MGPZWW

Colobrnting 05 years as Ve offfeinl sonrce for direct™ mankeling 1etaillors,

Winter 2009 Convention Wrap-up,

Roberta Simpson-Dolbeare, Editor

MGA Salutes 2009 ‘Green Thumb’ Winners

Six new plant varieties
and five new gardening
products were selected
ey, recently as 2009 Green
GIREEN Thumb Award (GTA)
THUMB Winners. The winning
ANARD products, selected by an
2009 independent panel of

garden writers and editors, are being
offered for the first time in 2009,
from an MGA member company,
either in a catalog or online. The

2009 Green Thumb Award Winners:-
Barb Emerson, MGA President, presented the awards at the

Winter MGA Convention in Baltimore.

A. Claire Watson, Thompson & Morgan Seedsman.
B. Michael Allen, Dutch Gardens and Gardens Supply.

C. Sham ElShakhs, Logee’s Tropical Plants.
D. Elisa Keimel, Johnny’s Selected Seeds.

E. Cameron Brown, Stark Bro’s Nurseries and Orchards Co.
F. Haydee Allred, Charley’s Greenhouse & Garden.

G. Jim Gerritson, Wood Prairie Farm.

at Winter Convention in Baltimore

judges based their decisions on
uniqueness of the plant or product,
technological innovation, ability to
solve a gardening problem or pro-
vide a gardening opportunity, and
potential appeal to gardeners.

A list of the winning selections is
provided on page two of this news-
letter. Descriptions and photos of
the winning plants and products can
be found on the MGA website:
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Is Your Brand
“Gaspworthy”?

Does your
product make
consumers gasp
and say ‘Wow’?
Have you asked
your customers
recently why
they do business
with you? Do
you listen to
their comments intently and respond
to them?

These were some of the questions
posed by Andrea Syverson, president
of IER Partners, a national consult-
ing firm that specializes in strategic
planning, brand marketing and mer-
chandising. Syverson’s educational
session at the MGA Winter
Convention was entitled “Tending
Your Brand Through Masterful
Merchandising”.

Understanding your brand’s ‘true
north identity’ and making sure
everyone within your company is
in agreement with the selling direc-
tion you’re headed is important, said
Syverson. She also suggests looking
at what companies outside your
industry are doing to gain inspiration
for better business practices, and she
strongly encourages spending time
with customers and listening to their
input. Developing a strong brand
image is especially important when
trying succeed in a tough economy,
said Syverson. See page two for
information on obtaining her power
point presentation.

Andrea Syverson,
President, Ideas Executive
Results Partners



And the Winners Are. . .

Here are the six new plant varie-
eties and five new gardening prod-
ucts which won 2009 Green Thumb
Awards presented by the Mailorder
Gardening Association.

Recipients in the Plants, Bulbs

and Seeds division are:

* Rudbeckia x hirta ‘Cherry Brandy’
from Thompson & Morgan.

* Begonia x tuberhybrida
‘Scentsation’ F1 Hybrid from
Thompson & Morgan.

* Organic Prairie Blush Potato from
Wood Prairie Farm.

* Bonbini Lily from Dutch Gardens.

 Angel’s Trumpet ‘Angel’s Dream’
PPAF from Logee’s.

» Honey Bear Winter Squash from
Johnny’s Selected Seeds.

The Tools, Supplies and Acces-
sories division winners are:

* Liquid Net® for Pets from The
Liquid Fence Company.

* Godlen Delicious Apple Collection
for Children from Stark Bro’s.

* Plant Cottage from Gardener’s
Supply.

* Optimum Deep Plug Starter Kit
from Charley’s Greenhouse &
Garden.

* Liquid Fence® Mole Repellent
Worms from The Liquid Fence Co.

For more information about these

selections, go to the MGA website at

www.mailordergardening.com.

/5 years stron
Share the benefits of membershlp

in the MGA!

For 75 years, the MGA has provided a
forum for its member firms, large and small
to help them:

* GAIN knowledge < BUILD resources

* INCREASE profits and

* GROW their customer base.

. ; MAILORDER
The MGA is the only professional, non- GARDENING
profit trade organization to serve the profes- ASSOCIATION
1934-2009

sional needs of direct marketers of garden-
ing products to home consumers. Your MGA Officers and Board of
Directors encourage you to share with others how membership in this
organization helps your business. Invite them to join the MGA and to
attend the Summer 2009 Conference in Minneapolis, where they can

experience first-hand all that the MGA has to offer.

Contacting our Conference Presenters

For additional information about
one of the topics covered during the
winter conference educational ses-
sions, contact the presenter directly.
Power point presentations, if avail-
able, can be found on the MGA web-
site: www.mailordergardening.com.
Tending your Brand Through
Masterful Merchandising -- Andrea
Syverson, IER Partners, 719-495-
2354, asyverson@ierpartners.com.
Creating a Business Model for a
Successful Direct Gardening
Business -- Michelle Farabaugh, a

Arandell Corporation Jim Treis
Horticulture Magazine
Organic Gardening Magazine

Quad/Graphics

Tammy Hobar
Gary Meagher

Gardening How-To Magazine

Berkshire Direct
Brookside Marketing
CSI Chemical Corp.-Nutri-CAL Jerry Carpenter

Matt Storey

Wiland Direct
Zed Marketing Group

Brent Eskew

Guy L. Gonzalez

LENSER Michele Salmon
DHL Global Mail Kim Chapman
Shake Away John Watson

Roberta S Dolbeare 217-734-9365

Fine Gardening Magazine Lisa Riebe
i-Behavior Joyce Jerry
Mantis Howard Kaplan
Markeshare Publications Ellen Payne
State-By-State Gardening Steve Giddings

Jim Zuckermandel

Hats Off to 2009 Winter Convention Sponsors

~DIAMOND~

262-255-4400
212-447-1400
610-967-7943
414-566-2064

jft@arandell.com
guy.gonzalez@fwmedia.com
tammy.hobar@rodale.com
gary.meagher@qg.com

~PLATINUM~
Nancy Davidson

952-988-7193
415-446-2511

ndavidson@namginc.com
msalmon@]lenser.com

~GOLD~

954-903-6300
800-517-9207

kchapman@dhlglobalmail.com
jwatson@shakeaway.com

~SILVER~

413-458-1721 matt@berkshiredirect.com
brooksid@adams.net
jerry@nutri-cal.com
Iriebe@sbcglobal.net
jjoyce@i-behavior.com
hkaplan@Ilwmantis.com
ellen@marketsharepubs.com
stevegiddings@suddenlinkmail.com
beskew@wilanddirect.com
Jjim@zedmktg.com

800-247-2480
203-304-3543
330-889-3194
215-357-5110
913-338-3360
318-255-3149
303-485-8686
405-348-8145

LENSER Partner, 415-789-5815,
michelle.farabaugh@lenser.com.
Developing a Social Media Strategy
that Works for Your Business-- Lena
West, xynoMedia Technology, 914-
377-0600, Iwest@xynoMedia.com.
Trends in Today’s Consumer Lawn
and Garden Market -- Bruce Butter-
field, National Gardening Assoc.,
802-863-5251, bruce@garden.org.
Looking into the Crystal Ball, What
will you Be Selling in Five Years
Time -- Ian Baldwin, 916-682-1069,
ianbaldwin@comcast.net.

Thanks to Fine Gardening Magazine
for sponsoring the Coffee and Juice Bar on the
final morning of the winter conference.
Attending the conference from Fine Gardening
was (left to right) Lisa Riebe, Jessica Bondell
and Linda Delaney.



Past Presidents Dlne with First Timers, New Members

At left: MGA Executive Director
Camille Cimino (right in back-
ground) and MGA President Barb-
ara Emerson (left in background)
welcome first-time attendees to the
Past Presidents/First-timers
Luncheon.

Past presidents of the MGA each
contacted a first-timer before
the conference and served as men-
tors to help them feel more com-
fortable at the conference.

even MGA past presidents attended
the winter conference and hosted first- |
time attendees and new member re-
recruits at a luncheon. The luncheon
gives the new attendees the opportuni-
ty to learn about the organization and
to get to know some of its long-time,
active members.

Organic Gardening Magazine Hosts
‘Welcome Back’ Reception

Networking always
ranks high on the list
of reasons MGA
members attend the
two annual confer-
ences. The ‘Welcome
Back’ Social recep-
tion, graciously host-
ed by Organic Gar-
dening Magazine,
provided a comfort-
able setting for atten-
dees to visit with fel-
low MGA members.
Shown at left are
Clayton Beaty, Beaty
Fertilizer and
Cameron Brown,
Stark Bro's Nurseries.

When Barbara Emerson (at left),
MGA President, couldn 't find a micro-
phone to offer her greeting to MGA
conference attendees at the ‘Welcome
Back’ reception, MGA Past President
Bruce Frasier, Dixondale Farms,
came to her aid. Frasiers strong
Texan voice quickly captured every-
ones attention. Frasier was in true
Texas color, literally, that evening --
from his attire to his enthusiasm. The
Texas Longhorns were playing in one
of the college football bowl games
that evening against the Ohio
Buckeyes. Before relinquishing the
floor to Emerson, Frasier invited all
MGA attendees to come watch the
game with him after the reception was
over.

Direct Marketing Boot
Camp Benefits Beginners

and Seasoned Marketers

The Mailorder Gardening Associ-
ation membership is a mixture of
business persons who have been
involved in the direct marketing
industry for a long time and those
who are just getting their feet wet in
this business, plus everything in
between. In an effort to help edu-
cate the ‘beginners’ about core
proven concepts applicable to doing
business today, a panel of MGA’s
industry experts spearheaded a pre-
conference session entitled Direct
Marketing Boot Camp 101.

The seminar was originally intend-
ed for beginning direct marketers,
but the information was also a good
refresher for more experienced pro-
fessionals. Attendees had the oppor-
tunity to participate in interactive
exercises and to also ask questions
throughout the session.

Jim Zuckermandel, CEO Zed
Marketing Group moderated the
Boot Camp session. Other panel
members were Michael Allen,
Manager of New Business Develop-
ment, Gardener’s
Supply and Dutch
Gardens, and Steve
LePera, Media
Director, Schiller-
Pfeiffer (Mantis).

Don Zeidler, Market-
ing Director, Burpee
Seed Co., provided
information for the
Boot Camp and was
scheduled to partici-
pate, but had to cancel
at the last minute due
to an unexpected
business conflict.

MGA members who
would like to see this
type of course provided
again at a conference
should inform MGA

Jim Zuckermandel,
CEO, Zed Market-
ing Group.

Michael Allan, Mgr.
of New Business
Development,
Gardener's Supply.

Executive Director, Steve LePera,
X . Media Director,
Camille Cimino. Schiller-Pfeiffer

(Mantis).



Business Model for Successful Direct Gardening Business

How direct marketing businesses
operate in order to be successful has
changed dramatically the past 10
years, and even more change can be
expected during the next five.
According to Michelle Farabaugh,
LENSER Partner, the direct-to-
consumer industry is evolving to
where much more of its business
comes through the internet.

Farabaugh, who was one of the
educational speakers at the winter
convention, projects that in 2009,
50% of new customer acquisition
will come through the internet. Even
during the recession we’re facing
now, most consumers are still multi-
channel buyers, says Farabaugh.
Marketers today, however, need to
integrate the channels available to

their consumers; no longer can the
channels operate independently, she
commented.

Farabaugh told attendees to expect
a ‘sea of change’ in the next few
years. “I foresee more changes in
the next five years than we’ve had in
the last 30,” she said. She recom-
mends focusing on critical drivers:
* Understand and manage COGS
(cost of goods).
* Focus on catalog, email and search
engine optimization.
» Utilize appropriate mix of market-
ing levers.
* Be creative with promotions.
* Drive sales on overstocked mer-
chandise.
* Control overhead expenses.
To obtain a copy of Farabaugh’s

Michelle Farabaugh LENSER (left), with
Howard Kaplan, MGA First Vice President

power point presentation, or if you
have questions for her, see page two
for her contact information.

Roundtable Sessmns Offer Quality Q&A Time

Lena West, xynoMedia Technology (center at back of table), moderated the roundtable
discussion about Social Marketing, and was also an educational speaker for the

same topic later that afternoon.

‘Tips for Targeting the Younger Gardener Using the web. was another popular round table.
This subject was moderated by Susan Robbins and Peter Sloan, both of the National
Gardening Assoication.

Combine industry experts on a variety of
timely topics with inquisitive direct marketing
minds and what do you get? An intensive
round of lively dialogue -- geared towards help-
ing participants learn. That describes the set-
ting for MGA convention Roundtable Discus-
sions, one of the most popular educational ses-
sions at the meetings. The roundtables rank
high among newer MGA members and first-
time attendees, as well as members who have
participated in the organization for many years.

Please contact the MGA Executive Director
or one of the board of directors to offer your
suggestions for future roundtable topics.

Joe Schick, QuadGraphics (back of table, left side)
and Ken Lane (not in photo above), Hathaway & Lane,
led the discussion about New Intelligent Barcoding.



Making Social Media Work for your Company

To social or not to social,
that is the question? And if
social media is in your
company’s business plan,
do you know which tools
are the best ones for you to
use? Social media expert
Lena West, CEO and Chief
Strategist for xynoMedia
Technology, a social media
consulting firm, led an
educational session about
this at the MGA winter
conference. She also mod-
erated a roundtable discus-
sion about social media.

West emphasized that
“No one cares what you have to say
about you. But they do care about
what others say about you.” Social
media is the new means of commu-
nicating with customers and pro-
spective customers, said West,
adding that it’s important to “be
there” to know what others are say-
ing about you.

Blogs, online communities, and
podcasts are some of the most com-
mon types of social communication
being used. West stated that when a
company is first getting into social
media, it’s important to know what
you want to accomplish with your
social media program.

“Map it out. Get help. Do a test
drive,” suggested West, who dis-
cussed some of the success factors
that will influence the outcome of a

Lena West (left), xynoMedia Technology and Noel Valdez, Cobra-
head, discuss some of the benefits of social media following West s
educational session on the topic.

social media program. The factors
she mentioned included developing a
‘dream team’, engaging people who
will help you succeed. Have a plan
for strategy and technology integra-
tion. Be sure to monitor and meas-
ure your program so you know if it’s
working for you. A company also
needs to have a plan for how to grow
its social media program, which
according to West means establish-
ing up front what its time and
resource limits are for program.

If you have questions about start-
ing a social media program or about
a program your firm has already
implemented, you can contact West
directly at xynoMedia Technology.
Refer to page two of this newsletter
for the phone number and website
address.

Trends in Today’s Consumer
Lawn and Garden Market

Research guru Bruce
Butterfield, has been the
Market Research Direc-
tor for the National
Gardening Association
(NGA) since 1978.
Butterfield is well respected in the
gardening industry for the indepth
surveys he does concerning trends in
the lawn and garden market. He
shared with MGA winter conference
attendees some of the results of
recently completed market research
he has done.

Survey results showed that home-
owners spent about $431/year (for
the past five years) on lawn and gar-
den products. But for every $1 spent
lawn and garden wants or needs, $3
is spent on other household items,
said Butterfield. In order to maintain
a bright future for the gardening
industry, it’s important to educate
potential gardeners on the long-term
benefits of gardening, he added.

Survey results also revealed that
80% of all households are single-
family dwellings. The median size
property is 1/3 acre. 30% of the
population is between 18-34 years of
age and 31% is 55 years or older.
48% of the population are college
graduates, while12% are high school
school graduates. Butterfield is
unable to provide copies of his
power point presentation, but will be
glad to answer trend questions if
anyone wishes to contact him.

Bruce Butterfield

A Blg Thanks to Hortlculture Magazine and Quad/Graphics

Thanks to the folks from Horticul-
ture Magazine and Quad/Graphics
for providing a relaxing evening
with great food and an opportunity
| for attendees to network with fellow
l members and new colleagues. At
left are (left-right) Guy Gonzalez,
Horticulture, Barbara Emerson,
MGA President, Gary Meagher and
Joe Schick, Quad/Graphics and Jill
Ruesch, Horticulture. They spon-
sored the dinner and reception on
the second night of the conference.

The MGA members appreciate the
support of these two firms along
with all of our social and educa-
tional sponsors.
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Frank biPaolo (right), Earthbox, discusses. with la
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What will you be selling in 2014?

the nursery industry helping
companies in the U.S. and
Europe on garden center lay-
out, marketing, merchandis-
ing and strategic planning. He
was one of the guest speakers

i)l at the MGA winter confer

{[lN ence, where he shared sug

IR gestions on how direct mar-

\ keters can build upon cur-
rent business practices to
continue to do well in gen-
erating sales with home

' gardeners.
Baldwin mentioned that

(left), garden industry business specialist, a comment Baldwin the expertise direct marketers

made during his presentation at the MGA winter conference.

What does the future hold for
direct marketers as they compete
with garden center retailers for sales
from home consumers? Perhaps a
crystal ball would be nice to gaze
into for a glimpse of things to come.
But most of us do not put a lot of
trust in such predictions, and right-
fully so. A better path to follow in
planning for the future, says lan
Baldwin, garden industry business
specialist, is to focus on the advan-
tages direct marketers already have
in reaching potential customers.

Baldwin has worked extensively in

have in selling via the web is
a big advantage for them over retail-
ers. “This is your core business.
Many retailers see the web as a
major challenge,” said Baldwin,
adding that web stores or online cat-
alogs add easier flexibility. “You can
change your store quickly, for a low
cost.” Baldwin also stated that inde-
pendent garden retailers will be chal-
lenged to provide personal service
especially after this down economy.
For a copy of Baldwin’s power point
presentation, see his contact infor-
mation on page two.

TV’s ‘Garden Girl’ speaks at
MGA Winter Conference

Patti Moreno is an urban gardener
who would love to see lots more city
dwellers growing their own. Moreno
believes so strongly in the personal
and environmental benefits of gar-
dening, that she’s trying to get her
message out to the masses via her
own TV show on urban sustainable
living. Moreno spoke at the closing
brunch of the MGA winter confer-

ence.

Patti Moreno (left), known as TV Garden Girl,
converses with Eric Dolbeare (right), before her
talk at the winter conference closing brunch.
Dolbeare is husband of Roberta Simpson-
Dolbeare, Brookside Marketing.

Moreno is just finishing up film-
ing the 2009 season of Farmer’s
Almanac TV for PBS, which will
start airing in 270 markets this
spring.

Photo Op -- From the Viewpoint of the Editor’s Camera
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Sometimes a photo may not tie in with an article, but it’s still worth sharing.

What contributes to a
healthy life? Learning,
laughter and enjoying

time with friends!






