
1 November 2007  •  Greenhouse Grower

by WILLIAM R. CARLSON
Flower PR, LLC

A recent study from the 

Garden Writers Association 

indicated that 34.3 percent 

of self-identified gardeners 

use the Internet for research of plant or 

product information. Younger garden-

ers are more prone to use the Internet 

for the same purpose (48.4 percent of 

18- to 24-year-olds and 44.7 percent of 

gardeners aged 25 to 44.) You can just 

look at where today’s advertising dol-

lars are going to see that the Internet 

has changed everything. 

Marketing firms in many industries 

are trying to figure how to use the 

popular networking Web sites such as 

YouTube and MySpace to mount effec-

tive advertising campaigns. Web sites 

such as these can attract millions of 

visitors simply by word of mouth. In 

the old days, you needed big PR firms, 

media buyers or a publisher to at-

tract that kind of attention. Today, the 

Internet can be used as a gateway to 

reach massive audiences, if you know 

how to build and maintain an effec-

tive Web site.

I view the Internet today much like 

the wide-open public access cable sys-

tems that emerged in the 1980s. Back 

then, cable television was required to 

have a public access channel where 

local people could create and air their 

own shows. Some shows were good 

and informative; others were not. 

Because the barriers to today’s World 

Wide Web are quite small, I see the 

same range of quality and talent on 

Web sites. Some are excellent at reach-

ing and servicing a market while oth-

ers are junk. Where does your Web site 

fall on that continuum?

Remember, what you display on your 

Web site reflects the professionalism 

of your business or operation. While 

good content is the single best tool 

to get regular visitors to your Web 

site, it’s not the only factor. It is also 

important that people trust what 

you have to say, to have credibility 

so the consumer can rely on your 

information with confidence. 

Stanford University provides 

10 guidelines for supporting Web 

credibility. I stumbled upon these 

principles as I put together and 

built www.flowerpossibilities.
com over the last seven years. 

Stanford backs these statements 

up with data from three years of 

research, which included over 

4,500 people. 

Here are 10 important guide-

lines for building an excellent 

Web site: 

 

1 Make it easy to verify 
the accuracy of your

     information. 
People search the Web for infor-

mation. Search engines tend to reward 

sites that are rich in content by listing 

those sites on page one of a search. 

Bloggers will also promote Web sites 

they find useful by providing links to 

those sites. Back up the information 

on your site with cited material from 

acknowledged resources. We’re fortu-

nate in the floriculture industry to have 

great universities and associations that 

provide a wealth of knowledge. Utilize 

the information they provide and quote 

them as the source. Make sure you get 

permission to post any original material.

2 Show there is a real 
business or organization 

behind your site.
There are many “shell” sites out there. 

These shell sites aren’t long-standing 

businesses or organizations. They are 

Web sites created simply to sell adver-

tising space. Often, shell sites post ran-

dom news stories and/or irrelevant or 

even suspect information. They make 

researchers wary and create a sense of 

mistrust in the surfing community.

My wife, who is a teacher, once 

assigned her students a project to re-

search and write a report on animals. 

One kid did a report on dragons; he 

truly believed that these fantastical 

creatures had once existed based on 

“true information” that he gathered 

from disreputable sites on the Web.

In order to build credibility for visi-

tors to your Web site, be sure to post 

your business address (not just a P.O. 

Box) and other contact information. A 

big problem in the cut flower industry 

is “order gathering” Web sites. They 

take orders and refer them to a florist 

after they’ve taken a cut. Yet, I find 

many legitimate florist sites are indis-

tinguishable from the order gatherers 

(i.e. you can’t find their street address 

on the site). You’re the legitimate busi-

nesses in this industry. Make sure your 

site makes that fact apparent!

Create content people can trust 

and win repeat Web visitors.

C O M P U T E R I Z AT I O N

S U C C E S S F U L 
W E B  S I T E S

Building A 
Successful Web Site 

Point #2: Show there is a real business or 
organization behind your site. Wagner’s 
Greenhouses, Inc., Minneapolis, Minn., is a 
good example at www.wagners.biz. There’s 
no mistaking that this site belongs to a real 
greenhouse. A picture of the store entrance 
way greets the Web site visitor. They list the 
address and directions in the “store info” sec-
tion. Better still, they make it clear they’ve 
been around for awhile “at the same location 
for over the last 100 years.”
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3Highlight the expertise in 
your organization.

Been in business 50 years? Are you 

a certified florist or grower? Do you 

write a column in the local paper or 

teach a class for Master Gardeners? 

Are you a member of any state or na-

tional association? These points lend 

credibility to what you’re saying. Put 

this information in the “About Us” or 

similar section on your site.

4 Show that there are honest 
and trustworthy people 

     behind your site.
I like sites that list the staff, especially 

those that give a brief bio of key person-

nel. It tells me the company values its 

employees. Your people are your great-

est resource and should be proudly ac-

knowledged on your Web site.

5 Make it easy to contact you.
I was doing a link exchange pro-

gram in which we offer to exchange 

links to other Web sites in the indus-

try, and I can’t tell you how many sites 

made it difficult to locate the proper 

Point #3: Highlight the expertise in your 
organization. Greenleaf Wholesale Florist 
Inc.’s site, www.greenleafwholesale.
com, is packed with expert advice in-
cluding industry icons Bobbi Ecker and 
J. Schwanke. Each expert has a brief 
background to establish credibility. 
Webmaster William Armellini keeps it 
updated and fresh.






