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Marketing Practices Within The Nursery Industry:
The Tennessee Situation -1988 to 1998
John R. Brooker
University of Tennessee - Knoxville
Index Words: Marketing, Sales Outlets, Survey Data, Market Structure.
Nature of Work: The nursery industry experienced exceptional growth
that averaged about 10 percent per year during the 1980s (Johnson and
Christiansen). While total United States growth was not as rapid during
the 1990s, cash receipts did expand by 26 percent between 1990 and
1996 (Johnson). Growth in cash receipts among the states follows this
national trend, but varies considerably among the states. For Tennessee, reported cash receipts increased by 38 percent from $135,540
million in 1990 to $187,336 million in 1996. While Tennessee’s cash
receipts account for slightly less than 2 percent of the total U.S. market
for nursery and greenhouse products, within the state it is an important
agricultural industry. In 1997, nursery and greenhouse farm marketings
ranked seventh behind cattle and calves, soybeans, broilers, tobacco,
cotton lint and seed, and dairy products (TN Ag Statistics: 1998).
Associated with this expansion of the nursery and greenhouse industry in
the U.S. and Tennessee are structural changes within the market system.
During the first few months of 1999, survey coordinators in 30 states
across the U.S. distributed questionnaires to nurserymen in their respective states. This was the third nationwide survey conducted by participants involved with S-103’s research activity. (The S-103 Research
Committee is composed of horticulturalists and agricultural economists
from 22 states). The first survey was conducted in 1989 and the second
in 1994 (Brooker and Turner; Brooker, Turner, and Hinson). Coding,
cleaning, and initial analysis of the survey results are in progress.
Selected parts of the Tennessee segment of this nationwide survey are
highlighted in this paper.
Objectives: The overall goal of the S-103 survey was to obtain data to
permit analyses designed to provide growers with insight to help them
with production and marketing decisions. S-103 This effort began
because of the void of industry-wide data regarding production and
marketing practices of nurserymen. Specifically for this paper, TN
nurserymen’s participation in trade shows, shares of sales to repeat
customers, and the breakdown of sales as retail or wholesale are presented.
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Procedure: The 815 nurseries certified by the Tennessee Department of
Agriculture in 1998 were divided into three groups based on acreage
and/or number of containers (Haun). Small nurseries were specified as
having operations of less than 10 acres. There were 375 nurseries in
this category. Medium sized nurseries (330) were defined as those with
10 to 100 acres or 250,000 to500,000 containers. The 110 large nurseries had either 100 acres or more in production or 500,000 or more
containers. As in 1989 and 1994, 300 mail-back questionnaires were
distributed. A disproportionate stratified sampling procedure was used
because of the asymmetrical distribution of the principal variable, acreage (or containers). This technique resulted in all large nurseries being
included in the sample, 50 percent of the medium-sized nurseries, and 7
percent of the small nurseries. After the survey data were secured, the
nurseries were regrouped into three categories based upon annual sales
values reported in the questionnaires. Respondents could not be placed
in the original acreage-based categories because of the desire to maintain complete anonymity. Based on sales, small nurseries (n=28) had
less the $100,000 in 1998, medium nurseries (n=24) had $100,000 t0
$500,000, and large nursery group (n=31) had sales of $500,000 or
more. For the comments presented in this paper, the small nurseries
have been excluded and the medium and large groups combined, and
this was done for all three survey years.
Results and Discussion: As shown in Table 1, the total number of
certified nurseries in TN increased between 1988 and 1993 but dropped
dramatically between 1993 and 1998. One possible explanation could
be the impact of an increase in the cost of securing a certificate. Nurseries with less than 10 acres dropped 44 percent to 375 firms. Nurseries
with 100 acres or more increased by 18 percent to 110.
Response to the 1998 survey was slightly less than for 1988 and 1993
(Table 2). However, since the large nurseries accounted for almost
three-fourths of the total acreage, the number of responses from the
large nurseries was higher for 1998.
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Table 1. Number and Acreage of Certified Nurseries in Tennessee
Nurseries
1988
1993
1998
Less than 10 acres:
firms dollars firms dollars firms dollars
Firms
562
57.3
668
55.6
375
46.0
Acreage
1,883 5.1
1,718 4.4
1,025 2.6
10 thru 99.9 acres:
Firms 339
34.6
441
36.7
330
40.5
Acreage
8,768 23.9
12,205 31.2
9,351 24.1
100 acres or more:
Firms 79
8.1
93
7.7
110
13.5
Acreage
26,084 71.0
25,247 64.4
28,393 73.3
Totals:
Firms 980
100.0 1,202 100.0 815
100.0
Acreage
36,735 100.0 39,170 100.0 38,769 100.0
Table 2. Distribution of Survey Respondents a
Nursery group Annual sales
1988
no.
%
Small Less than $100,000
39
40
Medium$100,000 -$499,999
31
32
Large $500,000 or more
28
28
Total
98
100
a
Sample size of 300 nurseries each year.

1993
no.
%
57
53
27
25
23
22
107
100

1998
no.
%
38
34
24
29
32
37
94
100

Because the nurseries with sales of $100,000 or more account for 97 percent of
the Tennessee acreage, for this paper the smaller nursery group was excluded
(Table 3). The question regarding trade show attendance was revised in 1998 to
ask about the number of shows attended with a display and without a display.
Even combining both together the average number drops from 3.9 in 1993 to 3.1
in 1998. Sales to repeat customers continue to edge higher, which increased
from 79.5 percent in 1988 to 83.3 percent in 1998. Contract production’s share
of total sales dropped slightly.
Table 3. Participation at Trade Shows, Sales to Repeat Customers, and Contract Production.
Item
1988
1993 1998
Nurseries with sales of $100,00 or more
59
50
56
Trade shows attended - average number
- with displays
3.2
3.9
2.0
- without displays
–a
—a
1.1
Sales to repeat customers - percent
79.5
82.8
83.3
Contract production - percent
NA
15.0
14.3
a
Not divided as to attendance with displays and without displays prior to the
latest survey.
In 1998, a larger share of the Tennessee firms reported making retail sales and
488

SNA RESEARCH CONFERENCE - VOL. 44 - 1999

the percent share of dollars from retail is almost identical to the reported
situation in 1988 (Table 4). The most notable trend is the continuing
growth in importance on mass merchandisers, which accounted for onehalf of all wholesale sales in 1998. The retailer category is up from 32.4
percent in 1988 to 53.8 percent in 1998.

Significance to Industry: The nursery industry is experiencing the
same growth pattern as other agricultural industries. The industry is
becoming more concentrated. Production is dominated by large-volume
growers and sales to wholesale outlets is becoming increasingly dominated by large-volume retail chains. Analysis of the entire S-103 survey
data will permit comparisons among states for crops grown, production
techniques, interstate product flows, and other marketing issues.
Literature Cited:
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Advertising and Marketing at Trade Shows: After-Show
Sales Expectations
E. Ekanem, S. Singh, F. Tegegne, S. Muhammad, and A. Akuley
Tennessee State University
Index Words: Advertising, Marketing, Trade Shows, Sales Expectations
Nature of Work: Advertisement is an important marketing function.
Consequently, businesses in the nursery industry continue to expend
large sums of money to attend and advertise at trade shows. Industry
trade shows represent one opportunity for nursery businesses to advertise. If adequately planned and implemented within a larger strategic
framework, advertising can be successfully used to increase sales
(Konopacki). The importance of the advertising function can be seen in
the percentage of gross sales devoted to it (Brooker and Witte; Ekanem,
et al. ).
A stratified random sample of 200 nurserymen drawn from a population
of 354 nursery businesses listed the Tennessee Nursery and Landscape
Association’s 1997 Active Membership Listing (TNA, 1997) was used for
this study. After stratifying the population of nurserymen in the Membership Listing by gross annual sales and region, a proportionate random
sample was then drawn for the survey (Schaeffer, et al.). Seventy
useable questionnaires were analyzed using the Statistical Package for
the Social Sciences (SPSS). The population from which the sample was
drawn included retailers, landscapers, garden centers, ground maintenance businesses, landscape architects, growers, wholesalers, mail
order businesses, greenhouse growers, among others. Members included in the survey also included equipment dealers, goods and service
suppliers, plant brokers and other manufacturers. Members planted a
variety of plants including evergreens, ornamentals, shade trees, roses,
fruit trees and turf grass.
Nursery companies spend thousands of dollars to advertise their products at industry trade shows. As a result they expect to generate enough
interest in their display booths, hoping that this interest translates in the
future into actual sales. There is limited information on how realistic sales
expectations are for businesses attending trade shows. The objective of
this paper is to examine after-trade show sales expectations of Tennessee nursery businesses and to explore any special firm characteristics
that could be used to explain differences observed in expectations
across companies.
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Results and Discussion: Table 1 presents information on mean values
of variables reported in this paper. Nursery businesses must believe that
sales generated at trade shows or from followup after the shows are
sufficient to encourage the yearly visits made by businesses to many of
the shows held in numerous locations in North American. The additional
benefit obtained from attending one more trade show must exceed the
additional costs incurred from attending the show, for a profit maximizing
firm. Nursery companies spend thousands of dollars to attend trade
shows. In order to estimate what sales are generated from trade show
contacts and followups, nursery companies need good record-keeping.
This is also crucial if companies want to uncover the relationship between sales and trade show attendance. This information is, perhaps,
lacking for most companies. The study reported in this paper assessed
the after-trade show sales expectations of Tennessee nursery companies. Analysis of data collected from the questionnaire survey showed
that the mean percent of sales attributed to businesses’ attendance at
trade shows was 14.3% (Table 1). A minimum value of 0% and a high of
75% were recorded by respondents to this question (N=59). The standard deviation obtained (18.5) indicated a high degree of variance across
respondents. In order to examine the sources of the variation, bivariate
correlations between percent of sales attributable to companies’ attendance at trade shows, size of business operation (measured as number
of acres planted), type of business, and the number of trade shows
attended were computed. Results are displayed in Table 2. Some factors
were sign)ficantly related to the percentage of sales expected from
attending trade shows. For example, size of business, type of operation
advertisement expenditures in the previous year and the number of trade
shows attended in the present year were sign)ficantly correlated with the
percentage increase in sales expectations.
Significance to Industry: Although companies spend a lot of money to
attend many of the nursery trade shows held in many cities across the
United States, there are no systematic studies to document what sales
can be attributed to attending these shows. This information is crucial for
the decision-maker who is evaluating the costs and expected benefits of
attending trade shows. This study attempted to elicit responses on what
sales percent nursery companies attributed to trade show attendance.
Industry can use this estimate to advise attendees on what kinds of sale
expectations are realistic. This kind of study could be extended to
estimate sales expectations from trade show attendance in other states
and regions of the country.
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Factors Influencing Trade Shows Attendance
by Tennessee Nursery Businesses
E. Ekanem, S. Singh, F. Tegegne, S. Muhammad, and A. Akuley
Tennessee State University
Index Words: Trade Show Attendance, Nursery Businesses, Marketing.
Nature of Work: Many nursery businesses spend money and time
attending industry trade shows in order to advertise their products and
services (Ekanem, et al.). Although an important reason, it is only one of
the many reported in the literature. Previous research has shown that
establishing contacts for future sales, familiarizing oneself with what is
new in the marketplace, making social contacts and spot selling of
merchandize are some of the many other reasons given by nursery
businesses for attending trade shows (Ekanem, et al., 1995, 1998; Grey,
1995; Kerin and Cron; McIvor, 1995). There are about 60 industry trade
shows across North America every year attracting anywhere from about
1,000 to 10,000 visitors in the smaller regional shows and larger national
shows, respectively (Grey, 1998). Once the decision to go to a trade
show has been made, it is easy to ask the attendee what was done while
at the show. For this reason, much of the trade show literature has
focused on what business representatives do while at the trade show.
The thrust of this paper, however, is to investigate what factors influence
the number of trade shows attended. Apart from the costs associated
with attending these shows, there are other factors that could be used to
explain the number of trade shows that businesses chose to attend. The
data used for the analysis in this paper is described in the following
discussion.
A stratified random sample of 200 nurserymen drawn from a population
of 354 nursery businesses listed in the Tennessee Nursery and Landscape Association’s 1997 Active Membership Listing (TNA, 1997) was
used for this study. After stratifying the population by gross annual sales
and region, a proportionate random sample was then drawn for the
survey. Seventy useable questionnaires were analyzed using the
Statistical Package for the Social Sciences (SPSS).
Results and Discussion: Table 1 presents mean values of variables
used in this study. An analysis of data conducted indicated that respondents to the survey attended an average of 2.9 trade shows in the
preceding year, 1996. Nursery businesses identified in the survey spent
an average of 4.06% of gross sales on advertisement. Due to the
exploratory nature of the study, a stepwise regression technique (SPSS)
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offered the best methodology to analyze data collected. The criterion for
removal of variables from estimated model was carried out if the F
probability exceeded 0.10 or simply if p>0.10.
Results of the coefficients of the model estimated indicated that the type
of decision maker (owner or manager), age of the decision maker for the
business, the number of professional group membership, previous year’s
gross sales, and the percent of sales attributed to trade show attendance
were significant independent variables (factors) explaining about 85% of
the variation in the dependent variable, the number of trade shows
attended. The overall model estimated was significant at the 0.05 level
(F=6.721, R2=0.85). The standard error of estimate was 0.8. The
estimated coefficients showed that a 1 unit increase in the number of
professional groups that the business manager belonged to increased
attendance by about 1 per year. An increase of $730,000 in previous
year’s gross sales income led to an increase of the number of trade
shows attended in the current year. Both results were significant at the p
œ 0.05 and p œ 0.10 levels, respectively. Although the gross sales
income-trade show attendance relationship was weaker, it was nonetheless, a significant one. The older the manager, the fewer the number of
trade shows where the business was represented. Although the coefficient was highly significant (p ≤ 0.03), there was a decline of only 0.07
trade show attendance.
Significance to Industry: The information on what determines how
many trade shows companies attend should be of interest to the nursery
industry and companies providing nursery products and services. Trade
show and industry convention planners will be able to use information
provided in this paper to better target those planning to attend trade
shows. Nursery companies can use the information to learn more about
the factors that determine how many trade shows firms in the industry
attend. Such information can be useful in effective planning.
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Plant Material Trends as Viewed by Garden Writers
Melvin P. Garber
University of Georgia -Tifton
Index Words: Market Research, Annuals, Perennials, Trees, Shrubs.
Nature of Work: A key challenge for profitable nurseries is the selection
of a product mix. Depending on the product mix, decisions on which
plant to grow are made several months to several years prior to sale of
the product. The more influence nurseries exert on demand, the more
likely they are to sell products they produce. Reaching the consumer
can be very difficult and expensive for individual nurseries. However the
opportunity exists for nurseries to educate and influence industry groups
that in-turn influence their customers (1). Landscape architects influence
demand for plants purchased by landscape installers and influencing a
few landscape architects can have a great affect on the plant material
demands of landscape installers (2). Garden Writers are a group of
professionals that communicate with large numbers of consumers (3)
and as such are in a position to understand the plant preferences of
consumers and to influence their plant purchases.
To assist growers in their communications with Garden Writers, a national survey of members of the Garden Writers Association of America
was conducted in 1997. Surveys were mailed to the 1,359 members that
resided in the United States. Total surveys returned were 691 for a 50.8
percent response rate. There were 177 surveys marked “NA” resulting in
514 completed surveys used for analysis. When inactive members were
removed from the total membership count, the response rate changed to
43.5 percent. The large number of respondents and the completeness of
the surveys provided a solid sample of the Garden Writer population in
the United States.
Results and Discussion: Garden Writers view future consumer interest
in plant material as very positive. For all categories of plants except turf,
Garden Writers felt that consumer demand would be “about the same” to
“much more” over the five years following the survey.
The top five categories of plant material, based on the percentage
response for “more” demand, were herbaceous perennials (78%), native
ferns and wildflowers (76%), ornamental grasses (74%), herbs (73%),
and ground covers (64%). Four of these same five plant categories
(herbs not included) received the highest scores, regarding future
demand, in a recent survey of retail garden outlets. The same four
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categories also scored very high, regarding future demand, in surveys of
landscape installers and landscape architects. It seems that these four
categories of plants should experience good future demand in both the
retail and landscape markets. The two lowest rated categories of plants
in this survey, turf and coniferous shrubs, also received low scores for
future demand in surveys of retail garden outlets and landscape firms.
The six remaining categories of plants viewed as likely to experience
increased demand, based on the percent response for “more” demand,
were broadleaf shrubs (51%), vegetables (50%), evergreen trees (42%),
deciduous trees (40%), roses (43%), and bedding plants (42%). Although bedding plants are currently a large percentage of plants sold at
retail garden outlets, both the retail garden outlets and Garden Writers in
this survey expect this plant category to grow at a slower rate than other
categories such as herbaceous perennials, native ferns/wildflowers,
ornamental grasses, herbs, and ground covers.
Once growers have selected the appropriate category of plants, they
must then determine the specific cultivars/varieties required. To assist
growers in the selection process, Garden Writers were asked to rate the
importance of 8 plant traits on future demand. The top two plant traits,
based on percent response for “very important” rating for projected
demand, were multi- seasonal color/interest (60%) and pest resistant/
tolerant (52%). The interest in multi-seasonal color/interest suggests that
consumers are interested in plants which in addition to spring flowers
have other interesting features such as distinct fall foliage, colorful fruit,
or interesting bark. The interest in pest tolerant/resistant plants is
consistent with findings in the landscape industry. This suggests that
consumers are interested in low maintenance plants and/or wish to avoid
use of pesticides.
The three plant traits of intermediate importance based on “very important” rating for demand were: able to withstand periods of drought (42%),
low water requiring (40%), and native plants (34%). The water requirements of plants, especially drought tolerant plants, was an important
factor in the landscape market. There appears to be a broad based
interest in the use of plants with low water requirements or that can
survive periods of drought.
The three lowest-rated plant traits based on “very important” rating for
demand were: minimal pruning requirements (24%), small mature size
(17%) and columnar shape (3%). The low rating for small mature size
and columnar shape is in contrast to landscape architects which identified these traits as important for the decreasing available space. This
difference may be related to the fact that landscape architects tend to
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concentrate on commercial projects with space constraints and Garden
Writers are communicating with the gardening public with less space
constraints.
Significance to the Industry: The information in this article could be
used by growers to determine product mix (tree vs. shrub vs. herbaceous
perennials, etc) as well as selection of specific cultivars. The plant traits
would be particularly helpful in selection of specific cultivars. Growers
should emphasize the top rated traits in communicating with garden
writers or the public. Retailers and landscapers could also use the
information when determining which plants to stock or to specify in a
landscape project since the Garden Writer input is a reflection of consumer sentiment.
Literature Cited:
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Changes in Nursery Industry Marketing:
From Supply Chain to Value Chain
Forrest E. Stegelin
University of Georgia
Index Words: Supply Chain, Value-Chain Management, Nursery Management
Nature of Work: Nursery managers in the last two decades have
witnessed a period of change unparalleled in the history of the industry,
in terms of advances in technology, globalization of markets, and stabilization of political economies. With the increasing number of “worldclass” competitors both domestically and abroad, nurseries have had to
improve their internal processes rapidly in order to stay competitive. In
the 1960s - 1970s, companies began to develop detailed marketing
strategies, which focused on creating and capturing customer loyalty. As
the demand for new products escalated in the 1980s, these businesses
were required to become increasingly flexible and responsive to modify
products and processes or to develop new ones in order to meet everchanging customer needs. As production capabilities improved in the
1990s, nursery managers realized that material and service inputs from
suppliers had a major impact on their business’ ability to meet customer
needs. This led to an increased focus on the supply base and the
organization’s sourcing strategy.
Nursery managers also realized that producing a quality plant was not
enough. Getting the plants to customers when, where, how and in the
quantity that they want, in a cost-effective manner, constituted an entirely
new type of challenge. Consequently, the “logistics renaissance” was
born, spawning a whole set of time-reducing information technologies
and logistics networks, including efficient-consumer-response, aimed at
meeting these challenges. Unfortunately for those nurseries marketing
plants and plant materials, the customers were not buying the “when,
where, how, and how many” plants inferred earlier. Customers are
buying plants for their reasons, not necessarily those of the nursery staff
and management, and customers’ reasons include such terms as value
more so than convenience. Hence, the concepts of supply chain management are being replaced by and integrated into value chain management.
For those chief executive officers, presidents and other top-tier management decision makers in nurseries who are observing and/or experiencing this shift towards value chain management, what is value? What are
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the characteristics and strategies pertinent to value chain management?
The top ranking managers and officers of the top 40 ornamental floriculture and nursery products businesses (from Dunn & Bradstreet Business
Rankings, 1998) were asked to describe their experiences, observations,
and anticipated implications of value chain management on the green
industry, of which 13 obliged.
Results and Discussion: To describe a value chain, many managers
defined a simple example of a supply chain:
materials &
final goods &
information
information
Suppliers
–>
Primary Producer
–>
Retailer
<–
<–
payments &
payments &
information
information
The figure is meant to illustrate the basic exchange of goods and information between suppliers, producers or manufacturers, and retailers or
further marketing.
The flow of information is broadly representative of the functioning of a
supply chain, yet most supply chains have some presence of contracting
and integration. Three parallel worlds of production agriculture can be
assimilated using the contracting-integration continuum as a basis:

The value chain is most akin to the third line represented as aligned,
closed and value-added; after all, customers buy plants to solve their
problems and needs, not out of personal, life sustaining necessity.
Is the notion of value-chain management far fetched? Hardly, as numerous examples in agriculture were cited by the CEOs: (a) 5,500 machinery dealers among Deere, Case and AGCO all striving for the Cat model;
(b) Monsanto/Rhone Pulenc/Novartis downsizing from 4,000 dealers to
100 key partners; (c) DuPont and Pioneer shifting from 1,100 farmer
dealers to several hundred agronomists; and (d) the nursery industry,
itself, that is one-off with electronic direct channels (e-mail and “.com”
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abilities). In defining value, the old approach was to quantify the hard
assets; in the new world of value chain management, value is measured
in intellectual capital and knowledge.
Inherent in the focus on value is the inclusion of the term “quality.” A
quality focus on value includes: (a) not just a benefit-cost trade-off, (b)
the ability to anticipate customer needs, (c) service fulfillment in a real
time environment, (d) the ability to ensure that others provide adequate
fulfillment, and (e) measurement and control systems. Value will be a
function of how firms position to deal with the drivers of the new value
chain proposition, and these drivers include: [1] changes in grower
attitudes, [2] consumer demand, [3] information availability, [4] global
access, [5] de-regulation and re-regulation, [6] new production technologies, [7] industrialization and infrastructure obsolescence, and [8] biotechnology.
What marketing strategies should be pursued by value chain management? Seven ideas surfaced from discussion with the top-tier decision
makers: [a] ability to support bundling and/or cross-bundling, [b] singular
versus multiple suppliers, [c] proactive, new one-on-one relationships, [d]
psychographic approaches, [e] price elasticity selling of plants, [f] information and data mart concepts, and [g] cradle-to-grave life cycle analysis
of landscapes.
What will make those in the nursery industry different from farmers
producing commodities? Without history to provide fact, the managers
identified four probable differences: (1) a knowledge of the life sciences
value chain (including a macro marketplace focus and the ability to touch
multiple point on the chain), (2) the ability to provide products (and
services) innovatively to generate solutions, leading to an investment for
retail customers, (3) support for alternative delivery, including design,
installation, and maintenance, and (4) new consultative and analytic
skills.
Significance to Industry: Value chain management leads to a vision
analysis of value whereby several questions arise in minimizing the
variance of value chain management decisions: Is the vision based upon
an external (customer) and future (tomorrow’s needs) focus? What is the
mind set of marketing management (reinvention?, cosmetic change?,
road kill?)? Is the vision an action oriented approach versus an academic exercise? The significance to the industry of adopting value chain
management can best be portrayed by displaying the characteristics of
supply chain versus value chain:
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Supply Chain
Producer-oriented
Supply driven
Focus on quantity
Source is anonymous
Large volume management
Many independent decisions
Open
Generalized commodity

Value Chain
Customer-oriented
Demand driven
Focus on value
Identity is preserved
Small volume management
Few cascading decisions
Closed
Specific characteristics.
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Characteristics of Consumers Using Professional Lawn
and Landscape Services
James A. Heilig, Jill Hardy, Bridget Behe, and Tom Page
Michigan State University - East Lansing
Index words: Marketing, Market Segmentation, Landscape Services
Nature of Work: Many businesses use various methods to make
potential customers aware of their products and the services they offer.
Marketers also need to remind existing customers that they need these
services again. Businesses that advertise often have in mind a picture or
profile of customers who are likely to use these products. These segments are then targeted to more efficiently use advertising dollars. It
makes little sense to spend valuable resources sending information to
people who have little desire to use the services mentioned. Finding
groups of customers who are interested in services is not always easy.
Our goal was to identify characteristics of consumers who used professional lawn and landscape services.
On April 8 and 9, 1999 surveys were distributed over a two day period at
the Bloomfest Garden Show in Detroit, Michigan. Potential participants
were selected at random as they walked through the displays. A small,
non-monetary, incentive was offered in return for their participation. We
collected 171 useful surveys. They were analyzed using SPSS version
8.0.
Respondents were asked to judge photographs of landscapes, answer
questions regarding their gardening activities and provide demographic
information. Participants were also asked to indicate if they had used
specific lawn and landscape services in the last ten years. If they had
used them in 1998 we asked them to indicate how much they had spent
on those services in 1998. We wanted to characterize users of landscape design, landscape installation, lawn care, pesticide/fertilizer
application, and a category labeled as “other.” Participants were asked
to specify what other services they had purchased in the past ten years.
Results and Discussion: The average age of the participants was 50
years. Respondents had an average of 16 years formal education, or
the equivalent of a Bachelors degree. They spent, on the average, about
11 hours each week in their yards in 1998, and owned their homes for an
average of 13 years. These consumers also spent an average of $1500
in 1998 on their garden and landscape. Half spent more than $500 and
half spent less than $500. Female participants comprised 65% of those
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surveyed and 35% were male. Their median household income was
$80,000 to $99,999. Their median home value was $200,000 to
$249,999.
The services we investigated were landscape design, landscape installation, lawn care, and outdoor pesticide/fertilizer application. We asked if
they had used each of these services in the previous ten years. We
found overall that 24% used landscape design, 22% used landscape
installation, 34% used lawn care, 39% used fertilizer/pesticide application, and 12% indicated they used some other service. The percentages
were higher than ones reported by American Nursery and Landscape
Association. They found that, in 1997, 1% of Americans used landscape
design, 2% used landscape installation, and 14% used landscape
maintenance. Their data show no increase over the last four years
(ANLA, 1999). These differences would be expected, people visiting a
garden show would use these services more than the general population
in the United States.
We found that individuals with a higher education were more likely to use
professional services. Of college graduates, 22% used professional
landscape design service, 9.4% used professional landscape installation,
15.8% purchased professional lawn care, and 17.5% used professional
application of pesticides/fertilizers. In contrast, of those with only a high
school education, only 1.8% used professional landscape design services, 2.9% used landscape installation services, 4.1% used lawn care
services and 5.3% used professional application of pesticides/fertilizers.
There was also a significant relationship between usage of landscape
design and installation (r=0.721, p=0.05) and income. Those with a
higher income were more likely to purchase these services. There was
no difference in the use of lawn care and pesticide/fertilizer application.
Home value also affected usage of professional services. Those with a
high value home purchased more of the services we were investigating.
There was a positive relationship between education and income
(r2=0.282, P=0.01). People who had obtained a higher degree of education generally had a higher income giving them more resources to own
homes of greater value (r2=0.557, P=0.01) and purchase these products.
A person with less education did not have as many of these resources to
use the services we investigated.
We also found that if a person used one service, for example landscape
design, they were also more likely to use another service. Of the individuals who indicated they used one service, 13% used only landscape
design, 10% used only landscape installation, 32% used lawn care, 39%
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used fertilizer/pesticide application, and 7% used “Other” services (Table
1). These were services that were not listed on the survey. Some
participants indicated other services they used, the most often mentioned
service was tree care, which six people wrote it in, accounting for 3.5%
of all participants. Purchase of new plants was cited as the next most
frequent, with two individuals, or 1.2%. Fence installation, irrigation,
classes, paver installation, snow removal, and sod removal were represented by 0.6% of those responding to the survey.
According to the ANLA web site, in 1997 14% of all households in the
United States used Landscape/lawn maintenance. In that same year 2%
purchased installation services and 1% used design services.
Significance to Industry: One way a business could use this information to their advantage is to create lasting relationships with customers.
Bolton and Lemon (1998) found that customers who use a service more
often are more likely to used other services in the future. When a
consumer trusts a business has obtained a high quality product, received
and courteous service they tend to return. Managers may want to keep
a mailing list and send information periodically to those who have already
purchased from the company in the past. Perhaps suggestions for future
purchase could be mailed with bills or newsletters.
Considering that a person using a service is more likely to use other
services, organizations could swap customer lists. A business that
specializes in lawn care could target individuals on a list provided by a
landscaper and vice versa. This would be mutually beneficial since both
companies would have new groups of people to target. They could refer
names if list swapping was not an alternative. Partnerships with other
complementary businesses might be profitable for all partners.
Taking this information that we found, a business could also take a
deeper look at the people who are going to use their services and use
this in designing packages or programs to market. Being aware of the
needs of the customers helps to offer services. The participants in this
survey owned their homes for an average of 13 years. By that time new
landscaping probably needs to be done, shrubs grow very large when
not maintained.
Relationships may also be built with suppliers. They often come in
contact with people looking for advice and may refer individuals to a
company. It is generally accepted that word of mouth is much more
efficient and useful when acquiring new customers. If relationships have
been properly established this form of advertising will be greatly augmented.
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Consumer Segmentation Based on Perceived Plant
Knowledge and Gardening Involvement
Jill Hardy, Bridget K. Behe, Thomas J. Page, Jr. and Robert Schutzki
Michigan State University - East Lansing
Index Words: Market Segmentation, Gardening, Consumer Knowledge
Nature of Work: One of the fundamental components of a marketing
strategy is market segmentation. Market segmentation attempts to
identify all potential customers of a product or service and group them
into definable categories. This process allows marketers to select
particular groups or segments and concentrate marketing efforts on
those groups. Such marketing efforts could include tailoring marketing
strategies to focus on an individual segment or developing products and
services that specifically address a particular segment’s needs.
One of the more common methods used to identify market segments is
cluster analysis. Cluster analysis allows researchers to derive identifiable groups from empirical data. Groups derived in this way are comprised of members whose characteristics for particular variables are
similar. These similar characteristics can be thought of as defining a type
or profile. Often, other demographic variables, not used to identify the
type, describe individual groups more fully.
On April 8 and 9, 1999, surveys were administered at the Detroit, Michigan Bloomfest. Bloomfest is an annual flower show in the downtown
Detroit area, drawing thousands of gardeners of all interests and skill
levels. Respondents were asked to judge photographs of landscapes,
answer questions regarding their gardening activities and provide
demographic information. A series of questions was included to assess
respondent’s gardening involvement and plant knowledge. This series of
questions was derived from marketing scales to measure product
knowledge and familiarity, and tailored to assess horticultural knowledge
in particular (1). Respondents were asked to state the extent to which
they agreed or disagreed with several statements (1=strongly disagree,
7=strongly agree). The six questions comprising this Likert scale are
show in Table 1.
Results and Discussion: We used cluster analysis to identify three
groups of respondents who vary in their degree of perceived plant
knowledge and in the level of pleasure they derive from gardening. The
first group is comprised of plant-expert, high gardening enjoyment
individuals (PE/HE). Plant-novice, high-gardening enjoyment individuals
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(PN/HE) comprise the second group. The last group contains individuals
who are characterized as plant-ignorant, low gardening enjoyment
individuals (PI/LE). The cluster centers for each group on the six Likert
scale questions are shown in Table 1.
Chi-square testing revealed that significantly (p=0.035) more members of
the plant-expert, high gardening enjoyment group were female than in
the other two groups. Seventy-five percent of the members in this
cluster were female, while the plant-novice, high gardening enjoyment
(52.8% female) and plant-ignorant, low gardening involvement (54.2%
female) had roughly equal numbers of males and females.
Significant differences were also apparent between the groups in the
amount of money spent on garden and landscape in 1998 (p=0.039).
Two large subgroups made up the majority of the plant-expert, highenjoyment group. Those stating they spent between $210 and $500
made up 31.4% of the PE/HE group while those stating they spend
$2,000 or more made up 22.9%. The greatest percentage (39.4%) of
the members of the plant-novice, high gardening enjoyment group spent
between $851 to $2000. Approximately 40% of the plant-ignorant, low
gardening enjoyment group stated they spent $0 to $200 in 1998, with a
majority (63.6%) stating they spent between $0 and $500.
Also significant was the number of hours per week respondents stated
they spent on lawn and yard care (p<0.001). Forty-five percent of the
plant expert, high gardening enjoyment group spent eleven hours or
more on lawn and yard care, while 33.6% of the plant-novice, high
gardening enjoyment group stated the same. The PN/HE group was split
into three large groups with respect to hours spent on lawn and yard.
The largest group spent eleven hours or more on lawn and yard care.
The other two groups were those who spent four to seven hours per
week (30.6%) and those who spent eight to ten hours per week (27.8%).
A majority (69.6%) of the plant ignorant, low gardening enjoyment group
stated that they spent zero to three hours per week on their lawn and
garden.
Income category, current market value of primary home, and age of the
respondent were not significantly different between the three groups.
Table 2 shows the means by group for age, hours spent per week on
lawn and yard care, dollars spent in 1998 on garden and landscape.
To date, very little market segmentation information has been gathered
for the green industry. The data that has been collected is almost
exclusively demographic in nature. Such data suggests that for the retail
nursery and garden center industry, a typical customer is probably
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female, older than the average population, married, college-educated,
with an income of $30,000 or more (2). Defining customers in terms of
demographic characteristics, like age, income, and sex, does little to help
us understand the dynamics of the purchase process and the personal
and personality factors that drive the purchase decision. For example, a
20 year old, male, high school graduate, with an income of $25,000 per
year may be the profile of a buyer of a particular automobile. It is much
more powerful, from a marketing perspective, to understand that this
buyer craves excitement, seeks approval from his peers and favors
stylish products that impart the image of material wealth. In the landscape and nursery industry, few examples of this type of segmentation
exist.
Significance to the Industry: The Likert scale tool and data presented
in this paper has the potential, on a broad scale, to start to build the
literature that defines the personality traits of retail consumers of green
industry products and services. Such literature will provide the entire
landscape and nursery industry access to this type of essential market
information. On a more focused scale, it has the potential to describe
several groups of customers using the entire Likert scale or a correlated
question such as “How many hours do you spend on your lawn and
garden in a typical week?” Business owners can use this tool to begin to
identify customers that fit a particular profile and add that information to
their customer databases. They can capitalize on a group’s unique points
and tailor marketing efforts to address that specific group’s needs more
fully. The result is an increased capacity to make informed and profitable
decisions about allocating marketing dollars.
Additionally, it is important to recognize a large group of customers (HE/
PN) who have desire, but lack knowledge. This lack of knowledge may
manifest itself as an information gap in the purchase process or the
inability to do the things necessary to make the product perform as
expected. Both result in dissatisfaction with the product and company.
Research has shown that for the garden center customer assurance,
employee knowledge, courtesy and ability to convey trust and confidence, is the most important factor in product and service quality (3).
Business owners will benefit from recognizing and meeting this group’s
need for assurance in the sales encounter.
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Consumer Evaluation of 43 Poinsettia Cultivars
Elizabeth Moore, Jill Hardy, and Bridget Behe
Michigan State University - East Lansing
Index Words: Consumer Evaluation, Marketing Strategy, Poinsettia
Demand
Nature of Work: When businesses look for a competitive advantage,
they can turn to consumers to see what might be preferred. Understanding consumer preferences can facilitate development of a marketing
strategy. Businesses that market everything from cars to meat, market
popular products to stimulate sales and keep customer satisfaction high.
Poinsettias are an economically important crop. In 1998, U.S. poinsettia
production was valued at $212 million or 7% of all floriculture production
(NASS, 1999). New and unique poinsettia cultivars provide a variety of
colors and forms, which may be of interest to consumers.
Growers often schedule poinsettia finishing for specific market dates,
selecting cultivars that easily meet early or late market times. Growers
may see a wide range of cultivars as too many choices. They may
choose varieties based upon what sold best last year. It would be a
great advantage to know what consumers think about new cultivars
before production starts. Poinsettia cultivars are not well differentiated in
consumers’ eyes, making the market relatively homogeneous and more
like a commodity. New products, truly viewed as new in consumers’
eyes, may spark some change.
Greenhouse Grower magazine reported that participants of a study they
conducted produced over 71% red poinsettias ranging in shades from
dark to bright red. While red poinsettias have always been the most
popular, non-red cultivars are more interesting to some consumers.
Sunset magazine reported that people who traditionally did not buy
poinsettias, found the non-red colors “gorgeous” and an “invigorating
change” (Anon., 1990). This and other studies (Behe, 1999), show that
color is a major factor in purchase choice. Stickel reported that strong
supermarket poinsettia sales are attributed to an interest in novelty
colors (1994). Having an understanding of the poinsettia consumer’s
preferences would give growers a competitive edge in what many may
see as a commodity market. Our objective was to assess consumer
preferences of 43 poinsettia cultivars.
Our study was conducted at The Frederik Meijer Gardens in December,
1998, over the course of two weeks. A total of 655 surveys were completed by visitors to the Gardens. Respondents answered several
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demographic questions and rated, on a scale of one to seven, how much
they liked or disliked each cultivar. Plants were displayed as a group and
evaluated by individual visitors.
Results and Discussion: The average respondent was female with a
college education and annual household income ranging from $40,000 to
$55,000. While our respondents had a higher income and education
level that the average American, we did have a very diverse range (18 to
75+ years). The largest age group was 45 to 54 years old, which comprised 20% of the sample. Seventy-four percent of the participants were
female and 26% were male, typical of the distribution among garden
center consumers. When asked how many people lived in their home,
the largest group of participants (35%) had two person households.
Participants rated each cultivar was with regard to preference (1=strongly
dislike , 7=strongly like). Overall, the top five cultivars with the highest
average rating were: Dynasty Red (5.9), Sonora Red (5.8), Winter Rose
Dark Red (5.7), Cranberry Punch (5.6), and Monet (5.5). Four of these
five cultivars were classified as red poinsettias. The lowest rated cultivars were Cortez Candy (3.6), Red Baron (3.8), and Cortez White (3.9).
Red Baron was classified as a red, Cortez Candy was classified as a
Marble/Speckle, and Cortez White was classified as a white.
When we examined purchasing and preferences by age group, we found
some similarities (figure 1). All age groups except for one ranked Dynasty Red the highest. Ages 45 to 54 rated Sonora Red the highest with
an average of 5.9.
The number of poinsettia plant purchases by any participant in 1997
ranged from 0 to 15 plants. The purchase of two plants was most typical
for poinsettia consumers; 15% reported they had purchased two plants in
1997. The second largest group of participants bought three plants
(11%). The third largest group bought one poinsettia in 1997 (9%).
Overall, 75% of the participants purchased five or fewer plants in 1997.
Non-users are people who bought 0 poinsettias in 1997. The average
non-user was typically between the ages of 18 and 34. Older age
groups bought more poinsettias.
Gender was a key role in poinsettia purchase frequency, and women
were the primary consumers. Women purchased more plants, especially
if there were few people in their household. For example, 61% of women
who bought one poinsettia had one to two people in their homes.
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Income was also an important role in purchase frequency. People with
higher incomes purchased fewer plants, with one exception. The exception was people who purchased eleven or more poinsettias in 1997 also
reported having an income of greater than $95,000.
For comparison purposes, cultivars were combined into color categories.
Freedom Red, Freedom Bright Red, Peterstar Red, Cranberry Punch,
Red Velvet, Nutcracker Red, Silverstar Red, Liberty Bright Red, Red
Baron, Winter Rose, cortez Red, and Sonora Red cultivars were grouped
as reds. White cultivars included Freedom White, Peterstar White,
Peterstar Pearl, White Splendor, Nutcracker White, Cortez White, and
Sonora White. Pink cultivars included Freedom Rose, Freedom Pink,
Heirloom Pink, Flirt, Cortez Pink, Sonora Pink, Peterstar Pink, Maren,
Nutcracker Pink, Cortez Purple Rose, and Sonora Purple Rose. Speckled or Marbled cultivars included Freedom Marble, Peterstar Marble,
Marble Star, Puebla, Pink Peppermint, Cortez Candy, Monet White,
Sonora Jingle. The red group received the highest average rating, 5.5 on
the 7.0 scale. The white group received the lowest average rating, 4.2.
Significance to Industry: Understanding who is buying poinsettias and
what they are interested in buying can help growers gain and edge in a
difficult market. Poinsettias might be considered a commodity. Anything
growers can do to distinguish themselves in the market would be beneficial. First, growers need to look at what they’re growing (table 1). While
some individual white poinsettias were rated moderately high, the
participants as a whole rated them low. Whites aren’t always clear or
pure white; they have a creamy tone, sometimes even green in them.
Anecdotally, researchers have noticed consumers referring to white
poinsettias as dirty looking, and not truly white. Reds are always winners. Yet, growers and retailers may consider marketing reds with
unique color or characteristics, such as the Winter Rose.
It may be effective to understand why younger people don’t buy poinsettias and how the industry might persuade them to buy this traditional
holiday plant. Marketers should target their advertising to certain demographics groups, keeping in mind that older consumers buy more poinsettias than younger consumes.
Marketers should also be paying attention to how they package their
product. People bought small quantities of poinsettias. Multiple packages of plants greater than two might not be an effective promotion for
poinsettias. However, packaging plants in groups of two’s and three’s
may increase demand. Multiple packages may make it easier for some
consumers to buy poinsettias quickly, but small units are most appropri-
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ate. The poinsettia will likely remain a significant component of U.S.
floriculture production. Growers who differentiate cultivars in consumers’
eyes may be competitive longer in a difficult market.
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A Price Analysis of Selected Ornamental Plant Products
in Georgia
Steven C. Turner and Forrest E. Stegelin
University of Georgia
Index words: Price Analysis, Plant Prices, Economies Of Scale
Nature of Work: Grower receipts from the sale of environmental
horticulture have risen from less than $1 billion in 1970 to a forecasted
$13 billion in 2000. Grower receipts totaled $12 billion in 1998. The
receipts or revenue equation is price per unit multiplied by quantity sold.
An important economic question relates to the major source of this
growth in grower receipts. Was the 9% annual average increase in
grower receipts during the past three decades a function of increased
quantities sold or of rising prices of the landscape materials? Another
related question is have the prices of plant materials kept pace with the
changes in inflation as measured by the Consumer Price Index?
Production and price data from six nurseries in the Southeastern United
States in climatic zones 7 and 8 were collected. Using five-year increments from 1960 to 1995, unit prices of 12 different genus-species grown
by all six of the nurseries were averaged to obtain an annual average
price for 1960, 1965, 1970, ... for each of the 12 plants. The Consumer
Price Index (CPI), agricultural wages, and fuel and energy series used in
the analysis references 1982-84 (an economically stable time frame)
equal to an index of 100. So as to compare annualized prices for plant
materials with the Consumer Price Index, the 1985 average annual plant
prices are established as an index equal to 100.
Selecting a common set of plant materials (primarily trees and shrubs)
required consolidation of price lists provided by the nurseries so as to
aggregate several common names and market characteristics (caliper,
container-size, height or form, etc.). Twelve plants were available from
each of the six nurseries throughout the 35+ year price series: [a] Acer
rubrum (Red Maple); [b] Azalea Kurume (hybrids); [c] Berberis thunbergii
(Barberry); [d] Cephalotaxus harringtonia (Southern Yew); [e] Ilex cornuta
(Chinese Holly); [f] Juniperus chinensis (Juniper); [g] Lagerstroemia
indica (Crape Myrtle); [h] Ligustrum japonicum (Privet); [i] Magnolia
grandiflora (Magnolia); [j] Pyracantha (Firethorn); [k] Quercus (Oak); and
[l] Rhododendron catawbiense (Rhododendron).
With the prices received indexes calculated, each index series was
compared with the changes in the Consumer Price Index. The prices
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paid indexes for labor and energy were also compared with the CPI and
the annualized plant price indexes.
Results and Discussion: Tabular portrayals of the indexes representing
plant prices, the Consumer Price Index, agricultural wages, and fuel and
energy costs verify the growers’ observations that selling prices of plants,
in general, have not kept pace with inflation nor the prices paid for
production inputs. Interpreting the indices charts suggest that relative to
the prices received in 1985 (1985 = 100), prices have neither increased
as fast as inflation since 1985 nor as fast as aggregate consumer prices
prior to 1985 — the slopes of the price indices are less steep than the
slope of the CPI.
Furthermore, the average percentage price increases for the period lag
considerably behind the percentage increases for agricultural wages and
energy and fuel cost. This information supports the hypothesis that the
increase in grower cash receipts resulted more from increased quantities
sold rather than increased prices. In addition, it appears increased
profits for particular firms are being generated by supplying greater
quantities of plant material at decreasing costs per unit of production.
Since the changes in prices received have not kept pace with the increases in grower receipts, intuitively quantity sold must have fueled the
year-to-year increases in grower cash receipts. Price rations supply, so
with only minor increases in prices per plant and large, nearly double
digit increases in total receipts, supplies have apparently increased to
meet the rising demand for selected plant materials.
As noted in the comparison of prices paid indexes for labor and energy
versus the CPI, the prices paid indexes for many production inputs
purchased by growers have increased faster than the prices received
indexes for the twelve selected plants. This observation exacerbates the
economic squeeze felt by many nurserymen.
Significance to Industry: This study has provided support for the
assertion that plant prices, in general, are not rising as fast as inflation or
other important production costs, such as wages and energy costs. This
ordinarily would be an economic problem for producers. In the green
industry, however, it appears the growth in demand for plants has
generated a healthy growth in grower cash receipts. As long as demand
continues to grow, producers can expand and grow with prices increases
less than inflation and other costs. Economies of scale appear to be
occurring throughout the green industry.
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Relationship of Dollars Spent in the Garden Center and
Perceptions of Product and Service Quality
Bridget Behe, Susan Barton, John Brooker, Charles Hall, Robert
McNiel, Steve Turner, and Charles Safley1
Michigan State University - East Lansing
Index words: Service Quality, Survey, Marketing
Nature of Work: A retailer’s ability to differentiate his outlet from competitors will increasingly come from the quality of services offered, as
product offerings become more similar. Assessing product and service
quality of a retail outlet can be a crucial component of a marketing
strategy. Discovering which service quality dimensions are important to
customers and how current customers perceive the level of product and
service quality can show to retailers areas that need improvement and
strengths on which retailers could capitalize. This research provides
retailers with information to help them understand how consumers who
spend more in their garden center expect more from the service quality
offered there.
One of the more typical and most popular methods for assessing the
quality of service is a survey questionnaire called SERVQUAL (Zeithaml
et. al, 1990). This survey consisted of 22 pairs of questions, half of
which assess a customer’s expectations and half which assess a
customer’s perceptions. Questions are asked using a seven-point Likert
scale where 1 = “strongly disagree” and 5 = “strongly agree”. Expectations are what the consumer would expect from the “ideal” garden center.
Perceptions are defined as what the consumer received at the outlet
when he/she shopped. Service quality is measured by a gap, the
difference between expectations and perceptions. A negative gap shows
areas where the business falls short in customers’ eyes; positive gaps
show areas where the retailer exceeds customers’ expectations. Positive gaps may indicate customer satisfaction.
The 22 questions in the SERVQUAL survey reflect five service quality
dimensions: tangibles, reliability, responsiveness, assurance, and
empathy. Tangibles was defined as the appearance of physical facilities,
equipment, personnel, and communication materials. Reliability was
defined as the ability to perform the promised service dependably and
accurately. Responsiveness was defined as the willingness to help
customers and provide prompt service. Assurance was defined as the
knowledge and courtesy of employees and their ability to convey trust
and confidence. Empathy was defined as the caring, individualized
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attention the firm provides to its customers. We added seven questions
to measure product quality, both of plants and non-plant products.
Consumers who buy more of a product, plants or otherwise, are more
involved with the purchase process, products, and/or retailers. If consumers spent more at a particular garden center, they might be more
critical of the products and services offered there. They also may be
more satisfied with the retailer, and products and services offered, if the
consumer did spend a high amount of money there. If a customers
spends a large amount of money at a specific garden center, they may
be more likely satisfied with the products and services offered there.
With a grant from the Horticultural Research Institute, researchers from
seven states recruited 14 garden center outlets, both traditional freestanding and non-traditional mass-market outlets, to participate in the
study. Markets included Birmingham, Alabama; Charlotte, North Carolina; Dallas, Texas; Wilmington, Delaware; Lexington, Kentucky; Knoxville, Tennessee; and Athens, Georgia. Customers shopping in the store
were approached in spring, 1997, and asked to take a survey form and
business reply envelope home with them to complete in the near future
and return for processing. Researchers distributed between 50 and
1000 survey forms in each outlet. We received 701 completed useful
responses.
Results and Discussion: We had 631 useful respondents answer
questions regarding their purchases in the garden center in the year prior
to the survey. We divided respondents into four categories, based upon
how much they spent in the garden center: a) $1 to $50, b) $51 to 100, c)
$101 to $200, and d) more than $200. This distribution allocated about
25% of the sample to each category, with 194, 153, 134, and 150 respondents in each category, respectively.
We compared the average response from each group on the importance
of each product and service quality dimension. Of the five service quality
variables, we found only one difference (Table 1). Assurance, or the
ability of employees to convey knowledge and trust, was more important,
on the average, to consumers who spent more at the garden center. We
found two differences in the importance of product quality. Non-plant
product importance decreased as spending at the garden center increased. Labeling of plants, with both name and price, decreased as
well.
When comparing the expectations of each group on the five service
quality dimensions, we found that they had similarly high expectations,
except for responsiveness (Table 2). The expectations of employee
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responsiveness was higher for the middle two groups (spending $51 to
$100 and $101 to $200) than for the other two groups. Overall expectations of service quality differed in a similar manner, with the middle two
expenditure groups expecting more than the other extremes.
However, perceptions differed dramatically on all five service quality
dimensions. In nearly all cases, perceptions increased as the amount
spent in the garden center increased. Perceptions improved as spending increased.
The differences in perceptions, combined with similarities in expectations, produced a difference in gap scores. Gap scores, on the average,
were typically double when comparing the lowest expenditure group ($1
to $49) with the highest expenditure group (more than $200).
Significance to Industry: Consumers who spent more at a specific
garden center had, on the average, higher perceptions and lower gap
scores than consumers who spent less at that particular garden center.
Expectations were, however, similarly high. Assurance, the ability to
convey knowledge and trust to customers, was higher for people who
spent more than people who spent less. Retailers are told to pay most
attention to customers who spend considerable sums of money in their
establishments. Evidently, they are heeding experts advice. This has
produced a group of customers who believe the retailer is doing a good
job at meeting their expectations, producing smaller gap scores. However, the challenge becomes how to meet the needs of consumers who
spend lesser amounts in the specific garden centers. Their perceptions
of service quality are markedly lower. Perhaps the immediate focus
should be on groups who spend moderate amounts of money, raising
their perceptions of the service quality at the garden center and maintaining high expectations. For customers who spend less than $50 annually
in the garden center, to focus on improving their perceptions may not pay
dividends as high as focusing on groups who do spend more money.
_______________________
1

The authors thank the Horticultural Research Institute for their generous funding of this project. It was successfully completed as part of
Regional Research Project S-103 “Technical Efficiencies in Horticulture
Production and Marketing.”
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Traits of the German Nursery Industry
Robert E. McNiel
University of Kentucky - Lexington
Index Words: German, Marketing, Baumschultechnik, OLBA, Catalog
Nature of Work: The extreme Northwest corner of Germany is dotted
with hundreds of production nurseries. During 1998 several Southeast
United States researchers visited the area in order to better understand
the production and marketing activities of the German industry. The
group found two distinctly different production areas which between them
contained a wealth of plant material and production differences.
Results and Discussion: The northwestern most concentration of
production nurseries is located around Bad Zwischenhan and
Westerstede. This area of Germany is noted for its peat bogs and it is
from these bogs that the United States received its shipments of German
Peat for several decades. The plant types the area nurseries produce are
quite varied and range from vines to rhododendrons to shade trees. The
range of cultivars produced in the region is very extensive. The firms
range in size from small to Germany’s largest(Bruns Pflanzen). Besides
having sales representatives, the firms of the area market their products
to the rest of Germany and Europe through their regional trade
show(OLBA).
The industry sponsored trade show(OLBA) is held in Oldenburg during
the third week of July. This is a production nursery only trade show. The
booths displaying the inventory of the nursery would be similar to those
nurseries at the SNA Trade Show which landscape their booths with the
holdings ofthe firm. The 1998 OLBA consisted of 88 rather large booths.
No two booths were the same size. Booth space is sold by the square
meter and consisted of varying shapes.
The OlLBA runs for three days. During this time period the trade show
nurseries stage open houses at their production location. The catalog
produced for the show is rather unique by United States standards in that
it contains a statement about each firm. One quarter page is devoted to
the firms, logo, product line, etc. and contains a detailed locator map with
the firm’s production site.
Each booth will have its nursery catalog available. In addition to the
catalog, each nursery will have a flyer which will depict product as well
as production techniques. The flyer is usually in color and filled with
ample photos. The flyer size varies from two to eight pages.
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Clientele will be other nurseries, whether looking for propagules for their
production system or finished product for retail or landscape sales. A few
of the larger firms with a retail size product, will also participate in the
IPM Show in Essen in February in order to reach a broader retail audience. Those firms wanting to reach the landscape industry, whether it is
design or installation firms, would participate in the show in Heidelberg
during September.
At least one production/marketing cooperative exists. A perennial plant
production and marketing organization operates under the name
“Stauden Ring Vorteile im Verbund”. Six partners have joined together
and their locations are scattered throughout Germany. They exchange
inl’ormation between themselves and make decisions together on what
direction their firms are headed. All of their catalogs, labels, order sheets,
etc. are the same and thus used by each firm. The quality of the their
marketing products are of a higher standard and more informative than
any one of the six firms could produce by themselves for the same cost.
The second area of major production in Northwest Germany is located
immediately north of Hamburg. This would include the area around
Pinneburg, Elmshorn, and Quickborn. Soils are not peat based in the
area. Although we did not see finished product, we were told it was in the
area. What we saw was extensive propagation facilities. Nurseries would
specialize in seed, cuttings, budding or grafting. The diversity of cultivars
did not appear to be as extensive as those produced in the first area
described. Fewer broadleafevergreens and more deciduous representation were part of the inventory. The area contains firms producing plants
like roses(Kordes Rosen), deciduous seedlings by the hundred
thousands(Peter Harder Nursery) or deciduous shrub liners(Kordes
Jungplfanzen). Examples of unique production techniques included Peter
Harder Nursery using marigold, etc. as a biocide in their pest management program and the paper liner container used extensively by Kordes
Jungplfanzen.
No regional trade show exists for this group. This area does host other
events such as Baumschultechnik. This event is a summer field day with
both indoor and outdoor displays devoted to current and innovative
equipment for use in the nursery industry. A diverse assortment of
implements are on display and the majority relate to field production.
During the summer months the area nurseries alternate hosting meetings every two weeks. These meetings are afternoon tours and evening
meal affairs. The main purpose is for the industry to be on top of any
problems the area is encountering in the production of the crop for that
year. Thus insects, diseases, nutrients, etc. are the main topics for
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discussion. Attendance varies between 50 and 100 participants per
meeting.
Significance to Industry: For firms interested in knowing what plants
and technologies are being produced or used in other countries should
consider a visit during a time when many opportunities are available for
viewing. For those interested in the nursery industry in Germany, visiting
in late July to the OLBA would allow one to view a wide range of plant
material. If equipment for mechanization would be of interest, then
visiting at a time when a Baumschultechnik is occuring would allow
viewing and demonstrations of an extensive array of equipment designed
solely for the nursery industry.
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