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.------------------- Abstract ----------------­

These data, analyzed by different size population centers, show that there is a relationship between the effectiveness of different 
media vehicles and the size of the population center in which a garden center is located. In large metro areas (SOOK +), customer 
mailings, poster advertising specials, and radio are most effective; in small metro locations (lOO-499K), the most effective vehicles 
are customer mailings, poster advertising specials, posters in the store, and radio; in large cities/towns (SO-99K), the optimum 
choices are posters in the store, poster advertising specials, neighborhood newspapers, customer mailings, and radio; in small cities/ 
towns ( - SOK ), the best media vehicles are posters in the store and neighborhood newspapers. 

Index words : media, garden center advertising, cost/effectiveness decisions, markets 

Significance to the Nursery Industry 

Behind any busine ss lies the ass umption that customers 
must know what the business has to offer before they can 
decide whether or not to pat roni ze it. Thi s implies a need 
for advertis ing and promoti on to present that story to the 
customer. The media vehicles used to portray these mes­
sages , and the quality of the message execution posit ively 
or negat ively, affect the incidence of customer patronage . 

Garden centers are no different from any other busine ss 
in this respect. Thi s research provides owner/operators, de­
pending on the size of the popul ation center in which they 
operate, information regarding which media vehicles will 
likely be most effe ctiv e. Following these results should, 
theoreti cally , improve the efficiency of the doll ars currently 
being spent on advert ising and promot ions by garden center 
owner/operators . 

Introduction 

The purpose of thi s research was to evaluate the different 
types of med ia vehicles curre ntly being used by garden 
centers to det ermine which are perceived as most success ful. 
Determining thi s information sho uld aid garden center own­
ers and mana gers in selec ting the most effective adverti sin g 
and promotional tool s for their part icul ar en vironment. 

Materials and Methods 

From a mailing list of 944 members of the Garden Centers 
of Ame rica, supplied by the Horti cultural Research Institute , 
312 randomly selected respondents were mailed introduc­
tory letters and questionnaires . One hundred twenty-tw o 
(122) valid responses were recei ved for a response rate of 
39.1%. The average respon se rate on general mail surveys 
is between 5 and 10% . Because of the significantly higher 
response rate for this study, a non-response study was not 
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deemed necessary. Questionnaires were mailed mid-Feb­
ruary, 1989 and acceptance of responses was terminated 
March 20, 1989. 

Stati stical analyses performed included the Wilk-Shapiro 
Test of Normal ity on each medium , cate gorized by geog ­
raphy , for both the percent of advertising dollars allocated 
for advertising and for the ratings of effe ctivene ss for each 
medium . Spearman Rank Order Correlation s were run be­
tween the percent of mon ies allocated to a spec ific medium 
and the ratin gs of effecti veness ass igned to that medium. 

A key po int to remember is that each medium 's test dis­
tribution for both bud get allocation and effe ctiv eness rat­
ings , in the absence of know ing the actual distr ibution, 
ass umes a normal distribution for the sample data on each 
mea surement. It is more important that the effectiveness 
rat ings be normally distr ibuted since , often , budget allo­
cations to a particular medium may " not be able to be 
normally distributed" due to market conditions . Some me­
dia may simply not be avai lable to a spec ific market. Budget 
allocations may be made on the basis of facts other than 
effectiveness , incl uding the effect of salespersons, the pur­
chasing of certain media because of community pressure s, 
and /or the particular effe ctiveness of a specific medium in 
a market that may not translat e to other mark ets . 

Analysis of vari ance and Tukey ' s LSD (Least Significant 
Difference) Te st were performed in an attempt to determine 
the key variables for examination of spec ific medi a rec­
ommendations. These tests were conducted on the ratings 
and the percent of fund s allocated to the alternat ive media 
by respondents in the four geog raphical seg ments. From this 
analys is, it was determined that effectiveness rating was the 
key differentiating issue that segmented successful garden 
center advertising and promotional techniques . 

Results and Discussion 

The average percentage of gross sales currently being 
spent on advertising and promotions in garden cent ers is 
4% . Although thi s varies to a sma ll degree by popul ation 
area , the onl y significantly different seg ment noted was the 
sma ll metro popul ation center , which spends a significantly 
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Table 1. Evaluation of the mean percent spent on advertising vs. 
population area. 

Mean percent 
Population area spent on advertising 

Small city/towns (- 50K) 3.75% 
Large city/towns (50-99K) 3.41% 
Small metro areas (l00-499K) 5.01% 
Large metro areas (500K + ) 3.14% 

higher percentage of gross revenues than other tested areas 
(Table 1). 

Since the percentages of gross sales spent on advertising 
and promotional activities are similar, this lends further 
credibility to concentrating on effectiveness ratings as a 
more reliable form of analysis. In most industries, known 
"effectiveness" of media vehicles tends to drive the amount 
spent for a particular medium. Therefore, it was first as­
sumed the most effective analysis would be one of deter­
mining those media where a correlation exists between 
"budget allocation spent on a specific medium" and the 
"perceived effectiveness of that medium. " Since some dif­
ferences do exist between the four geographies, a study of 
this above relationship for each of the geographies would 
lead to implementable data for owner/operators depending 
on the type of population center in which they have their 
business. 

For example, Table 2 shows the strongest correlations 
emerging for the four geographical areas. 

The immediate temptation is to recommend these media 
in descending order for the owner/operators operating in the 
respective population environments. The assumption un­
derlying this analysis is that owner/operators of these centers 
utilized logical, empirical data to make the decisions re­
garding how much of their budget to allocate to specific 
media. Two facts do not support this assumption. First, no 
existing research was found that offered any evidence that 
one or more media vehicles performed better than others in 
this environment. Second, and more important, an analysis 
of variance of the percent of funds allocated to the different 
media used by these respondents showed that the null hy­
pothesis that the samples came from populations with equal 
means could not be rejected (with one exception: Local 
Newspapers). This indicates there were no real differences 
in the way funds were allocated to these various media in 
the four regions. In fact, from a statistical standpoint, the 
allocations were essentially equal. 

As mentioned, the only exception was local newspapers 
and the allocations were virtually equal in all segments 
except large metro areas, which was significantly lower than 
the remaining three segments. 

As a result of these analyses, it became apparent that the 
key differentiating factor was the effectiveness ratings of 
the media vehicles. An analysis of variance revealed that 
there were five media vehicles that emerged as significantly 
different among all those being used by garden center own­
ers/operators. These five media vehicles were: radio; neigh­
borhood newspapers; customer mailings; posters in the store 
(product descriptions and/or advertising); and, posters ad­
vertising special values (Table 3). 

Five specific media vehicles tested significantly different 
in terms of performance ratings between the different seg­
ments and only one medium tested significantly different 
regarding budget allocations. (Table 4) This finding is not 
surprising, since in the absence of definitive reasons to 
allocate more funds to one medium versus another, there is 
little rational basis on the part of the garden center owner/ 
operator to do so. Hence, relative spending is statistically 
similar for the media regardless of the geographical segment 
in which the center operates. The findings that the effec­
tiveness of some media vehicles are significantly different, 
depending on the geographical location in which they op­
erate, gives credence to media performance rating as the 
key variable for analysis of the data. 

Since differentiation did not exist with respect to monies 
allocated, and because of this fact, correlations between 
monies allocated and performance ratings would likely be 
spurious at best-and certainly misleading, performance 
ratings of those five key vehicles should serve as the basis 
for recommendations for future advertising and promotional 
emphasis in garden centers depending on the population 
center in which the center operates. 

For operators in small cities/towns (- 50K), the media 
vehicles with the greatest potential for successful sales are, 
posters in the store and neighborhood newspapers. Although 
in individual markets there may be other media that are 
effective, these data suggest that generally these will be 
more effective than others studied. 

For operators in large cities/towns (50-99K), the most 
effective media vehicles are likely to be, in descending 
order, posters in the store, posters advertising special values, 
neighborhood newspapers, customer mailings, and radio. 

For garden center operators in small metro population 
centers (100-499K), the most effective media vehicles tend 

Table 2. Correlations of media effectiveness and percent of funds allocated to various advertising strategies by population segment. 

Media Vehicles SC-rz Sig 

Radio .53 p<.OI 
Television - - - - - - - - - - - -

Local newspapers .33 p<.05 
Neighborhood newspapers .35 p<.05 
Customer mailings .30 p<.05 
General mailings .59 p<.OI 
Signs near store .39 p<.05 
Posters in store .85 p<.OI 
Posters/specials .93 p<.OI 
Circulars mailboxed .60 p<.OI 
Yellow pages .53 p<.OI 

LC-r Sig 

.82 p<.OI 

.52 p<.05 

.44 p<.05 

.38 p<.05 

.40 p<.05 

SM-r Sig LM-r Sig 

.68 p<.OI 

.54 p<.OI 
-----------­
.78 p<.OI 

.44 

.36 
p<.05 
p<.05 

-----------­
.52 
.58 

p<.OI 
p<.OI .32 p<.05 

-----------­
.48 
.50 

p<.OI 
p<.OI 

-----------­

ISC = small city ( - 50K); LC = large city (50-99K); SM = small metro (I 00-499K); LM = large metro (500K + ); r = correlation; p = significance 
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Tabl e 3. Relationship of population densit y to the effecti vene ss of ad vertising vehicles for garden center operations 

MeanAdvert izing F Tukey 
Vehicle Value Sig/p Test LSD SCI. LC SM LM 

} Radio 9 .96 p< .05 .926 4.1 6.4 5.4 6.3 
~ Television 1.7 1 

Local newspapers 2.09 
Neighborhood newspapers 17.62 p< .05 1.40 5.4 7.3 3.7 5.4 
Customer mailings 4 .07 p< .05 1.69 5.6 7. 1 7.7 6.7 
General mailings 1.00 
Signs in the store .22 
Posters in the store 6 .55 p< .05 1.20 6. 1 7.6 6 .6 5 .3 
Poster/Specials 6.55 p< .05 1.06 5.1 7.5 7.4 6 .5 
Circulars mailboxed 1.73 
Yellow pages .57 

I ~ . 
I 
i Table 4. Relationship of population densit y to the effectiv eness of advertisin g vehicles for garden center operations 

F T ukey Mean 

Adverti sing vehicles Value Sig/p Te st LSD SCI. LC SM LM * 

Radio .52 
Television .96 
Local newspapers 8. 19 p< .05 8.86 50 54 5 1 35 
Neighborhood newspapers 2.60 
Customer mail ings 1.80 
General mail ings .07 
Signs in the store .37 
Posters in the store 2.00 
Posters/Specials .97 
Circulars mailboxed 2.0 1 
Yellow pages .63 

' SC =small city ( - 50 K); LC = large city (50-99K); SM =small metro (lOO-499K); and. LM = large metro (500 K + ); Sig/p =sig nifica nce 

to be, customer mailings, posters adve rtisi ng specia l values, 
posters in the store, and radio. 

For operators in large metro areas (500 K + ), the most 
effective media vehicles are, customer mailings, posters 
advertising spec ial values, and radio. 

Most interesting in these findings are that media vehicles 
most frequentl y used for consumer goods are conspicuously 
absent from these lists , e .g . , television , local newspapers, 
and yellow pages. Th is is interesting also from the per­
spective that these are considerably more expensive than 
the media rated most effective, yet they do not appear to 
be working well in the garden center environment. It was 
also observed that the media that most directly affec t con­
sumers on a more " personal" basis are present in almost 
all locations e .g ., customer mailings, posters in the store 
(highlighting spec ific products and serv ices) , and posters 
advertising spec ial values (which seem to work well in all 
locations with the excepti on of small cities/towns) . 

As population density increases, neighborhood newspa­
pers seem to lose their value for garden center advertisi ng. 
The only mass media vehicle that seems to work well in 
the larger markets is radio and it works well in all markets 
except the small cities/towns . 

In the garden center business there appear to be few 

effect ive substitutes for the more " personal" selling ap­
proach of direct contact with the customers . These data 
suggest that mass media vehicles , with the exception of 
radio , do not work as effectively in this selling environment 
as do the more personal approaches such as customer mail­
ings, posters in the store providing visual contact for the 
customer , posters adve rtising specials, and, neighborhood 
newspapers in the smaller locations, which tend to provide 
more .. personal" types of news than that afforded by larger 
local newspaper s. 

Literature Cited 
I. Churchill, Gi lbert A. Jr. 1987 . Marketing Research Methodological 

Foundations . The Dryden Press, Chicago . 

2. Guilford, J .P. 1954. Psychometr ic Methods . McGraw-Hili Book 
Company , Inc . . New York . N.Y. 

3. Kress, G. 1988. Marketing Research. Prentice Hall, Englewood Cliffs, 
NJ . 

4 . T ull, D.S. and D.1. Hawkins . 1987. Marke ting Research: Measure­
ment and Method . Macmillan Pub lish ing Company, New York, NY. 

5 . Welkowitz, J. , R.B . Ewen , and J . Cohen . 1982. Introductory Sta­
tistics for the Behaviora l Sciences. Third Edition Academic Press, New 
York, NY. 

J. Environ. Hort. 8(2):99- 101. June 1990 101 

D
ow

nloaded from
 https://prim

e-pdf-w
aterm

ark.prim
e-prod.pubfactory.com

/ at 2025-07-18 via free access


