
Dickman Farms Greenhouses & Garden Center,
Auburn, NY
The management team at Dickman Farms comes together 
to compile content for the newsletter, finding the right 
balance between informational articles and sales promotions 
without overwhelming readers. “We try to streamline 
it, keep it focused, and make it an easy read,” says Kelly 
Husby, Operations Manager. Customers who sign up for 
Club Dickman receive the newsletter via e-mail; non-club 
members get their copy via snail mail. The three-color, 
four-page sendout reaches nearly 4,000 customers’ inboxes 
and mailboxes four times a year. An archive of back issues 
is available at the garden center’s website. One of the most 
popular features of the newsletter, the designer container 
series, highlights two recipes from the retailers’ in-house 
design team every issue. 

Walter Andersen Nursery,
Poway, CA
For six years, Walter Andersen has mailed “Garden Talk,” and 
it has no plans of going digital. E-mail addresses change so 
frequently, it would be difficult for the staff to keep up, so 
instead they continue to print on thick 11”x17” stock. The 
quarterly piece, which goes to 12,000 people, has a three-
month shelf life, including coupons and class schedules.  
Walter Andersen has cut most of its advertising and relies 
on their newsletter and website for publicity. “We try and 
use our newsletter as our primary marketing tool,” says 
Marketing Director Melanie Potter. Vendors whose products 
sell well are frequently invited to contribute timely articles. 
This combo-marketing ploy feeds off of itself and has been 
successful for the retailer - and has helped significantly 
reduce ad costs. 
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