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INDUSTRY PRONOTI ON

By Stan Pohmer

hose of you who have worked wth ne
before, have heard ne speak at i ndus-
try events or have read ny past
witings knowthat | amone of the industry's
staunchest supporters of consuner-focused
narketing and pronoti on efforts. W& ve got a
great product that the consuner genuinely
likes, but we're continually getting outhus-
tled by the narketing/pronoti onal efforts of
norfl oriculture products. These ather indus-
tries are successfully convincing the con-
suner that their products are better than
ours, providing themwth conpel ling rea-
sos that a sperd ng vote for their products is
abetter vdue or is better for them
To this | say...“Hogwash!” Vé know this
isn't true, that we are the better
choice.but have any of us really told this
to the consuner? V& spend a lot of tine,
effort and noney telling each other that we
have the preferred choices —the better
products and prograns —but preaching to
oursel ves doesn't add a nickel to our indus-
try sales or your bottomline. If, as an
i ndustry, we could ever get ourselves
together with a unified front, a consistent
nessage, to the consuner, there’s not
enough production capacity to support the
denand that woul d be creat ed!

WHAT'S IN THE AIR
VWl |, that scary phrase “industry
pronotion’ is raising its ugly head again!

.t he Good,

t he

Bad and the Wgly

A least two initiatives were broached at
the QFA Short Qourse in July. The first,
Anerica In Boom uses the GCommunities
In Boomstrategy: a grass roots, civic
| andscapi ng, PR canpai gn that originated
in Ganada and was brought to the Lhited
Sates by the nowdefunct BA. It has been
presented as a stepping-off point for the
devel opnent of a national narketing ini-
tigive

The second narketing suggestion was
for a canpaign to reposition poinsettias
as a val ue-added, hone decorating sol u-
tion wth the goal of changing the inage
from a price-based focus (sonething
we as an industry have proml gated and
perpetuated, not a position that was
dictated to us by the consuner). Both of
these initiatives net with, at best,
| ukewar m response fromthe audi ence.

Sonme of you nay say, “been there, done
that,” because the industry has attenpted to
organi ze narketing and pronotional efforts
before, wthout sustained success. Anyone
care to renentber Hora Board, Pronoflor
and FA ant Anerica?

OUR CHALLENGES

A mar ket i ng/ pronoti onal canpai gn
for the floriculture industry has to deal
wth a nunber of anonalies that other
successful commodity canpaigns (e.qg.,
Dairy Qouncil, Beef and Pork Qouncils,
Gape and Appl e Commissions, etc.) don't
have to deal wth. And yes, many of our
products are commodities because we' ve
positioned themto the consurner that
way. onsi der sone of our chal | enges:

Qur industry is nade up of nany differ-
ent and divergent sub-groups: annuals,
perennials, foliage, trees, herbs and spe-
ciaty plants, cut flowers, etc. The dairy
industry has one nain product: mlk. Al of
their other products, |ike cheese or ice
cream are mlk by-products.

In floriculture, there is no associ ation

or trade organization that represents all
aspects of the industry, nor is there any
national group that can speak for or
coordinate al of the state, local or spe-
cialized product group’s efforts. The
dairy industry, as an exanple, has a
national council that represents the
interests of all the individual state or
regi onal dairy groups.

The floriculture industry has to deal
wth clinatic zones that dictate both pro-
duction and retail tinmng, as well as actual
product availability by geographic area. In
the Sunbelt states, gardening is a year-
round busi ness, starting in January, while
here in the upper Mdwest, the season
kicks off in late April and only lasts 6-8
weeks. MIk, on the other hand, can be uni -
versally pronoted at any tine; the beef and
pork industries can focus on national bar-
beque pronotions from Mt her’s Day
through Labor Day.

Producers in our industry are forced to
take sides wth retailers: They are either
mass- mar ket oriented or independent
retail er-focused. Each retail segnent’s
needs are different. And, these retail
channel s | ook at each other as archrivals.
A cow is only concerned wth providing
mlk, and thereis no difference ina galon
of mlk at the convenience store or the
supercenter; the cowis apolitical.

Because of the multitude of coni nations
and permutations in our industry —caused
by the different product and geographic
groups and the varying degrees of partici -
pation and representation in these groups
—we are forced to deal wth trenendous
political pressures. For exanple, a pro-
gramthat neets (or is perceived to neet)
the needs of the nass nerchandiser wll
not be supported by the i ndependent retail -
er and vice versa. In the dairy industry,
the cowis still apditicad and hes no inter-
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