Management

Do You Want to
Sell Lots?
It’s proportionately more fun and profitable to sell a lot of something than to
sell a little of something, isn’t it? Here are 10 steps to help you do just that.
By Sid Raisch

A

nything worth selling requires selling a
lot of whatever it is to make the effort
and investment worthwhile. It takes
too much effort and is too much of a
distraction to get caught up in buying and selling
stuff that doesn’t have a reasonable expectation
of having a positive impact on the financial
performance of a company. If you’re going to sell
annuals, sell lots of annuals. If you’re going to
sell herbs, sell lots of herbs. If you’re going to sell
organic solutions, sell lots of them.
My rule of thumb is that if you can’t gain
at least $2,000 margin dollars per year within
two years of selling something then it cannot
contribute enough to warrant the time or
financial investment — and that effort should
instead go to selling something else.
Some of you are going to have a hard time
grasping that concept, and that is because you’re
entrenched in selling small amounts of a lot of
different things, which is exactly why you don’t
sell large amounts of very many things.
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Like a New Computer

Starting with that perspective, let’s take a look
at the effort and investment that goes into selling
lots of organic products. John Dromgoole, owner
of The Natural Gardener in Austin, Texas, once
told me: “The best way to sell a lot of organic
solutions is to sell only organic solutions.”
His emphasis at the time was to cause a sharper
focus on organics by eliminating the distraction
and diluted resources from alternate choices. It
meant that it is better to stake a firm claim on the
one approach rather than try to be one thing to
one customer and another thing to another.
To sell much of anything we had better be
meeting the expectations of our customer.
However, the apparent expectation of the
customer is where we actually get off track on
selling organic products, or anything else because
we tend to listen only to what the customer says
they want instead of what they mean they want.
There are two paths to go down with selling
organic products:
1. Soil amendments, and
2. Remedies or solutions to
symptoms.
To help the customer, we
need to make sure that the
plants we sell get the best
possible start, and I can’t
imagine any better way to do
that than to make sure that
they are grown in a favorable
environment, can you? The
best method we have to
influence the environment
that the customer will
introduce their plants to when
they get home is to send
at least part of a favorable
environment home with them.
Think of it this way; your
new computer looks beautiful,
sounds beautiful, and works
beautifully when you put it on

your desk and start it up. The next day lightning
strikes and the thing fries from the electrical
surge and you have to go buy another one. After
a week or so the replacement monitor starts
to get fuzzy and the color gradually becomes
gray-toned. A week later creepy crawly things are
moving across the monitor over your documents.
Would you like to prevent this from happening?
Who in their right mind would ever think of
buying a computer and not plugging it into a
new surge suppressor power strip and installing
anti-virus software first thing? Why do we let
customers walk out of our stores without the
equivalent for their plants?
Typically, the approach of a garden center
is to stock fertilizer and soil amendments and
view it as an add-on impulse or maybe better,
as a suggested sale rather than as they should
be viewed — an essential ingredient for the
customer to receive the underlying benefit of
their investment in plants.

From the Bottom Up

When we measure performance by incremental
add-on and incidental product sales it is to most
people a satisfactory outcome and is encouraged
and developed. But is this the best approach in
the long run?
Start with the soil — sell lots of organic soil
amendments.
1. Demonstrate the difference. Set up a sideby-side test growing plants in several different
but similar products that you choose between.
Be sure to include the nationally and regionally
advertised brands in your comparison. Include a
control by using the typical un-amended soil from
your local area.
2. Decide and sell. Choose one primary
organic soil amendment and get your entire staff
on board to sell it. They’ll need to know what the
product is, how it is made, and why it will help
your customer get more value from the plants
they buy. If you need to have more than one size,
choose two — a large size and a small size.
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3. Sample. Give your staff
samples of the chosen product to
use at home so they can say, “This is
what I use at home.” Also consider
donating product for a prominent
public planting if you are certain
it will be properly planted and

maintained.
4. Merchandise to market
and sell. Make sure that your
chosen product is exposed to your
customers multiple times along
the typical shopping path is clear
and repeated. Use the “batteries in

NGood Things
really do come in

Walmart” approach with multiple
product displays throughout your
shopping areas. The final decision is
often made at the register and more
of those decisions to purchase will
be made if there is more exposure
to the product you recommend

Small PackagesM

highly active spores of endo and ecto
mycorrhizal fungi. It includes an
effective bio stimulant formulation
making the product incredibly
versatile – for trees, shrubs and plants
and in a host of habitats.
Available with and without a timed
release fertilizer, these easy-to-useformulas increase plant growth and
establishment with less waterings
and fertilizer use.

C

onvenient, self-serve display buckets
promote cross-merchandising for
robust sales.

Each three ounce package will
treat up to a 1" caliper tree. The
smart new packaging promotes
cross-merchandising tree and plant
sales with Soil Moist products,
giving your customers the products
they need to stimulate aggressive
root growth and establishment for
all new plantings.

Formulated for the professional
landscaper, Soil Moist is the name
you know and trust for quality.
The new Soil Moist Mycorrhizal
Transplant formulas contain Soil
Moist water-management polymers
and a diverse 12 species mix of

JRM Chemical, Inc.
4881 NEO Parkway, Cleveland, OH 44128
1-800-926-4010 • 216-475-8488
fax: 216-475-6517 • www.soilmoist.com

Write in 816

Plantskydd SELLS—Because it WORKS!
Dealer Support

NOT SOLD AT BIG BOX STORES

Internet Dealer Support—Our internet
website and search engine sponsored
listings promote and advertise your store 24/7.

Dealer Support
Multi-market Advertising
FREE! POP Merchandising Aids
Free-standing Display
Brochures & Counter-top Holder
Shelf Talkers, 2x2’ or 3x3’ Banners
www.plantskydd.com/support.html

Our website Dealer Locator Map will direct
Plantskydd customers in your area to your store!
www.plantskydd.com/retail.html

No bad odor!

Listed for

ORGANI C
Production

Plantskydd Deer Repellent*

Premium Priced
Good Margins!

A Proven Leader!

#1 Most Effective, #1 Longest Lasting, #1 Most Tested
Deer Repellent. Effective against deer, elk and rabbits.
1 qt and 1.32 gal Ready-to-Use Spray
1 lb, 2.2 lb and 22 lb
Soluble Powder Concentrate

For our DEALER LOCATOR, FAQs, testimonials
and *independent research results, visit our website:

www.plantskydd.com

#1 Choice of Landscapers, Professional Growers & Foresters
Write in 832
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NEW! Plantskydd Granular

Easy to Use—Just Sprinkle it On!
Repels rabbits and small critters, including
chipmunks, squirrels, voles, nutria and opossum.
Granular—1 lb Shaker, 3 lb and 7 lb Shaker Pak,
and 20 lb ‘Easy Carry’ Bag. Shaker Paks are
user-friendly, with zip-lock closures and handles.

Dealer Inquiries Welcome! Call Toll Free 1-800-252-6051

along the shopping path.
5. Promote your choice. Use all
available marketing communication
opportunities to tell your customers
how and why you chose the
product you recommend. Tell them
how the product works in layman’s
terms as well as how much better
plants perform when growing in it.
Use pictures with captions.
6. Benchmark, compare,
measure, adjust. Set up a simple
chart showing the product you sold
the previous year alongside the
goal your staff sets for the current
year for the product you selected.
Update the chart at least once each
week and make your progress a
subject of team meetings. Set the
expectation that this is a new effort
and will be tweaked during the first
few weeks, and then annually.
7. Be consistent. If you have a
landscape service or do plantings
use the same product you have
chosen to focus on in the store.
8. Price for profit. If you’ve
chosen a product that is truly better,
choose a price that is worthy of
the value. Avoid the temptation to
discount. Use multiple pricing for
three or more bags at the perceived
value, (or no lower than the price at
your targeted margin, which should
be 53-60 percent if you’ve done
everything else correctly). The price
per bag for purchases of less than
three bags should be exactly $1
more. People like to save a dollar.
9. Celebrate successes. As
milestones and goals are met,
have pizza parties, free lunch, or
buy a decorated cake and have a
celebration party.
10. Keep going. Pay your dues by
expecting resistance to the change,
listening, redirecting, coaching, and
staying committed to your goal.
This is a good solid process to sell
a lot of almost anything in a retail
store. Try it here and use it in at
least one other product area. Once
you’re skilled you will never turn
back from it.
Sid Raisch is founder of
Horticultural Advantage, a
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System to help client companies
increase effectiveness to
earn greater profits. Visit
AdvantageDevelopmentSystem.
com, call 888.339.7456, or email
sid@horticulturaladvantage.com.

