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IT'S TIME

TO DO
SOME .

Combat the horticultural identity crisis
and redefine your garden center

By Leslie F. Halleck

hen asked to write abour the
state of the green industry
this year, the first lhoug]lt
that came to my mind was
the word “identity.” Do we have a good
sSense QFUUI_ Ed(_’l'ltif)'_ 45 an indllsr]}' ﬂnd as
individual businesses? What about indi-
vidual professionals in the green industry?

From what I see at many independent
garden centers these days and hear from
business owners and younger profession-
als, I'd say as a group we're experiencing a
bit of an identity crisis, a crisis that needs
to be resolved if we're going to inspire
confidence in our customers. In order to
d(] rhﬂf. we ﬁrsl‘ hﬂ\"{_' o inSPjT{‘. C(Tl‘lﬁdt‘.l‘lct‘
in ourselves.

Interestingly enough, our customers’
identities are uvolving righl before our eyes,
and they don't seem to have any problem
defining who they are. They are finding
new ways in which to define themselves
as gardeners. For example, many small
scale city gnrdcncrs now simpi}' refer to
themselves as “farmers” or “urban farmers.”
The word “gardening” is typically left off
the table with this growing segment of the

population. Yet, ask most IGCs to clearly
define their business identity and it may be
a strained conversation. So the L]ucstiun is,
are we evolving our identities clearly and
{:351‘ en ()‘.Igh o k(_',l‘._‘.]') l]p “’irh our customers?
Have we as an industry evolved to meet
their needs and expectations?

If you find yourself struggling to define
who you really are as a company or as a
professional, it may be time to do some
soul searching.

What is your brand identity?

If that isn't a question you can answer,
then we need to get out a pen and some
paper and get to work. In order to really
hone in on your company or professional
idcnliLy, _vuu"“ need to focus on where you
stand in vour market. First, let’s make an
honest list of your strengths and weak-
nesses. For your strengths, you need to

list what you think makes you better than
other companies or professionals in your
market. What gives you an advantage over
the rest? Do you fll specific niches others
don't? When it comes to weaknesses, whar
abourt you or your business leaves you
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vulnerable to the competition? Are there
things that you're trying to do, but just
don't do well? Be brutally honest when
you make these lists.

Based on your strengths and weaknesses,
we next need to make a list of opportuni-
ties you think are available to you. Then list
the hazards youL or your business face based
on the same conditions. These hazards, or
threats, could be other companies that are
aIrc:{dy outpcrforming you, or environmen-
tal and economic issues, or local customer
Prﬂj‘{.'r(_'[lCL'S [.Il:][ dl)ﬂ‘l [-;1\’()r _\-’(Jur :ilrcng,lhs
or weaknesses. Traditional marketers call
this a SWOT (Strengths, Weakness, Op-

portunities, and Threats) analysis.

What's in it for me?

CL[S[U]TI crs L'hUUSL' to I.')Ll‘\,f' [i'[}ITI you
because they've made a connection to the
\'3[[1[' ‘\"'011 can (‘IH:CI' th('-m. Thﬂt PCTCCi\"Cd
value comes from your special products,
services and prices. Are you clearly com-
municating that value proposition to your
customers right away? Creating a value
proposition for your company takes work
and time, but to simplify things I'll just
challenge you with this question: Can you
state in one sentence, in 12 words or less,
exactly who you are and what distinguish-
ing product or service you offer? If not,
there is your second piece of homework.
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GreenWay
- products trap
insects without
the use of
_ pesticides. ;
g GreenWay pheromone
traps are:
- Ready-to-use
> Long-lasting

- Captures males
and females

= Child and pet safe
-» Non-toxic

CLOTHES
MOTH TRAPS

, PANTRY PATROL
INSECT TRAPS

FOOD
MOTH TRAPS

. FRUIT FLY '-
TRAPS

* Our Promise:
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GreenWay is committed
to solving pest problems

- by offering alternatives to
tr%ditional pesticides.

+

www.GFéenWayTraps.com
X sales@greenwaytraps.com -
Westfield, Indiana USA

Nix newbie nerves

If you happen to be a young professional
in the industry struggling to define your
own identity, I'd suggest going through
the exact same SWOT analysis. Treat
yourself like a business brand! What
you'll learn from experience is that you
constantly have to sell yourself in order
to succeed. How can you sell yourself

if you aren’t very clear about your own
strengths and the niches you can help
fill? Defining your own personal profes-
sional brand can help you better choose
the right path of employment and even
help you launch your own business.

Be relevant

Relevancy is the “now” buzzword.
Customers are looking for products and
companies lllL’y can relate to; ones that
already appear to fit right in with their
existing lifestyle and where they already
shop. If your projected identity doesn't
fit your desired customer’s identity and
lifestyle, they'll pass you over. Remem-
ber that your identity is reflected not
just in the products you carry, but also
your company branding and style. If
your business looks like it was branded
in the "80s (and not in a retro-chic kind
of way), then you might as well kiss the
younger crowd goodbye.

The connection also needs to be
made quickly. When you build a website
these days, youd better make sure your
customers don't have to click more than
once or twice to get to the basic infor-
mation they’re looking for. How many
times does your customer have to click
on your website before they can figure out
exactly what you have to offer? If it takes
four or five clicks, or questions, or visits
to your garden center for your customer
to figure out what value proposition
vou're offering them, chances are you'll
lose them.

Bend in the wind

How flexible are you willing to be with
vour identity? “Stubborn” is probably
a word we could all agree applies to a

good segment of our industry. We tend
to cluster, create cliques and don’t want
things to change. Yet, that’s not the way
to thrive in a changing environment
and economy. Change and transition
can create opportunity. Don't be afraid
to break some rules, throw old methods
out the window and try something new.
Holding on to an old identity because
you think you'll upset old customers by
changing it can paralyze you and your
business.

No Debbie Downers

With flexibility should come posirivity
and passion. I'm a downturn investor:
That means when the going gets tough,

I look for potential beneficial opportuni-
ties. There is a lot of untapped oppor-
tunity available to the green industry

at this very moment. Are you willing

to step outside of your comfort zone to
grab it? With every shift in customer
profile comes new niches and opportuni-
ties. Instead of being discouraged by the
evolution of consumers away from tradi-
tional gardening and toward decorating,
perhaps we should embrace that trend
and control the conversation ourselves.

The entrepreneurial edge
Within the green industry, I feel we're on
the cusp of a big boom of fresh entrepre-
neurialism. Some of that new business
opportunity stems from the changing
needs of our customer; some from how
we have to restructure our company
identity and operations. If you don't
figure out how to meet an evolving need,
someone from the outside is probably
waiting in the wings to take your place.
Online sales is a great example. When it
comes to recruiting, fresh young talent
may choose to start their own business
rather than work for companies that
don't seem relevant to them.

So, when it comes to crafting your
company or professional identity for
2015, be bold, be yourself and don’t be

afraid to take calculated risks! &

Leslie owns Halleck Horticultural, LLC, through which
she provides horticultural content marketing, social
media management and strategy consulting for green
industry businesses. www.lesliehalleck.com
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