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By Stan Pohmer

We all wanted
one thing
and shared a
common goal
and vision:
to make the
program work
and the customer
successful.
We understood
that if the
customer won,
both the retailer
and the supplier

partner won.
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Who’s Driving
This Bus?

In today’s tough times, collaboration and cooperation throughout the
supply chain is essential to bringing in those hard-fought consumer dollars.

n the olden days, growers

grew the plants, and it

was the retailers” responsi-

bility to figure out how to

sell them to the end con-
sumer. Once you delivered the
plants, your job was done. Life
was simple and relatively easy.
But that was yesterday’s thinking,
not today’s. (Though many of you
may wish that was still the way
we did business!)

There have been massive
changes in the past five years or
so in the roles growers have taken
on in developing marketing pro-
grams; some of them have been
voluntarily implemented by you
because they made good business
sense, and some have been forced
on you, as in pay by scan (PBS).
But no matter how you arrived at
this place, our industry is all the
better because of your involve-
ment and the contribution of your
perspectives and expertise.

A Three-Way Partnership
Yes, it’s been a few years since
I sat in the buyer’s chair, making
product assortment, inventory
and merchandising decisions. But
what made my retail program suc-
cessful was that I understood that
my role was pretty simple: acting
as the intermediary between my
customers and my suppliers. I
recognized that my suppliers
knew far more than I did about
the product — timing the appro-
priate product for the right market
(even down to micro-marketing
by individual store and micro-
climate) and having the correct

inventory levels to maintain turn.
My strength was in knowing my
customers and their needs; I reli-
giously studied them by walking
the stores, listening to my garden
center teams, and analyzing the
demographic data and feedback
from focus groups.

We created a true three-way
partnership, understanding that
the retailer, suppliers and cus-
tomers were mutually dependent
on each other, and none of us could
succeed independently. And this
was a true partnership, not a fair-
weather relationship where, when
something went awry, the finger
pointing started. (We used to call
these relationships BOHICA part-
nerships. E-mail me, and I'll tell
you what BOHICA stands for).

There were times where, based
on the season or the challenges
or issues, the buyer or the sup-
plier took a more active role in
the partnership, and this changed
as the need dictated and was
almost unconscious and seam-
less. We both recognized that dif-
ferent situations required different
knowledge bases or skill sets that
one of us was in a better position
to provide. And this lead-role
ebb and flow worked because we
were partners, and egos didn't get
involved. We all wanted one thing
and shared a common goal and
vision: to make the program work
and the customer successful. We
understood that if the customer
won, both the retailer and the sup-
plier partner won.

I realized early on in my retail
career that it was as important to

understand my weaknesses as it
was to understand my strengths,
and then reach out to my suppliers
and other business partners to
compensate for my weaknesses or
lack of expertise. It was an admis-
sion on my part that I was not the
“almighty” buyer who had all the
answers and that if I truly wanted
to succeed, I had to rely on others
to reach my goals. This philos-
ophy really worked, and there are
growers out there who can attest
to its reality and success. And this
philosophy is as applicable today
as it was back then.

The Outlook for Today

In today’s marketplace, there
are still those relationships that
are strictly buy/sell, with little
partnership between the trading
partners. But more and more,
the buyer and seller are moving
beyond the simply transactional
and becoming more codependent.
The more progressive relation-
ships are three-way partnerships,
a tri-dependency made up of the
supplier, retailer and consumer,
and the lead role in this partner-
ship situationally shifts from time
to time. Whether you person-
ally like the pay by scan concept,
this program forced suppliers
to become closer to the end con-
sumer. In many cases, entering
the PBS environment was the
first time growers had to directly
interact with the end consumer
and were directly impacted by
their purchasing behavior. And
most PBS growers found that
there was a steep learning curve B
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when they started facing the con-
sumer and experiencing retail
from a retailer’s perspective.
Many of those growers who col-
laborated with their retail part-
ners to focus on the consumer
have been more successful than
those who were just in transac-

tional relationships.

I mentioned earlier that the
lead roles in partnerships shift
among the three stakeholders
based on changing situations.
With the decreased disposable
income, low consumer confidence
caused by the financial industry

collapse, lower and more limited
credit card lines, concerns with
job security and lower net worth,
retail sales this spring will be
tougher to come by. Every retailer
in every product category will
be fighting tooth and nail to get
their fair share of the available
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Box 44, Adams, MA 01220 Phone (413) 743-2064 Fax (413) 743-2935

e-mail gromor@verizon.net web www.gro-morent.com

See videos of our seeders in operation on our web site at www.gro-morent.com

VISA & MASTER CARD ACCEPTED

VIBRO HAND
SEEDER®
Model VHS - 1

$55.00 U.S.
Plus $16.00 S&H

Model

TM-1 $598.00 plus S&H_
Call for ship quote

TM-2 $275.00 plus
$16.00 S&H
Vacuum Adaptor
Package.

TM-3 $389.00 plus
$16.00 S&H
Venturi Pump
Package.

New
Model TM - 6A Manual
needle seeder.

Single, double & triple
manifolds available

Send or call for
brochure.

$4790.00 plus crating
and shipping.
Call for ship quote.

PLUG %
PUSHER -

Fast Reliable Plug Removal

e

PLUG PUSHER™
Model PP-1

Available in 512 PT, 384,
406, 392, 288, 200, 128
& custom sizes.

$38.00 U.S. plus $15.00 S&H

Write in 715
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Grower

fértiss

plant propagation system

Order OASIS Fertiss
Propagation Media
and discover why
top growers declare:

“Fertiss has given us an edge on
growing top-quality plants”

“The consistency is exceptional”

“Fertiss outperformed the
competition in every aspect”

“Fertiss reduced our shrink
and handling costs”

“I have decided to convert
all my propagation
media needs to Fertiss”

i

MADE IN USA
BN ir
Call Today! 800-321-8286
Write in 722

Many of those
growers who
collaborated with
their retail
partners to focus
on the consumer
have been more
successful than
those who
were just in
transactional
relationships.

consumer spending dollars, and
the consumer will reward those
retailers who best address their
needs and provide solutions to
their expectations.

Now More Than Ever

It’s more critical than ever for
the supplier/retailer partners to
work together to identify what
their specific and shared cus-
tomers want and then provide
the products, programs and ser-
vices that meet their needs. Those
teams that do this better than all
of the competition — not just lawn
and garden competition but com-
petitors of all categories — will be
rewarded by the consumer. Those
who do not, will not. Retailers
can’t do it all by themselves; sup-
pliers and retailers must work
together to understand and
respond to today’s challenging
consumer. Granted, this is what
Retail 101 should be all about, but
these troubled times and fickle
consumers call for collaboration
and cooperation.

It’s important to remember that
in these tough times, the consumer
really is driving our bus...

Stan Pohmer is president of
Pohmer Consulting Group in
Minnetonka, Minn. He can be
reached at spohmer@pohmer-
consulting.com or (952) 545-7943.
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