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King’s Gardens Landscape & Nature Center, 
Nicholasville, KY

Steve King, Owner of King’s Gardens, uses his full-color 

newsletter as an opportunity to extend both the beginning 

and end of his sales season. “It’s going right into the hands of 

my customers,” he says. “It gets them back in.” The newsletter 

features coupons and announces seminars, and is “definitely 

cheaper” than advertising in the local newspaper, King says. 

“I can take that same money and do a newsletter that’s much 

more personal,” he explains. King’s also makes its newsletter 

available at its website, www.kingsgardens.com. “That’s what 

it is about - generating traffic - and hopefully that ends up into 

revenue for the business,” King says.
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John Shelley’s Garden Center & Nursery,  
Felton, PA

John Shelley, President, presents the 15,000 readers of his 

newsletter with much needed knowledge about what he 

knows best. “It offers tips, advice and information for customers 

and friends of the garden center,” he says. Shelley finds that 

a newsletter with a lot of helpful information makes a better 

connection with his client base. He’s even heard from people 

who save his quarterly newsletters or call when they don’t 

receive one. “We also put it online as an [Adobe Acrobat] PDF 

file on the newsletter page of the garden center website,” 

Shelley says. The site, www.gdnctr.com, also archives past 

newsletters as PDFs for viewing or printing.
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Horsford Gardens & Nursery, 
Charlotte, VT

For Eileen Schilling, Co-Owner of Horsford Gardens & 

Nursery, a newsletter presents the opportunity to reach 

out to customers as an advertiser and advisor. “We have 

to find the fine line between promoting our product and 

educating,” she says. While the front page usually features 

a main advertisement, the newsletter also offers specific 

advice about an important event of the season, like what 

to do with damaged trees from an ice storm. Schilling uses 

a sign-up sheet to collect addresses from those interested 

in receiving mailings. She currently has about 8,000 on the 

mailing list.

Annie’s Annuals, 
Richmond, CA

More than 7,500 customers receive Annie’s Annuals’ six-page 

newsletter in the mail, and another 3,500 customers see it via 

e-mail every spring. In it, customers find information on special 

promotions, such as the garden center’s “Big, Fab Spring Party;” 

new varieties of hard-to-find plants, or “horticultural hotties,” 

as Owner Annie Hayes calls them; and general gardening 

instruction. “Annie’s philosophy is that gardening should be 

fun, and our newsletters, website, marketing materials and 

signage support that feeling,” says Elayne Takemato, Marketing 

Coordinator. The newsletter is designed in house and then 

outsourced to a local print shop for printing and mailing.  


