
M
ost people in the green industry
understand that marketing is both
an art and a science. Hermann
Engelmann Greenhouses in
Apopka, Fla., recognizes this and

has created an enduring yet continually innovative
marketing program for its Exotic Angel product
line. By finding the right balance between market-
ing art and science, the 35-year-old company contin-
ues to re-invigorate itself. The company’s marketing
programs also stay true to Hermann Engelmann’s
founding principles: quality, quantity, consistency,
availability and innovation. 

In recognition of these innovative efforts,
Hermann Engelmann Greenhouses has been
awarded the 2006 GPN/John Henry Company
Creative Marketing Award. 

The Company
Born in Germany in the 1930s, Hermann

Engelmann moved to the United States in 1971
when he saw an ad for a 10,000-sq.ft. nursery in
Apopka, founding his namesake company.
Today, Hermann continues to serve as CEO
while his son, Wolfgang, is president and COO.
Wolfgang is the fifth generation of Engelmanns
to be in the floriculture business.

The company has nine different locations in the
Apopka area with approximately 2.8 million sq.ft.
of greenhouses and a staff of 250 permanent
employees. Currently, Hermann Engelmann
Greenhouses is offering more than 400 “unique
foliage varieties” for indoor use — from the
aglaonema ‘Maria’ to the zebra plant.

The company’s signature product line is Exotic
Angel. The name is derived from the German-to-
English translation of Engelmann, which means
man of angels or angel man. Hermann created the
product line when he started his business.

From the beginning, Hermann had a very
good understanding of branding and market-
ing. His definition of a brand was “a promise

for an emotional guarantee for the same exact
experience each time it is encountered.” He said
for the retailers, this meant exceptional product
quality and profitability. For consumers, it
meant they could expect a unique, healthy,
beautiful plant every time.

This philosophy is still at the core of the com-
pany’s marketing message. �
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By Tim Hodson

The marketing efforts at Hermann Engelmann Greenhouses 
continue to deliver heavenly results for the Exotic Angel product line.

Wolfgang Engelmann is active in all aspects of his company’s
product development and marketing programs. (Photos:
Hermann Engelmann Greenhouses)

An Angelic
Marketing Program

Hermann Engelmann Greenhouses is comprised of nearly 2.8 million sq.ft. of greenhouses in nine locations in the Apopka, Fla. area.
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We search the world and 
breed for garden-worthy 
perennials
Choose the starter size 
that best fits your needs –
unrooted cuttings or liners 
in 72s, 128s, Deep 30s.

NEW! Hibiscus Cordials – Four cultivars with 
unique “maple leaf” cut foliage, large flowers and a
standout, full and stocky plant habit. Bred by Yoder.

NEW! Dendranthema Igloo series – A break-
through for the genus bred by Yoder! Neat round-
ed domes of solid color, with no pinching and no
PGRs. Consistently hardy to Zone 5.

NEW! Tutti Frutti Achilleas – Bred by Sahin for
sturdy, compact plant habits with excellent flow-
ering uniformity and a long bloom period. 

Geranium 'Rozanne' – The hardy geranium 
consumers ask for most by name. Long blooming
and heat tolerant. Just ask Alan Armitage of the
University of Georgia!

Heliopsis 'Loraine Sunshine' – Wonderfully 
variegated foliage and sunny yellow flowers are 
real eye catchers. 

To order contact your favorite sales representative or

Yoder customer service.

Yoder Brothers, Inc.
2369 Old Philadelphia Pike

Lancaster, PA 17602
ph:    800.233.0285

717.299.0300
fax: 717.299.7162

perennials@yoder.com

www.yoder.com1-800-233-0285

Achillea - Strawberry Seduction PPAF

Tutti Frutti Collection

Hibiscus Cordials – Peppermint Schnapps PPAF

Heliopsis – Loraine Sunshine PP#10690

Geranium – Rozanne PP#12175

Dendranthema – Rosy Igloo PPAF

Write in 521
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Marketing Creatively 
Wolfgang Engelmann recently spoke with GPN to explain how the com-

pany integrates marketing into all aspects of its operations to promote and
sell the Exotic Angel line. 

“We are really trying to do an all-around approach” when it comes to mar-
keting the company’s products, he commented. “We have tried to set up [the
company’s plants] so when our customers open up the box, they go ‘WOW!’ not
‘oh.’” He said this involves everything from the look of the plant itself to the
company’s vibrantly colored pots to the way the information is presented on the
tag. “[All of the employees] really put their hearts into making our products.” 

“We always try to keep our promise for superior product quality, exotic
varieties and mass-market availability,” Wolfgang said. “We also have
consistently focused on innovation. We travel abroad to collect new ideas.
We observe activities from other industries. Then, we also stay educated
on the latest consumer trends.”

“We continue to reinvent our variety mix and our packaging, and we
always try to enhance the basic message of what our company is about,”
added Wolfgang. “Staying close to our marketplace allows us to quickly
react to emerging trends, to adjust our product mix and marketing mes-
sage in the most appropriate way.”

This kind of communication with the retailer and the consumer is key to
the marketing program’s success. “We continue to dig deeper to understand
the end-consumer and help them become even more successful with their
plants,” Wolfgang said.

He said the Exotic Angel marketing program has to be targeted to a
wide audience of retailers and consumers because the company sells to
such a broad base — literally from one case to a flower shop to thousands
of cases to a home center.

When asked why he thought the Exotic Angel program had been so
successful for so long, Wolfgang said, “I guess it is the consistency of our
promise. If we don’t keep the consumer happy, nothing else matters. That
is the bottom line. Our retailers really trust our integrity and program exe-
cution,” Wolfgang added. “The end-consumers can always expect to
receive the best value when they see that little red angel” on the plants.

Keys To Success
Hermann Engelmann Greenhouses recognizes how tough it is to survive in

today’s retail market and is continuously working on a number of different
programs to help retailers be more successful in the business of houseplants.

Wolfgang believes the sale of indoor foliage plants is heavily driven
by impulse purchases. “This is the reason why we place so much atten-
tion on how our product looks,” he said. From the plant itself, to the pot,
to the tag — Herman Engelmann Greenhouses puts a lot of care into the
company’s product.

“What we have tried to do is take very exotic plants and produce them so
they have quality root systems and good soil so they hold up [for the retailer
who can then] make them available to the mass markets,” Wolfgang added.

“The process of how we decide how our marketing vehicles need to look �
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Bestsellers

On a good base:
TEKU pots and containers with

mega hole profile bottom
and mega hole cross bottom

simply the bestPöppelmann Plastics USA LLC
785 Hwy 70 SW | Suite 200

Hickory, NC 28602
Phone 828-322-1543

Toll free 866-886-1556
Fax 828-322-3926

teku@poppelmannUSA.com
www.teku.com

Mega hole
cross bottom

Mega hole
profile bottom

Write in 720

Greenhouses and Equipment
for all your growing needs.

Serving the Horticultural 
community for 27 years.

Factory Direct Prices...
...right to your door!

• Greenhouses, Benching & Display Units.
• Polycarbonate, Greenhouse Film & Coverings.

• Industrial Grade Fans & Heaters.

Call today 1.800.476.9715 for your FREE
Master Catalog with over 25,000 items or shop
online 24/7 at www.GrowersSupply.com

Mention Promo Code: GA0506

Write in 735

Hermann Engelmann Greenhouses employees are always aware of how important the customer is.
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www.martforcarts.com

➢ Rear basket width 26"
➢ Rear basket height 17-3/4"
➢ Basket length 37"
➢ Front basket width 19-1/2"
➢ Front basket height 12"
➢ Floor to handle 41"
➢ Total overall length 45-1/2"
➢ Baby seat included

33" LONG OD

BASKET 
10-1/2" DEEP

43" HIGH (O.D.)

➢ Rear basket width 20-1/4"
➢ Rear height floor to handle 40"
➢ Rear basket height 19"
➢ Overall length of cart 35"
➢ Overall basket length 30"
➢ Front basket width 15-1/2"
➢ Front basket depth 15"

PLANT TRANSPORT CART
GREEN MONSTER

SPECIAL SUMMER 
PRICE OF 

$139.00
• ALL METAL CONSTRUCTION
• ELECTROSTATICALLY POWDER

COAT PAINTED (GREEN)
• PRICE INCLUDES BASE UPRIGHT

& 3 REMOVABLE SHELVES
• SHELVES ARE 2" X 2" WIRE GRID
• EACH SHELF HOLDS 5 (10" X 20"

FLATS) CART HAS TOW HITCH &
COUPLING

• 22 SHELF RESTS ON 3" CENTERS 
• 2 RIGID & 2 SWIVEL - 6" X 2"

CASTERS MOLD-RUBBER OVER
CAST IRON WHEEL

56 1/2" LONG x 21" WIDE x 82 1/2" HIGH

GREEN MONSTER
SUPER GREEN CART SILVER STREAK CART

NEW ITEM!
SUPER GREEN CART

HANDLES HEAVY LOADS
ONLY 

$359.00 EA.
EACH CART COMES WITH

• 3 REMOVABLE SHELVES

• 4 PREFORMA CASTERS

• FORK POCKETS FOR LIFTING

• FOLDABLE & NESTABLE

IN STOCK NOW!!

57-1/2" WIDE x 31-1/4" DEEP x 83-3/4" HIGH

IT FOLDS - IT NESTS 
IT’S TOWABLE
EXTREMELY STRONG 
ALL SOLID WELDED UNIT 
(NO TAC WELDS)
3000 lbs CAPACITY - ROLLS ON

POLY CASTERS 8" & 6"
8" POLY CASTERS ARE ON AXIL - 6" ON SWIVEL PLATE
57" LONG X 29" WIDE X 73" HIGH
(77" HIGH WITH SHELVES IN UP
POSITION
FIT 120 UNITS NESTED
IN 53' X 102" VAN
USED IN EXCELLENT SHAPE -
ONLY $79.00 EA
BUY A FULL TRUCK LOAD 120
UNITS AND FREIGHT
IS FREE ANYWHERE IN 
CONTINENTAL U.S.A.

ONLY
$79.00

NEW DELUXE
PLANT CART
SUPER DURABLE

THIS ROUGH & READY UNIT
IS ALL ZINC PLATED

CHECK OUT THESE 
OUTSTANDING FEATURES

• 59" Long x 21-3/8" Wide
x 83" High

• Each cart comes with 5
removable shelves and
base

• All shelves have a solid
sheet metal deck

• Accommodates other manufacturers shelves
• 27 shelf rests on 2-5/8" centers
• Weighs 270 lbs with all shelves in - very tough
• Shelves weigh 25 lbs. ea., End Panels 31 lbs. ea.,

Base 83 lbs. each
• Tow hitch and coupling included
• Comes with preforma casters 5" x 2" - 2R - 2S
• Bases are stackable for easy storage

4000# CAPACITY

DO IT YOURSELF KIT

ONLY 
$79.00 EA.

$$$AVE BIG ON THIS 

ULTRA STRONG CART

CARTS FIT 125 UNITS 
TO A 53' VAN

USED EQUIPMENT

USED JUMBO GREEN PLASTIC SHOPPING CART USED SMALL GRAY SHOP CART OTC SHOP CARTS USED

AMAZING TECHO CART NEW IMPROVED BIG BOY FOLDING 2 SHELF TANDEM CART

HEAVIER GAUGE SHELF RESTS
MORE HORIZONTAL BRACING TO 
STRENGTHEN CART 
IT’S BIG 
48" W X 43" D X 82-1/2" H

IT’S STRONG 
3 SIDED–WRAPPED IN 2" X 1-1/4" WIRE GRID

IT SHINES
ALL ZINC PLATED FOR 
MAXIMUM RUST RESISTANCE

IT’S VERSATILE
20 SHELF RESTS ON 4" CENTERS & 
FORKLIFTABLE

IT ROLLS
WITH 4 - 5" X 2" PHENOLIC SWIVEL CASTERS

LOW PRICE — HIGH QUALITY

HEAVY DUTY SPRING LOADED
HITCH ENGAGED FOR 

TANDEM USE. EASILY FOLDS TO
9 INCHES

IT’S NEW -
NOT USED

LARGE
QUANTITIES 

IN USE

800-628-3183
Box 686, Itasca, IL 60143

CALL TOLL FREE 800-628-3183
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is teamwork” between
senior management, market-
ing and some operations-
level employees. “We really
try to do things together as a
team,” Wolfgang stated.

He said they make sure
they really think things out
when it comes to marketing.
“We are reasonably quick to
market, but we are not
rash,” explained Wolfgang. 

Recent Initiatives 
According to Bisser

Georgiev, Hermann Engel-
mann Greenhouses’ director
of marketing, the company’s
product line has a true
mass-marketing focus. The
goal is to customize the
product mix according to
the needs of the customer.

“Everything we do has to
be reasonably priced and high impact,” Wolfgang
added. “Every customer is important” no matter
how big or small. 

To create these types of plants and programs,
Hermann Engelmann Greenhouses continually
introduces new initiatives like its Living
Elegance Collection and the Soft Stone
Collection. The Living Elegance Collection pre-
sents the company’s unique plants in a hand-
crafted, heavy copper pot while the Soft Stone
Collection features a new pot design with a mar-
ble swirl look that can bring a warm and sophis-
ticated feel to home décor. The pot design and
plant complement each other, making it an
attractive purchase for the consumer. 

The company also recently redesigned its line of
4.4 and 5.5 Colorama pots for the Exotic Angel
Collection. The new design is a subtle change with
a porcelain look that still maintains the price point
and practicality of plastic. The new pot colors
were selected to meet the latest consumer color
trends. The company’s research has shown these
are the types of things today’s shoppers want.

Wolfgang and Georgiev also acknowledged
that female shoppers purchase the majority of
their products, but Wolfgang said they always
make sure the company’s marketing message
and its products are accessible to all consumers.
“We try to hit everybody,” explained Wolfgang.
“We try to get something really beautiful, unique
and different out there at affordable prices for
regular customers.”

Innovative POP signage, newly designed prod-
uct tags, a Web site re-launch and a newsletter are
just some of the other marketing tools that
Hermann Engelmann Greenhouses uses to deliver
its marketing message to retailers and consumers.

Reinventing The Tag
Hermann Engelmann knew when he first start-

ed using printed tags that the red angel logo would
be a highly visible symbol of the brand’s message.
Making sure the consumer and the retailer have 

the right informa-
tion on each plant
tag has always been
a priority. 

Wolfgang talked
about how, in the
early days of the
company, his father
would write hun-
dreds of care labels
by hand each night
and how he would
have to glue them
to floral picks the next day when he got home
from school.

The company continues to deliver this kind of
care information along with the red angel logo on
its tags, but with a little more automation.
Wolfgang said the company recently “reinvent-
ed” its labeling system to include even more
information. The new tags will cost the company
more money, but Wolfgang said the investment is
definitely worthwhile because they are producing
a lot better label that is full of useful information. 

Georgiev said the Creative Labeling System has
more than 1,500 label types in inventory, color-
coded light requirements, botanical name and
common name, care instructions, country of origin
and collector ID numbers. The new labels will also
list information in English and Spanish and have
simple icons with quick and easy care information.

Georgiev said another addition to the label mar-
keting program is the Exotic Angel Club labels that
identify the firm’s two main groups of plants —
Simple to Grow and Fun to Collect. The Simple to
Grow group consists of varieties that are great for
any level of growing expertise. The Fun to Collect
products are aimed at the more serious gardener
who is interested in new and rare varieties. 

Using The Web
Hermann Engelmann Greenhouses is planning a

re-launch of its Web site (www.exoticangel.com) �

Bonzi Spray Applications
On Perennials

Perennials are grown from a wide array of plant
genetics; many of which are naturally tall or have not
been in mainstream production very long. To reduce
plant height and improve the quality characteristics of
their perennials, many perennial producers are turning
to Bonzi. Perennials receiving Bonzi applications can pro-
duce thicker stems that withstand the rigors of shipping
and handling and exhibit an increased shelf life (up to
three weeks) at retail sites and in the greenhouse.

Growers often prefer to make spray applications
using Bonzi to control plant height. When used prop-
erly, spray applications effectively control height with-
out providing excessive levels of height reduction or
significantly delaying flower development. 

The best results are achieved when Bonzi is applied
throughout the growing season to “regulate” plant
development as opposed to attempting to stop elon-
gation just prior to shipping. Bonzi has the greatest
effect on young, actively growing plant tissues; plants
that are maturing or becoming reproductive are less
responsive. Applications made late in the crop cycle
also have a greater tendency to delay flowering com-
pared to early season applications. 

Growers should evaluate the need for height control
on each perennial variety weekly. Applications should
be made immediately if height control is necessary,
allowing 7-10 days between Bonzi applications.
Applying low rates frequently provides better height
control than using single applications at higher rates. 

The exact rates to apply vary greatly between plant
species, and by geographic location and season. The
beginning rate for most perennial applications in
Northern climates is 30 ppm (perennials sensitive to
Bonzi require starting with 10-15 ppm). Southern grow-
ers typically increase Northern rates by 50-100 percent,
depending on their locations. Also, as the summer sea-
son approaches and temperatures increase, it is often
necessary to increase application rates by 25-50 percent
to achieve sufficient levels of control. Keep in mind the
rates provided here are intended for multiple applica-
tions and for use as a starting point. We’ll provide the
science and you provide the artistic touch.

The most important aspect of using Bonzi is to
understand the “volume effect.” The volume of solu-
tion applied has a greater effect on the results than
the concentration of the solution. Unsatisfactory
results will be obtained if volumes less that 2 qts. per
100 sq.ft. (the labeled recommendation) are applied.
The appropriate volume must be applied uniformly,
thoroughly covering the crops’ leaves and stems.

Following these guidelines will help growers be more
successful with their Bonzi applications and become
more comfortable using this height control tool.

Bonzi® tip of the month

Maximize Profitability. 
Right-size Your Plants.

©2006 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. 
Bonzi® is a trademark of a Syngenta Group Company.

Write in 705

TToopp:: Multi-lingual POP helps reinforce the Exotic
Angel brand while promoting additional product
benefits. BBoottttoomm:: Hermann Engelmann Greenhouses
knows that appealing to the consumer is crucial. That
is why the Soft Stone Collection was designed to
create a warm, sophisticated look for the home.
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HIGH EFFICIENCY COOLING PADS
LATEST DESIGN FOR PAD AND COOLING SYSTEMS

This innovative design for cooling pad systems 

is the next step towards increased durability and 

longer pad life!

No coatings necessary to inhibit algae and salt 

buildup on exterior surfaces

Cleaning is easier

PVC pads designed to retrofit to systems using 

6” thick pads

Life expectancy is up to SIX TIMES LONGER 

than the traditional cardboard cell pads

GIVE US A CALL TODAY! 

(866) JADE-SYS

E-mail: jadesys@bellsouth.net

•

•

•

•

Phone: (828) 696-0769 • Fax: (828) 696-8685

6X LONGER

Write in 790

in 2006. Georgiev said the “new” Web site will
have many different interactive tools that will
allow consumers “a place to play and self-express
their own desires” on how they would like their
plants to look in their own homes. 

It will also have an area for members of the
Exotic Angel Club to sign up to receive notifica-
tion when a new shipment of plants will be
delivered to their area. “This serves as a very
nice service for the retailers, too,” Wolfgang said.

The redesigned Web site will have an area
where customers can tell others about their expe-
riences with Exotic Angel products. “We have
conducted research that shows people really love
stories,” Georgiev said. “The more interesting
the stories, the more value to the product.”

The Web site also allows the company to
collect market research data that can be used
to help enhance and improve its product offer-
ings. The site contains a detailed survey where
the company can find out about consumer pur-
chasing trends, brand awareness, customer sat-
isfaction and how the plants will be used.

What’s On The Horizon
Wolfgang is very excited about the future for

Hermann Engelmann Greenhouses. “We are really
building a good future,” he said. “We have built a
good team” of employees in a variety of age
groups. “One of the biggest things in this business is
to have a really tremendous staff,” said Wolfgang,
“and we have one of the best staffs in the country.”

“When my father started this company, he
never thought he’d have a big business. He did
it because he loved it!” Wolfgang declared. “I
was fortunate enough to grow up in the busi-
ness because I love it, too.”

And the tradition will be carried on Wolfgang
said. His son, (Andrew) plans to enter the busi-
ness too — making the sixth generation of
Engelmanns in the floriculture business.

Tim Hodson is managing editor of GPN. He can be
reached at thodson@sgcmail.com or (847) 391-1019.

GGPPNN

Hermann Engelmann Greenhouses’ multifaceted Web site provides
consumers with information and allows the company to collect
important market data.

LearnMore
For more information related to this article, 
go to www.gpnmag.com/lm.cfm/gp060602
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