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A rising tide of consumer awareness will 
lift all boats — be it retailer, grower, 
breeder or brander. Providing them 

with the products and information that match 
their needs will keep them coming back to the 
garden center. An important part of this is in 
the messaging delivered at the point of sale. 
That’s where it all happens. When the shopper is 
standing there with money in their pocket and the 
decision to buy is upon them.

PROVIDE CONFIDENCE
So, what do most consumers want when 

making a purchase in the garden center? 
First, they want confidence that they will be 
successful with their purchase. Data indicates 
that most shoppers in a garden center identify as 
inexperienced, knowing just enough to get by. 

Many don’t even consider themselves 
gardeners. Their confidence might be low, but 
their desire for flowers and plants in their life is 
high. The opportunity here is to bring sufficient 
information and inspiration at the point of sale to 
ease their fear and sell more plants.

Even in a changing landscape of how best to 
communicate to the shopper in the store, research 

shows that the best way to reach 
consumers is through the tag 

and associated 
packaging, 

as this 

remains the top source for consumer’s gardening 
information. In fact, according to a Home Garden 
Panel study, 72 percent of consumers learn about 
new varieties in the retail store. This is still the 
biggest opportunity to communicate the value 
and performance expectations that are relevant to 
today’s garden center shopper.

PROVIDE SOLUTIONS
In addition to delivering a relevant and 

helpful message in the store, new products can 
be developed to benefit those shoppers who 
need the help most. Research informs us that 
providing solutions to consumers who don’t 
have experience and don’t consider themselves 
gardeners is another opportunity. These can take 
the form of DIY products fashioned to meet their 
need for help.

Examples are out there in the form of the 
many meal kit services like Hello Fresh and Blue 
Apron — Pre-packaged ingredients and fool-proof 
instructions on how to successfully prepare a 
meal. This same concept can play out in the 
garden center with packaged, pre-
selected plants, instructions 
and all one needs to make 
their own decorative mixed 
container. Having 
such a “kit” in 
the store can 
drive sales to 

those who might otherwise be intimidated to 
locate all of the needed items for their project.

PROVIDE AN EXPERIENCE
Taking this thought further, finished, ready-

to-use decorative items are on the rise. A new 
generation is looking for ways to have plants part 
of their lifestyle. But make no mistake, these are 
not “gardeners.” Their purchasing decisions can 
be driven more by the space they live in and the 
amount of time they have. It’s about their lifestyle 
and the experience they want from having plants 
and flowers as a part of it. 

Here the opportunity is to reform what you 
already sell into beautiful, high value, finished 
decorative products. Declassify plants. Mix 
tropical foliage with annuals. Offer season-long 
blooming mixed perennials. Combine vegetables 
with non-edibles to create new, unique products. 
Then communicate with inspiration and the 
information needed through tagging and 
packaging to deliver your message. 

The market for our products is changing. It’s no 
longer sufficient to offer only the “raw material” 

of packs and pots. Consumers want more. How 
you communicate to them at the point 
of sale will make a big difference. The 
right product, tagged and packaged 

for today’s shopper. Therein lies the 
recipe for success. Theirs and yours. 

How can you capture the consumer and differentiate your 
product offering through tags and packaging?

ON THE CONSUMER

EXPRESSIVE 
AND UNIQUE. 

Millennials value 
customization, authenticity and 

expressing themselves. Mix tropical plants 
with annuals and perennials for a unique 
and out-of-the-ordinary deco container. 

Brightly colored containers and a whimsical 
tag complete the package.

Fifty percent of  those who garden (62 
percent of  millennials) cite not having enough 

time as preventing them from gardening. Provide 
high-impulse finished items, quick and clear 

messaging, and grab-and-go collections.

DO IT FOR THEM.

Gerry Giorgio is creative director with 
MasterTag and can be reached at 

ggiorgio@mastertag.com.

ALL EYES
BY GERRY GIORGIO
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A One-Billion Man Army     
Ready to Go to Battle...

With Plant Pathogens on Leaves or Roots
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1.888.273.3088 | biosafesystems.com

AND WE WILL WIN. PVent biofungicide from BioSafe Systems is  
an enhancement in microbial fungicide technology, taking on MUCH  
larger pathogens by using an army of microscopic Gliocladium  
catenulatum fungi. This easy-to-use, versatile IPM tool uniquely adapts  
to thrive across wide temperature and humidity ranges on leaves and  
in soil. PVent rapidly colonizes its host environment, banding together 
as a larger army, to defend against, attack and destroy even the most 
resilient pathogens.

LEARN MORE AT CULTIVATE ’18
BOOTH #3653

FALL IS FOR 
DECORATING. 
Seventy-eight percent of  
consumers decorate with 
plants in their fall displays. 
Eighty-seven percent of  
millennial home gardeners 
decorate for fall — far more 
than older generations. 
Increase fall sales by offering 
decorator finished items. A 
decorative container and a 
tag on a riser will make a nice, 
ready-to-use combo.

Shoppers are 
now visiting the 
garden center into 
July, August and 
September. Offer 
season-extending 
finished decorator 
products for July 4th 
and Labor Day.

EXTEND THE 
SEASON.

LEADS THE WAY

www.AmericaInBloom.org

The America in Bloom national awards program brings out the best in hometowns 
and empowers communities to excel. Lead the way and experience the benefits by 
registering today.

COMMUNITY INVOLVEMENT ENVIRONMENTAL ACTION

HERITAGE PRESERVATION PLANT BENEFITS

Green FuseTM Botanicals is excited
to introduce our newest member to the 

Leucanthemum program, Double Angel®
Daisy. Double Angel®, like all Green FuseTM

Botanicals Leucanthemum, requires zero 
vernalization and is daylength neutral.

Its unique, fully double shasta �owers sit
tightly on top iof ts perfectly mounded habit.

Leucanthemum White Mountain

Leucanthemum  Double Angel Daisy

Leucanthemum Darling  Daisy Leucanthemum Angel  Daisy

®

®

®®
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www.green-fuse.com
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COMMUNICATE AND INSPIRE.  
Pressure-sensitive labels offer another option for communicating. Their 
large space creates an opportunity for rich information and inspiration. Take 
full advantage of  the space. Add images, text, bar codes and price. But be 
sure to provide as much detail as possible. Shoppers want and need help.

DO IT 
YOURSELF. 
Sixty-one percent of  
consumers prefer 
an empty container 
and plants to plant 
themselves as opposed 
to ready-made 
containers. Provide 
ready-to-use “kits” for 
those who want to plant 
their own but don’t know 
what to choose. 

INCREASE 
VISIBILITY 
UNDER 
THE RIM. 
The plant tag is the 
No. 1 source for plant 
care and maintenance 
information at the store 
level. The majority 
of  shoppers under 
40 say they can feel 
overwhelmed when 
shopping for plants. 
Tags help guide 
consumers and give 
them confidence they 
can succeed.

A UNIQUE 
TAG CAN 
ADD VALUE. 
Millennials want to refresh 
their containers, planting 
multiple times each year. 
They change colors with 
each season and show 
high interest in “drop in” 
or “no gloves” solutions. 
A unique tag, like the 
umbrella shown here, can 
provide information an 
add value as a decorative 
item consumers will want 
to keep.
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