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SPECIAL SECTION OF LANDSCAPE MANAGEMENT

Producing profi ts through 

bedding plants, ornamentals & trees
›
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PROUD SPONSOR

WHILE RETAILERS 
experienced better-than-
expected sales over the 
important 2010 holiday 

shopping season, economists are pre-
dicting a mixed bag for 2011 with some 
sectors recovering sooner than others. 
But the economic turmoil over the past 
three years has already taken its toll on 
homeowners, many of whom have down-
sized to smaller homes and apartments. 
Consumers, still unsure of their economic 
futures, are also likely to be even more 
focused on getting the most bang for their 
landscaping buck.

That’s not all bad news for landscap-
ers who install high-value livescapes and 
are prepared to offer solutions for smaller 
spaces. Bright colors in containers and 
growing vertically make the most of small 
landscapes, while edibles and water-sav-
ing cultivars can save consumers’ money. 

But how do you explain that to con-
sumers? 

“The question on many marketers’ 
minds is, how do we as an industry 
market horticulture products in this 
unique economic climate?” says Anthony 
Tesselaar, co-founder and president of the 
Australia-based Tesselaar Plants. “So, how 

do we make sure we stay in their cross-
hairs? We’ve learned it’s not necessarily 
about price. These days, it’s all about value 
— and values — to me, the purchaser.”

Promoting value 
Tesselaar suggests taking a page out of 
retailers’ sales strategies. 

“Of course retailers know they need 
to focus on sales and promotions to bring 
in shoppers. And of course price is a fac-
tor for just about everyone,” says National 
Retail Federation vice president Ellen 
Davis in the group’s recent 2010 holiday 
shopping survey report. “But unlike 2009 
— and most defi nitely 2008 — price is 
not the only factor shoppers will consider 
when making buying decisions.”

Instead, the report suggests a need 
to demonstrate how a product or service 
offers long-term benefi ts, prevents prob-
lems or hits on something so emotionally 
important to the consumer that the extra 
cost is “worth it.”

For instance, is the drought-tolerant 

plant that costs 20% more than its similar 
counterpart worth the purchase because 
the consumer can go on vacation and 
not have to fi nd a plant-sitter? Can the 
price for a season-long-blooming shrub 
be amortized over several years because 
it boosts the resale value of the home? 
Does the more expensive hanging basket 
also work in the shade or save space in a 
downsized or urban dwelling?

Even though the economy is improv-
ing slightly, the recession has changed the 
mainstream mindset, moving shoppers 
toward a “save-save-save” mentality. 

Maximize multiple uses
Can a garden perennial be overwintered 
as a houseplant, helping to beautify the in-

Contrasting colors provide high impact, 

allowing homeowners to do more with less.

  TOP
PLANT TRENDS
FOR

 2011
Focus on smaller spaces 
and bigger value to
create opportunities.
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doors, boost moods and improve indoor air 
quality? Can it provide healthy food for the 
family and save on the grocery bills? Can it 
become a gift for someone else?  

Container plants that can easily be car-
ried in from the patio to serve as winter-
time houseplants are big sells, especially 
in colder climates, Tesselaar says. 

And why can’t quick-growing edibles 
like swiss chard, ornamental kale and 
lettuces be packaged up as ornamental 
containers? 

Save with green
Drought-tolerant, pest- and disease-resis-
tant plants can cut spending on inputs, 
plus they require less time to maintain. 
Such plants can also be promoted as 
socially and/or environmentally respon-
sible products — something 67% of 
respondents said they’d buy, even in a 
diffi cult economy, in a 2009 survey by 
brand-marketing fi rm BBMG. 

Tesselaar says he has noticed landscap-
ers are moving toward buying smaller 
containers of such plants at a lower price, 
because they know these plants will soon 
fi ll out and reach the mature size of the 
more expensive ones. They’re also buying 

less of a variety of plants, but more of what 
they choose (i.e. only the tested, top per-
formers they can count on and that won’t 
need replacement anytime soon), he says. 

Smartphones prompt thinking locally
“With smartphones becoming the domi-
nant mobile force, Quick Response (QR) 
codes and application technology will pique 
interest, provide portals into unique experi-
ences and improve our quality of life,” says 
James Limbach, author of “Economic Hard 
Times Bring Lasting Changes to Consumer 
Behavior.” He notes that sales of smart-
phones grew 82% from 2008 to 2010. 

This ability to fi lter information by ge-
ography has inspired a “local-local” men-
tality. “Empowered like never before,” 
says Limbach, “consumers are showing 
a deeper interest in where they are: from 
the city to a specifi c store.” 

Ride the wave of this trend by offering 
location-based services, promotions and 
solutions. Perhaps you can highlight native 
plants that work well in your area, trumpet 
your experience with your area’s specifi c 
landscapes and architecture, and promote 
your company’s involvement in the local 
community. LM

Spreading fl owers that fi ll large areas will 

continue to be popular as homeowner bud-

gets are expected to stay tight in 2011.

›

Container plants offer high value 

because they can be moved where 

needed. Some can be also be moved 

indoors and enjoyed during the winter.

Serena® Angelonia is superb for landscapes. This fi rst-ever seed-grown angelonia series is a maintenance-free, season-long 

bloomer with superior heat and drought tolerance. The well-branched, “no-pinch” plants are compact and full with no shatter. 

They are terrifi c for hot climates — both humid and dry. The series is available in four colors and a mix. Visit www.BallLand-

scape.com to fi nd a Serena Angelonia supplier near you. Order now for best spring availability.

BALL VARIETY FOCUS: SERENA® ANGELONIA
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POPULAR COLOR 
PREDICTIONS
Pantone LLC, a provider of professional 
color standards for the design industries, 
has announced PANTONE 18-2120 Hon-
eysuckle, a vibrant, energetic hue, as its 
color of the year for 2011.

While the 2010 color of the year, 
PANTONE 15-5519 Turquoise, served as an 
escape for many, Honeysuckle emboldens 
us to face everyday troubles with verve 
and vigor, according to the company. A 
dynamic reddish pink, Honeysuckle is 
encouraging and uplifting. 

“In times of stress, we need some-
thing to lift our spirits. Honeysuckle is a 
captivating, stimulating color that gets the 
adrenaline going — perfect to ward off the 
blues,” says Leatrice Eiseman, executive 
director of the Pantone Color Institute. 
“Honeysuckle derives its positive qualities 
from a powerful bond to its mother color 
red, the most physical, viscerally alive hue 
in the spectrum.” 

For over a decade, Pantone’s Color 
of the Year declarations have infl uenced 
product development and purchasing 
decisions in multiple industries including 
fashion, home and industrial design. For 
more information, visit pantone.com.

AkzoNobel, the world’s largest paint-
ings and coatings company and manu-
facturer of Dulux paints, has announced 
light, airy, citrus yellow as its Color of the 
Year for 2011 along with next year’s top fi ve 
color trends at its annual ColourFutures 
showcase. 

ColourFutures is the result of inter-
national color trend research, developed 
by AkzoNobel’s Aesthetic Center with an 
international group of creative experts 
from the fi elds of color, design, architec-
ture, and fashion. For more information, 
visit: icidulux.com.my/EN/colour/.
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NEW CULTIVARS ›

Candy color
The Bonfi re begonia series now includes the 

Choc Pink (pictured) and Choc Red variet-

ies, featuring dark “chocolate,” serrated 

foliage. Developed by New Zealand Plant and 

Food Research and managed by Tesselaar 

Plants, Choc Pink and Choc Red are now sold 

through the Ball Horticultural Co. network 

as part of the Selecta First Class series. Both 

offer a full, upright to mounding habit, plus 

red-orange or blush pink blooms that cover up 

to half of the plant — from late spring to late 

fall. The low-maintenance, heat- and drought-

tolerant plants can be grown in full sun or 

partial shade.  Tesselaar.com, Ballhort.com

White delight
David Austin Roses’ Rosa ‘Susan Williams-Ellis’ (Ausquirk) features about 135 petals, and fl owers 

two to three weeks before most roses do. It then continues to bloom nearly non-stop until the harder 

frosts, according to its breeder. The fragrance is strong and “old rose” in character. It is best suited to 

USDA zones 4 to 8, and grows to approximately 4x3 ft.  DavidAustinRoses.com

Fizzy fun
New ‘Fizzy Fruit Salad’ ruffl ed pansy 

mix from PanAmerican Seed is a 

Cool Season Thrivers selection. The mix 

includes new grape and lemonberry 

colors, plus passionfruit and raspberry. 

The pansies are hardy to -10°F and grow 

6 to 8 in. tall by 8 to 10 in. wide, in sun 

or shade.  PanAmSeed.com

Aquatic beauty
Nymphaea ‘Bimini Twist,’ 

available from Florida Aquatic 

Nurseries, was recently honored 

by the International Waterlily 

and Water Garden Societies as 

the Best New Tropical Waterlily 

for 2010 and the Second Best 

Overall Waterlily from more than 

30 entries in the contest. This 

tropical waterlily hybrid features a 

purple fl ower and lime green/deep 

merlot mottled pads.  The lily will 

be available in limited numbers 

for 2012.  FloridaAquatic.com

Super hero
Monrovia’s new ‘Green Hornet’ Barberry 

(Berberis thunbergii ‘Grhozam’) is compact 

and low-growing, 

featuring emerald green 

foliage with teal blue 

undersides. Its orange-

gold fall color works 

well when defi ning a 

walkway or as a mass 

planting in a larger area 

of the garden. The dwarf 

shrub thrives in full sun in Zones 4 to 8. It 

grows to about 1.5 ft. tall and 3 ft. wide, and is 

suitable for fi rescaping. 

Monrovia.com


