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Record-setting marketing

by MARIA ZAMPINI

‘For many, the natural focus
over the years has been

on production. And to
some degree, it needs to
remain so. At the same
time, though, we need

to sharpen our focus

on marketing.'

Maria Zampini is president of Lake
County New Plants LLC, Madison, OH.
She co-founded the company with her
father, Jim Zampini. Their focus is sales
and marketing of LCN Selections along
with research and development of new
plant introductions. She can be reached
at maria.zampini@yahoo.com.
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'm a die-hard Cleveland sports fan, and at this time of the
year, I'm all about the Cleveland Cavaliers. In fact, my laptop
screen saver happens to display the Cavs’ No. 17, Brazilian-
born Anderson Varejao, aka “Wild Thing.” What can I say? His
looks and long, curly hair remind me of my youngest son,
Robert. And yes, that makes me feel old — really old.

One recent game pitted the Cavs
against the Detroit Pistons. It also hap-
pened to be “Snuggie Night” at The Q —
Quicken Loans Arena in Cleveland. That
night's promo focused on maroon-col-
ored “Snuggie” blankets sporting the
Cavs' logo. The 20,562 fans who wore
them helped set a new Guinness World
Record for the most fleece blankets in one
color in one place — the lone Detroit fan
in a blue Pistons Snuggie didn't count.

Around the same time [ happened to
see a segment on the CBS "Sunday Morn-
ing" show that featured — what else? —
Snuggies. Did you know that the original
fleece blanket with armholes is the “Slan-
ket"? It was invented by a young man in
Maine and sold in 2007 on QVC. The de-
sign, however, was not patentable. Thus,
the door was left open for the entrepre-
neur of “Bendaroos” and "Aqua Globes”
(the colorful glass bulbs you fill with wa-
ter and put in potted plants). He saw the
economy heading south and seized on
the marketing and advertising opportu-
nities that became available. He pro-
duced a cheaper version of the sleeved
blanket, and in 2008, more than 20 mil-
lion Snuggies were sold in versions for
adults, kids and even pets.

Tome, the best marketing ideas are
ones that cause me to say, “Darn! I wish I'd
thought of that first!” In fact, even though
the Snuggie entrepreneur didn't invent
the product, he took a mousetrap and
made it better (sort of). He produced a
less-expensive version of the original and
exposed it to a larger audience. And he
succeeded where the “inventor” did not.

Here's how I look at it: If | can't invent or
be first at something, the next best thing
is to take someone else's idea and improve
upon it to make it work to my advantage.
Is this stealing? No, it’s just business.

“To me, the best marketing
ideas are ones that cause
me to say, Darn! I wish I'd
thought of that first”

If you happened to read my column in
the April issue, I spoke about parallels
between the fashion and green indus-
tries and what, if anything, might be
learned from that comparison. Hopefully
my words didn’t cause you to roll your
eyes too many times, because I think
that in all actuality, be it with fashion or
Snuggies, it really all boils down to one
word: marketing.

Recently, a large, independent retailer
commented to me that come June, that's
it. Every year it's the same routine: By
Memorial Day, their plant sales have dra-
matically diminished — and they’re done
for the season. They aren't the first garden
center I've heard this from. But, if I relate
the retail situation to fashion, 1 wonder:
Does it really have to be this way? Maybe
yes, maybe no. Either way, I can't help but
ask — why?

For instance, as I pen this column,
spring/summer fashions are already in the
stores, and they have been for several
weeks. Items like shorts and bathing suits
will be plentiful until around Memorial
Day weekend, Then, by the 4th of July,
stores will deep discount these seasonal
items and begin to display fall merchan-
dise. Here's where it gets tricky: Even
though fall and winter clothing begins to
appear, new “transitional” styles are avail-
able. This is new clothing that's still appro-
priate for summer wear, such as long- and
short-sleeved T-shirts. Some shoppers
purchase true fall and winter items — like



‘Competitors who
are ahead of ns
determine where
the markes is going
As business people, we
cany't afford to follow our
tompenitors at every temn.”

sweaters the middle of summer to
take advantage of the best selection.

From this point of view, what makes
the green industry so different from other
retailers? T know it's redundant, but the
answer is marieting,
nion, everything old is new again.
This happens year after year. Some of the
items that are hot this year include Jackie
O-sized sunglasses, knee socks and over-

the-knee socls, jumpsuits (yuck) and flo- |

ral and patterned pants. [ can't say I like
some of these trends, but there are lots of
consumers who do.

The marketi ng strategy of reintroduc-
ing old trends has found its way into our
industry, but this has not always been
viewed in a positive way. In some cases,
plantsmen find landscape plants that
have been fo: zgotten or which have an un-
pronounceable or unappealing name,
and Lheg,r l:s‘ir.g them back into the spot-

ability and back it up with
marl\etmg to support that plant. Some
choose ts openly admit these are not
original finds, while others don't. Regard-
less, I believe that if someone has the:
foresight to find a good, valuable plant
and put their money where their mouth
is with acvertising dollars, then who am |
to argue? | admire the marketing savvy.

Competitors who are ahead of us deter-
mine where the market is going. As busi-
ness peop.e, we can't afford to follow our
competitors at every turn. We need to go
out on a limb and take our products —
and the market — in a different direction
once in a while.

Our industry is full of good, hardwork-
ing people. For many, the natural focus
over the years has been on production.
And to some degree, it needs to remain so.
At the same time, though, we need to
sharpen cur focus on marketing.

Without savvy marketing, the Snuggie
would have become just another cozy,
blanket-with-sleeves knockoff. With savvy
marketing in the nursery indusiry, maybe
we can set some Guinness records for
plant sales! W
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At Atlas, we inventory a broad selection of products for
the retail, wholesale, and commercial grower. From cold
frames to gutfer connect structures, our product line
includes something for every budget and is backed by
exceptiomal customer service. Call today for a free quote!
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