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The People  
Behind the Plants:  
Reaching Today’s Consumer
While end consumers may not always be your direct customer, growers  
should still take advantage of opportunities to connect with them.
BY LAUREN SNYDER

Plants are common — from highways to 
ditches and front yards — and consumers 
largely take them for granted. In doing 

so, they stop short of recognizing the $163 
billion horticulture industry behind those plants, 
as well as the entire supply chain-coordinated 
effort to produce plants. 

Greenhouse growers, in general, have some 
of the coolest operations, strongest company 
cultures and most endearing personalities in 
the horticulture industry. That all deserves to be 
shared with the end consumer. Not only would it 
benefit your specific operation, but it would also 
serve to benefit telling the story of the entire 
horticulture industry.

How can growers reach the end consumer and 
help them take notice of the industry and the stories 
behind plants? As technology, marketing, and 
purchasing habits shift and change more rapidly, 
it’s led to disruptions in how we communicate 
with consumers and who is responsible for that 
communication from within the supply chain.

Growers have a unique opportunity to step into 
the spotlight and tell the “rest of the story” about 
plants. Growers can help share the excitement of 
our industry that goes beyond Mother’s Day and 
Memorial Day and in turn engage consumers in 
creating an awareness that there is something 
worth paying attention to when it comes to plants 
and the people who produce them. 

BEING IN THE MOMENT
Consumers have access to more information 

than ever before. With the advent of the internet, 
not only are facts, figures and specifications 
available, but the opinions of 3.5 billion other 
internet users, as well. 

Couple the resources of the internet with 
mobile devices that literally put all of this 
information at consumers’ fingertips, and 
micro-moments are born. Micro-moments, as 
defined by think with Google, are when “people 
reflexively turn to a device — increasingly 
a smartphone — to act on a need to learn 

something, do something, discover something, 
watch something, or buy something.” 

These are the “need” moments — need-to-
buy, need-to-find, need-to-know moments — 
that propel especially younger generations to 
the internet. These decision-making moments 
also shape preferences. The first useful resource 
to quickly and accurately provide information, 
products, or resources is the one who wins the 
first battle of brand loyalty and consumer trust.

This is where a future-oriented grower could 
capitalize. Growers have an opportunity to 
be the “hands-on” expert in the eyes of the 
consumer. The avenue of the internet gives 
growers freedom to tell the story of plants, 
rather than relying solely on retailers to do so. 
A grower who is able to consistently appear as 
a top search hit becomes the “micro-moment” 
champion of being available and useful the 
moment a consumer needs information.

Prides Corner Farms, Costa Farms, Bushel 
& Berry and Bloomin’ Easy are just some 
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Campanula Ambella and Adansa

The Ambella’s flowers are delicate and bell-shaped. This 
Campanula has many buds that you can enjoy as it blooms. 
Then the plant is full of beautiful little flower bells with intense 
colours. Just like Ambella, Adansa is a very strong plant that 
can take a few knocks. This more informal Campanula has 
long loom-covered tendrils and star-shaped flowers. 

More information @ www.campanula-florentes.com 
or contact our Area Manager Kathy McKay, phone: 
360 202 5333 or email: kathymckay@schoneveld.nl.

of the great examples of how 
growers can accomplish this. With 
relevant growing information, tips, 
guidelines for success, practical 
uses for plants and retail locators, 
growers can take a lane on the 
information highway and directly 
interact with consumers. 

One key in differentiating yourself 
would be geography-specific 
information relevant to consumers 
in your location. While many 
growers ship across the country, 
you know your area best. When 
it comes to plants, soil and the 
weather, environment can be the 
difference between success and 
failure. For example, simply knowing 
that a large portion of your area 
experiences a certain soil type can 
lead to different recommendations 
and plants that generate gardening 
success more easily. 

SOCIAL STORYTELLING
Technology has certainly created 

some paradoxical challenges when 
it comes to developing relationships. 
We’re more connected than ever 
before but also less connected. 
Couples eating dinner together are 
connecting with Facebook friends 
(instead of each other), and high 
schoolers tweet at each other rather 
than talk to each other. 

Yet, social media has also 
connected people across states, 
countries and the world, and has 
allowed stories from businesses 
and individuals to be told to a 
broader audience. For growers 
reluctant to beef up the information 
on their website, simply telling your 
story and sharing your expertise 
via social media is a great way to 
interact with consumers.

The resurgence of the American-
grown cut flower movement has 
capitalized on this significantly. Just 
head over to Instagram and check 
out Floret Flowers (@FloretFlower). 
While Floret Flowers does sell 
some items directly to consumers, 
the flowers themselves are sold 
wholesale. That hasn’t stopped the 
company, however, from sharing 
their love, passion and expertise 
on various cut flowers with a 
broad audience. This leads to a 
strong following of end consumers 
(because who doesn’t love pretty 

flowers in their social media feed?), 
who in turn have the confidence to 
request specific cut flower varieties 
from their florist.

Similarly, growers can accomplish 
two tasks with a strong and active 
social media presence: (1) showcase 
the quality and care of your plants 
to potential retail customers; and 

(2) also increase an affinity for 
plants and horticulture in the end 
consumer. Imagine a conversation 
like this at a garden center, “I saw 
on ABC Growers’ Instagram this 
great new coleus. Do you have it?” 
Plus, Instagram especially is a great 
platform for letting the high-impact 
visual nature of beautiful plants 

speak for itself, while also providing 
bite-sized, but relevant, information 
on what the plant is, how it grows 
and why it’s special. 

STEP INTO THE SPOTLIGHT
Growers have just as much 

responsibility for increasing the 
relevance of plants in consumers’ 
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CALL TODAY TO LEARN HOW WE CAN HELP.

Only Ozone can super-saturate your water with dissolved oxygen.

Pond AerationFine Filtration Reverse Osmosis Ozone Disinfection

Does a Pill alone
Keep You Healthy?

Can a Chemical Alone 
Keep Your Water Healthy?

information@dramm.com
www.dramm.com
920.684.0227

Injecting a chemical alone does not clean
your water. DRAMMwater employs multiple
technologies to solve your water problems.

Dissolved oxygen can speed crop time, 
increase yields and improve your crop.
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lives as do the retailers and 
breeders. As our industry continues 
to compete for consumers’ 
discretionary dollars, it will take a 
united effort to share the story of 
the people behind the plants who 
have dedicated their lives to their 
production and propagation. What 
better way to do this than with video?

Smartphones don’t just make 
it easier for consumers to get 
information. They also make it 
easier for you to share information. 
Customer experiences no longer 
begin and end in a physical store — 
they begin online. Through video, 
growers can start to build this 
digital experience that highlights 

both product and person. 
Video topics can include 

everything from a morning walk-
through to a quick tutorial on 
how to pinch or prune a plant. 
Excited about a new variety you’re 
growing? Start streaming Facebook 
Live and share why you love it 
and why you think consumers will 

love it, too. You can also wish your 
followers Happy Holidays, give 
live reminders of necessary plant 
care, or share a little bit of the 
production process, whether it’s 
transplanting or shipping. 

CONSUMERS WANT THE 
INFORMATION YOU HAVE

To get a better idea of the kind of 
content consumers are looking for, 
Google Trends offers a multitude of 
insights backed by data gathered 
from Google searches. The Google 
Trends platform lets you see what 
people are searching, when they’re 
searching for it and where they’re 
located. Essentially, it gives you a 
strong foundation of how to target 
information based on what people 
are already looking for. For example, 
a comparison of the search terms 
“plant” vs. “landscaping” vs. 
“gardening” reveals that plant-term 
searches are significantly more 
prevalent than either landscaping or 
gardening searches. 

This data and information 
indicate exactly what consumers 
are looking for and where growers 
have the opportunity to step in. 
Whether through specific website 
information, social media sharing 
or video content curation, growers 
have more opportunities than ever 
before to connect with consumers. 
In connecting with consumers, 
growers will also be showcasing 
their brand and operation to 
potential retail customers, who can 
in turn work in tandem with the 
information you’re providing. 

What’s important for growers to 
recognize is that they do in fact 
have something to offer consumers, 
and there is potential to develop 
a relationship between consumer 
and grower. Growers can create 
interest and show consumers 
the big picture, which all helps 
the consumer to see plants in a 
different light and recognize them 
for their beauty and functionality, 
as well as the industry of people 
behind each and every plant. 

Lauren Snyder is an enthusiastic 
horticulturalist and works as an 
independent writing and marketing 
professional. Her work can be found at 
 www.agardenofwords.com, and she can be 
reached at hilaurensnyder@gmail.com.


