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People buy why you 
do something, 
not what you do. 

Simon Sinek TED talk 2010 



Evidence of this in 
action? 



Features and benefits 
• Features are the attributes of 

plants (what) 

• Benefits are what the plants do for 
the consumer (why) 



Focus on features 

Focus on benefits 



Benefits are more influential at higher price points. 
Why beats what at higher prices. 

Zhu, Z., B. Behe, P. Huddleston, and L. Sage. 2017. How do Pricing and the Representation of Price Affect Consumer Evaluation of Nursery Products? A Conjoint 
Analysis. International Food and Agribusiness Management Review. 20(4):477-491. DOI: 10.22434/IFAMR2017.0003 



We need to 
focus more on 
why than what 
to connect 
with future 
consumers. 



Part of the 
“why” we do 
things is that we 
are social 
creatures. 
 
How how we 
socialize is 
changing. 



We spend about 
two hours online 
each day. 



Millennials 
spend 18 
hours online 
each day. 



Almost half of 
that two hours is 
spent on social 
networking 
sites. 



Social nature of plants 
• See an impact that online socializing is having on the 

horticulture industry. 

• What about the physical social interaction of people and 
plants? 

• This is new territory being chartered! 



Classes 



or parties? 





Ladies Night Out 

$10 fee for Evening 
Received a coupon for $10 
$5 Coupon for $25 or more that night  
$5 Coupon for first weekend in December 

 





















Bring socializing and food to plants? 



Host a food truck event! 







Chefs in the garden center? 







Cooking in the garden (for kids) 

Plant and taste 







Cause marketing may be part of “why” for 
consumers who care about others. 





Logan’s Trading Co. 
Raleigh, NC 





Think about why not just what. 

Translate features into 
benefits (they are worth 
more) and connect the 
“what” with the “why”. 
 
Tap into the social nature of 
people and see plants as 
part of the spending time 
together, not just another 
thing to have & enjoy. 
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