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The Wr i te  Stu f f

I 
am just old enough not to know how to 

design a web page. To me, code is some-

thing in a spy novel. Java is tasty with a little 

French vanilla. Oh, and if HTML doesn’t 

stand for “How to Make Love,” then you can 

return the book; I won’t read it. I am sure 

many of you feel the same way and would rather 

be doing something less technical — like, say, 

gardening. Our earthy passion isn’t a refuge 

from the computer anymore though. In fact, if 

the popularity of the garden blog is any indica-

tion, people must regularly be shaking compost 

from their keyboards.

Crack a book on web design, and you might 

feel like you’ve opened the door to a smoky 

teachers’ lounge. Setting up a blog, on the other 

hand, feels like prying open a fresh can of Play-

Doh. It may not be a masterpiece, but you can 

make something pretty cool in a jiff. That nearly 

instant gratifi cation is intoxicating for those with 

green thumbs and the industry that swirls around 

them: Every bloom and bug is post-worthy.

Garden blogs used to be things you’d stumble 

upon while Googling an ex. Now, they’re like 

whitefl ies on an orange tree. Seasoned gar-

deners are typing the intricacies of grafting with 

blue fertilizer stains still on their fi ngers. Nov-

ices are shouting in all caps about the hanging 

baskets that they’ve kept alive all summer. Even 

garden centers are getting in on the action and 

fl aunting their wares. They might fi nd it tricky 

to break into the pack, though.

What’s Your Point?
A blog’s success depends on the goals of its 

author. Businesses usually want any venture to 

lead to dollar signs, and it is certainly under-

standable in these challenging economic times. 

But blogs are not about selling — they are about 

sharing. Increased profi ts will depend on how 

well you place yourself in the online commu-

nity of potential buyers. Thankfully, there are 

people out there to help us do just that.

“Any business that has a blog has got to be 

genuine and transparent,” says Kathy Purdy, a 

blog consultant and creator of www.coldclimate

gardening.com, a blog she maintains from 

upstate New York. “A lot of people see blogging 

as a way to market your business without under-

standing the ambiance of it.” Indeed, it is easy 

for a store blog to turn into a mere sales bulletin 

when it should be more like coffee talk: “Hybrid 

tea roses. Discuss.” 

Purdy says store blogs should strive for an 

atmosphere that pulls customers behind the 

scenes. An easy way to do this is to focus on the 

workers rather than the store as a whole. These 

are the faces people see when they shop. Cus-

tomers’ trust has ideally already been gained 

through product recommendations and conver-

sations held while loading merchandise. Cus-

tomers would much rather be connected with 

these everyday people, and learn about their 

daily activities, than with some la-la-la about 

how mums are buy-fi ve-and-get-one-free. 

How do I know? I’ve made these mistakes 

with my very own store blog, hesterandzipperer.

blogspot.com. I’ve hovered over a laptop and 

thought really hard about what new product 

or nifty deal might get people in the door. 

Sure, I got some good feedback on my article 
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signatures on our e-mails have the 

website listed.” This, of course, is 

critical, because what good is a 

site if nobody knows it’s there?

When asked whether he feels 

like he’s missing out reaching the 

younger generations that have 

embraced blogs, Maddox points to 

the group’s spending habits: “I’m 

not counting on huge dollars from 

those folks,” he says. “A lot of them 

are like me. They’ve got three kids 

and a mortgage.” Rice’s Nursery 

did attempt to set up a group on 

Facebook, but had disappointing 

results: nobody joined. 

Rice’s experience online is 

common, but realize that it is not 

because people aren’t interested. 

It takes time and determination to 

develop a following in cyberspace. 

about benefi cial nematodes, but 

the same people were coming 

through the store every week. My 

blog wasn’t working.

Thankfully, blogs — like gar-

dens — are not carved in stone. 

So, I plan to shake things up a 

bit in this next season. After all, 

the plant business is juicy. I’m 

going to let the nursery cats out 

of the bag this time around, and 

you can too. If you and your crew 

unloaded a huge Monrovia truck 

full of heavy citrus in a down-

pour, write about it. Did you all 

get chigger bites from a trailer 

of wheat straw? We did. Maybe 

you broke a water main while set-

ting up the Christmas tree yard 

(and maybe it wasn’t your fault). 

Write about it anyway. Stories like 

these are human, and people like 

hearing about other people.

Are You Missing Out?
Steve Maddox, manager of Rice’s 

Nursery in Canton, Ohio, prefers a 

web page (www.ricesnursery.com) 

over a blog, because it requires 

less of a time commitment. “We 

promote our website everywhere 

we can,” Maddox says. “All print 

ads, post cards, newsletters, 

trucks, business cards, and even 
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Get Blogging!
If you’re looking to get started 

with a blog for your store — or 
for yourself — these sites offer 
free accounts, customizable 
“themes” and even room to post 
photos:

• Blogger: www.blogger.com
• Wordpress: www.wordpress.

 com

And here’s a recap of the 
websites listed in this story.

• Cold Climate Gardening: 
 www.coldclimate

 gardening.com
• Rice’s Nursery: www.rices

 nursery.com
• Blotanical blog search: 

 www.blotanical.com
• Hester & Zipperer Lawn & 

 Garden: hesterandzipperer.
 blogspot.com

✳
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shock,” Robinson says. “The cus-

tomer wants to be befriended. 

They want you to engage them, 

inspire them and help them be 

better at what they already enjoy.” 

But here’s the catch: “They want 

you to do it on their turf, not 

yours.”

When your blog is fi nally out 

there for all of the world to see, 

remember that your target audi-

ence is much smaller. You are 

essentially designing a local news-

paper, so pack it full of what mat-

ters to those who live nearby. List 

activities of local garden clubs. 

Post information about school 

gardens. If your store doesn’t 

carry something, be helpful and 

tell readers where they can fi nd it. 

To  disr egar d 

younger 

cus t omer s ’ 

in t er es t  in 

t h ings l ik e 

bl ogging is  l ik e 

handing t hem t o 

your  compe t i t or s 

on a pl a t t er.

Get Involved!
To get your name out there, read 

and post on other garden blogs. If 

you can’t fi nd them, Stuart Rob-

inson is your man. He created www.

blotanical.com, a successful blog 

directory that unites gardeners 

from around the globe. Visitors to 

his site can search garden blogs by 

continent and state, review them, 

and submit their own. Robinson 

can’t stress the need for innova-

tion enough.

“Any retailer who believes they 

can put up a static website and 

entice customers is in for a rude 

Also note that younger customers 

with less discretionary income are 

the seeds of future profi ts. To dis-

regard their interest in things like 

blogging, sustainable planting 

and integrated pest management 

is like handing them to your com-

petitors on a silver platter.

Going Green
SUPPLYING INDEPENDENT 

GARDEN CENTERS SINCE 1992.

Contact us today for a 
current wholesale catalog.

www.garden-works.net
1-888-660-8511
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You will gain respect, and your sales will only 

be the better for it.

Christine Lucas is a Savannah, Ga.-based free-
lance writer and has been multitasking at Hester 
& Zipperer Lawn & Garden for seven years. She 
can be reached at hesterandzipperer@hotmail.

com. Check out her store’s blog at hesterandzip-
perer.blogspot.com and Lucas’ fi ction writing at 
tuesdayafterthat.blogspot.com.

When you arrange displays by color, it 
attracts attention and spurs sales. ColorWise

signs make it easy. A set of six 18" x 45" 
signs includes Outrageously Orange, Rock ‘n

Roll Red, Pretty in Pink, Wondrous White, 
Hello Yellow, and Purple Passion. Make a 

colorful statement by surrounding them with 
vibrant Proven Winners varieties in matching
colors. The set costs $135, freight included. 

To order, visit www.provenwinners.com 
or call 1-877-895-8138.
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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.


