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Consumers 
have a lot 
on their 
minds 
(often not 
our stuff).

Consumers aren’t rational.

 Most of our research shows that consumers make product 
choices based primarily (and mostly) by what the product is.

 Semantics matter. It doesn’t matter what they know (facts) 
only what they think. Meet them there. Tell them the truth. 
Back it with evidence.

 Perceptions matter. Understand what they perceive. Then 
you can be the rational one.

 Lower prices are almost always (none in my studies) 
preferred to higher prices. The segment that makes product 
choices primarily on price is less than 25%.

Americans have 
enjoyed 40 
years of low 
inflation. If you 
were an adult in 
the 1980’s you 
remember!
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Source: New York Times 10/11/2022

WSJ 11/9/22

It is essential marketers know who their customers are!

Two approaches:

Let’s talk about price
Outlay customers make 

to obtain a desired 
product or service.

Price is an indication 
that something has 
value to both buyer 
and seller.

Willingness to pay (or perceived 
value) is a matter of perspective.

What is value?
The perception of what you get for 
what you pay.
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If you wouldn’t pay 
that much for 
something, it 
doesn’t mean 
someone else won’t 
pay that price.

Coffee:

If it was coffee 
(commodity) then 
customers would 
maximize their 
utility by getting 
the cheapest cup 
they could make.

Time to first look at the information (in seconds) by consumer group

Key Information in their Plant Choice

Plant
(73% of 

consumers)

Production 
method (10% of 

consumers)

Price (17% 
of 

consumer
s)

Production sign 1.23 A 0.90 B 1.17 A

Price Sign 1.89 A 2.01 A 1.62 B

Plant material 0.79 A 1.21 B 1.36 B

Retail Signs

People see important (to them) information fast!

Behe, B.K., B. L. Campbell, C.R. Hall, H. Khachatryan, J.H. Dennis, R.T. Fernandez, P. Huddleston. 2014. Incorporating eye tracking 
technology and conjoint analysis to better understand the green industry consumer. HortScience. 49(12):1550-1557.

Comparison of Time to First Fixation on Signs 
with Price Positioned Left and Right of Center

Left
Average seconds

Right
Average seconds

Price Position 1.09 A
(0.0375)

1.78 B
(0.0563)

F=432.96
p<0.0001

Price Low 1.22 B 1.72 C F=14.32
p<0.0001

Medium 1.07 A 1.98 D

High 0.96 A 1.71 C

Consumer see high prices fast!

Consumers saw prices on the left faster than prices on 
the right. Consumers saw high and moderate prices 
faster than lower prices. 

Numerous
plant benefits 
add perceived 
value

1. Functional value
2. Epistemic value
3. Conditional value
4. Social value
5. Emotional value
Sheth, Newman, and Gross (1991) Theory of Consumption Values

Mental well-being

Social well-being

Physical well-being

Educational

Emotional well-being

Beauty

Hall, C.R. and M.J. Knuth. 2019. An update of the literature supporting the well-being 
benefits of plants: A review of the emotional and mental health benefits of plants. J. 
Environmental Horticulture 37(1):30-38.

Email me at behe@msu.edu for a free copy of the four articles. Ask for “Plant Benefits” 
articles.

Benefits facilitated purchases more than features, 
especially at higher price points
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Price point for digitally identical plants

Price only Feature Benefit

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
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Millennials perceived more plant benefits
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Compared to other 
age cohorts, 
Millennials 
responded more 
positively to all 
benefit messages.

Behe, B., P. Huddleston, and C. Hall. 2022. Gardening Motivations of U.S. Plant Purchasers During the COVID‐19 Pandemic. J. Environmental Horticulture. 

Which plant is the best quality?

Behe, B.K., P.T. Huddleston, and L. Sage. 2016. Age Cohort Influences Brand Recognition, Awareness, and Likelihood to Buy Vegetable and Herb Transplants. HortScience, 51(2):145-151.

Which plant was of higher quality, or were 
they about the same quality level?
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Chi‐square = 104.1458, df= 2, p < 0.001

Behe, B.K., P.T. Huddleston, and L. Sage. 2016. Age Cohort Influences Brand Recognition, Awareness, and Likelihood to Buy Vegetable and Herb Transplants. HortScience, 51(2):145-151.

How does 
price 

consciousness 
impact plant 

purchases?

Source: Wall Street Journal 7/15/22

Source: Retail Wire 6/30/22
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Visual Attention Effects on Purchase
Overall consumers impact 

on purchase:

Price –
Pollinator +
Organic (cert or not) +
In-state +
Domestic +

Source: Rihn, A., H. Khachatryan, and X. Wei. 2018. Assessing purchase patterns of price conscious consumers. Horticulturae. 4(3):13. DOI: https://doi.org/10.3390/horticulturae4030013.

Price influences behavior.
Price conscious consumers 

need less visual attention on 
plant benefits to buy.

PC consumers are less likely 
to purchase plants when they 
see:
Value-added attributes (e.g., 

pollinator friendly, local, etc.)

Visual attention to value-added 
attributes decreases purchase.

Where is the value?

Why do we communicate to customers that all the value of 
the product lies below the soil/media line?

Why Do People Love Local Plants?

1. Local Economy Benefits

Source: Khachatryan, H., A. Rihn, B. Campbell, B. Behe, & C. Hall. 2017. How do consumer perceptions of “local” production benefits influence their visual attention to state marketing programs? 
Agribusiness: An International Journal, 1-17.
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Willing to pay more for local
plants because it helps the

local economy.

More money stays in my local
community.

Creates more jobs in the local
community.

Level of Agreement

Why Do People Love Local Plants?

1. Local Economy Benefits

2. Quality Perceptions

Source: Khachatryan, H., A. Rihn, B. Campbell, B. Behe, & C. Hall. 2017. How do consumer perceptions of “local” production benefits influence their visual attention to state marketing programs? 
Agribusiness: An International Journal, 1-17.
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Higher quality than other plant
options.

Higher quality due to less
transportation damage.

Longer shelf-life than plants
produced elsewhere.

Level of Agreement
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Why Do People Love Local Plants?

1. Local Economy Benefits

2. Quality Perceptions

3. Environmental Benefits

Source: Khachatryan, H., A. Rihn, B. Campbell, B. Behe, & C. Hall. 2017. How do consumer perceptions of “local” production benefits influence their visual attention to state marketing programs? 
Agribusiness: An International Journal, 1-17.

3.22

3.53

3.28
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Less invasive than plants
produced elsewhere.

Lower carbon footprint than
plants produced elsewhere.

Lower greenhouse gas
emissions than plants
produced elsewhere.

Level of Agreement

Source: Zhang, T., J. Chen, K.G. Grunert. 2022 (in print). Impact of consumer global-local identity on attitude towards and intention to buy local foods. Food Quality and Preference 96:104428 

The more a person 
identifies with their 
local geography the 
more likely they are to 
buy local products.

Capitalize on local identity

 Use imagery to reinforce your location in the local geography

 Employ symbols, seals, marks that reinforce your state (or 
region) 

The Environment
Pollinators

Water quality and availability

Air quality

Global climate change

Bee friendly or Protecting Pollinators 
up to a $1 premium  traditional Bee friendly or Protecting Pollinators 

worth up to $0.25 more than recycled 
water or sustainable media

Traditional plant production was 
the least preferred, bee-friendly 
most preferred

Getter, Kristin, Bridget Behe and Heidi Wollaeger. 2016. Comparative Consumer Perceptions on Eco-friendly and Insect Management Practices on Floriculture Crops. HortTechnology 26(1):46-53.
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Alyett Nurseries Ltd., England

Garsons, England

Stewarts, England
Millbrook, England

Coolings Garden Centre, England

Plastic and water use are increasing in importance

Coolings Garden Centre, England

Millbrook, England

Haskins, England
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Source: Wall Street Journal 12/2/2020

Spending for 
online 
advertisements 
now exceeds 
other media

Source: Wall Street Journal, November 16, 2020.

Retail e-commerce ($ bn) 2017 to 2025

Source: Podium, Inc., 6/25/2020 
https://www.prnewswire.com/news-releases/report-consumers-want-social-distancing-services-from-local-businesses-even-after-the-pandemic-301083570.html

80.2%

80.3%

78.3%would like local 
businesses to 
continue offering 
curb-side pick-up

would like local businesses 
to continue offering local 
food/grocery delivery

would like local businesses 
to continue offering 
contactless payment

Consumers have grown to love convenience!

Share of respondents

12

Leading social media websites in the US 
as of May 2022

Why is TikTok exploding in use?
See for yourself!

Plant Purchases and 
Social Media Use

• Age  and

• Online shopping = ‐0.276

• Following a plant retailer or grower ‐0.486

• # of social media accounts = ‐0.569

• First time plant buyer = ‐0.454

• First time buying and

• Buying plants online =0.404

• Following a plant grower or retailer = 0.509

• # of social media accounts = 0.544

Source: Knuth, M., A. Rihn, B. Behe, and C. Hall. 2022 (in development). Social media use of plant purchasers.

Source: M. Knuth, A. Rihn, B. Behe, C. Hall. 2022 (in 
development) Social Media Use of Plant Purchasers.
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FOMO and Instagram Use 

Neumann, D., P.T. Huddleston, and B.K. Behe. 2021. Fear of Missing Out and Social Media Use: Differential Effects of Priming on Attitudes 
Towards Product. New Media and Society. https://doi.org/10.1177/14614448211011834

The more active the participant 
was on Instagram, the more FOMO 
they experienced.

Does FOMO increase willingness to pay?
Source: Chris Beytes, Acres Online, June 26, 2020

Electronic interaction to take selfie.

Number of shoppers and percent of time spent doing each activity. 
N=67. 
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Summary

 What people they think influences their product choices.

 We may not be their top priority, but they know that plants enrich their 
lives. We just need to remind them!

 Price is how we communicate value; let’s not get hung up on price by 
making it the first line of every sign, story, advertisement, tweet, or 
post. Lead with the benefits!

 Everyone derives benefits from plants, but Millennials more than other 
age groups. 

Summary

 Local and the environment. Two key concepts important to them. 
Reinforce those messages (graphics beat text).

 Remind them of your business’ choices and decisions to be a good 
environmental steward.

 Experts tell us it takes 7 impressions before we learn something. If 
customers only see 10% of your communications, that means saying 
something 70 times before it sticks.
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What are 
they buying 
this spring?

Small but mighty!

Source: The Spruce 10/9/21

Foliage forms
Terrariums are still hot!

Roots are in water!

Carnivorous plants

Marketing Munchies Podcasts:

Season 3 (2020)

Episode 102: Pat Huddleston on Customer Service Isn’t Rocket 
Science

Episode 111-112 Trey Malone on Marketing in Turbulent Times

Episode 115: 7 Tips for Gearing Up Contactless Sales

Season 4 (2021)

Episode 137: Four Ways to Connect with Remote Consumers

Episode 140: The 4 S’s to Communicate this Spring

Episode 149: Katie Elzer Peters on Micromarketing and a Couch

Season 5 (2022)

Episodes 167-168: Mel Knuth on Consumer Houseplant Purchasing

www.connect-2-consumer.com
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