated Accounts Manager
dogorden@sgcmail.com

STAFF

Tim Campbell Group Publisher

tcampbell@sgcmail.com

Judith H. Schmueser

Director of

Production Operations
jschmueser@sgcmail.com

Scott Figi Production Manager

sfigi@sgcmail.com

Linda L. Lambdin, C.C.P.

Director of

Circulation
llambdin@sgcmail.com

Erica Rivera Advertising Coordinator

erivera@sgcmail.com

Jody Cardinal

Director of

Corporate Communications
jcardinal@sgcmail.com

Judy Ann Paul Sales & Marketing Associate

jpaul@sgcmail.com

Donna Aly Classified Advertising

daly@sgcmail.com

Joy Stirling Images Photo Library

Barb Versalle, (231) 894-1774
info@joystirling.com

EDITORIAL
ADVISORY BOARD

Dale Bachman Bachman’s Floral Home & Garden
Stan Pohmer Pohmer Consulting Group
Judy Sharpton Growing Places Marketing
Steve Vanderwoude Spring Meadow Nursery
Jack Williams Ecke Ranch
Mitch Whitten Birding Business

CORPORATE

Karla A. Gillette Chair/CEO
Sheldon Schultz Vice Chairman/COO
Edward Gillette President

Halbert S. Gillette Chairman Emeritus

(1922-2003)

Lawn & Garden Retailer accepts no responsibility or liability
for the validity of information supplied by contributors,
vendors, advertisers or advertising agencies.

Subscription Information

Lawn & Garden Retailer magazine (ISSN 1540-9023) is published eight times a
year in January, February, March, April, June, July, August and September by

Scranton Gillette Communications, Inc.,
380 E. Northwest Highway, Suite 200,
Des Plaines, IL 60016-2282.
Telephone: (847) 391-1000 Fax: (847) 390-0408.

Subscription rates in the U.S. are $30 per year (Canada and Mexico are
$50 and all other countries are $60 payable in U.S. currency). Periodical
postage paid at Des Plaines, IL 60018 and at additional mailing offices.
Reproduction of contents is forbidden. Copyright 2004.

POSTMASTER: Send address changes to Circulation Department,Lawn
& Garden Retailer, 380 E. Northwest Highway, Suite 200, Des Plaines,
IL 60016-2282. PRINTED IN USA.



