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members (n=341) buying perennials,
herbs or vegetables, flowering shrubs
and trees. No members of this group
purchased flowering annual plants.

The second segment to emerge
(n=127) was labeled “Woody Plant
Buyers” because a high percentage of
this group had bought flowering shrubs
and trees (evergreen or deciduous). This
segment had a moderate percentage of
individuals who had purchased flower-
ing annual plants, perennial plants,
herbs or vegetables and indoor flowering
plants.

The third segment to emerge was
labeled “Herbaceous Plant Buyers” be-
cause a high percentage of this group
(n=295) had bought flowering annual
plants, perennial plants, indoor flower-
ing plants and herbs or vegetables. None
of the Herbaceous Plant Buyers had pur-
chased any flowering shrubs.

We saw some differences in the
number of shopping trips made and
the dollar amount members of these
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groups spent on plants and gardening

in the year before the survey. A greater
percentage of Low Use members (34.9
percent) and Herbaceous Plant mem-
bers (38.0 percent) spent $1 to $100 on
gardening products compared to Woody
Plant members (10.4 percent), but a
higher percentage of Woody Plant mem-
bers (6.9 percent) and Herbaceous Plant
members (6.8 percent) spent more than
$100 on gardening products compared to
Low Use members (3.0 percent). Woody
Plant members made the most number of
trips to a store, which resulted in a plant
purchase (7.4) compared to Herbaceous
Plant members (4.6) and Low Use mem-
bers (3.0).

Analysis
Demographically, the groups dif-
fered on most characteristics. Both
Woody Plant Buyers and Herbaceous
Plant Buyers had a higher percentage
of women than men, which was not the
case for the Low Use consumers who
were predomi-
nantly male.
Average age of
Woody Plant
Buyers was
higher than
Herbaceous
Plant Buyers and
both were higher
than the mean
age of consum-
ers in the Low
Use segment.
Herbaceous
Plant Buyers had
achieved a high-
er level of educa-
tion than Low
Use or Woody
Plant cluster
members.
Also con-
sistent with
a 2009 study
Jennifer Dennis
and Bridget
Behe conducted
was the high
percentage of

Caucasians, married individuals and
homeowners in the Herbaceous Plant
and Woody Plant buyer segments rela-
tive to the Low Use segment. There were
no differences among the segment mem-
bers with regard to the metropolitan
statistical area (MSA) status or access to
the Internet.

While attitudes were relatively similar,
some eco-behaviors did vary between
the segments (Figure 2). Researchers
asked two questions about the purchase
and disposal of beverage containers:
water bottles and aluminum cans. We
were interested to learn whether the per-
centage of each segment that purchased
and recycled these beverage containers
or simply did not purchase them was
similar; either could be construed as an
eco-friendly decision. Our thought was
that if the product was purchased and
waste handled in an eco-friendly man-
ner, the segment members may be more
responsive to eco-marketing, packaging
or other messages consistent with their
eco-behaviors.

Only one state (Michigan) had a man-
datory recycling of aluminum cans, for
which a deposit is paid on the can when
it is purchased. More of the Low Use
segment did not purchase aluminum
drinking cans or bottled water compared
to Herbaceous Plant and Woody Plant
consumers. Fewer Woody Plant buyers
always recycled aluminum drinking cans
compared to Herbaceous Plant and Low
Use buyers. But we found no differences
in the purchase and recycling of bottled
water bottles.

There were differences between the
three groups with regard to the pur-
chase and recycling of newspapers and
magazines. More Low Use consum-
ers did not purchase newspapers and
magazines compared to Woody Plant
and Herbaceous Plant buyers, but more
Low Use consumers also never recycled
them. However, a higher percentage of
Herbaceous Plant buyers always recycled
both newspapers and magazines com-
pared to the other two groups.

Composting is a form of recycling and
researchers asked study participants about
their recycling of food and yard waste. A



low percentage of the three groups always
composted food waste, but a higher per-
centage of Low Use and Herbaceous Plant
consumers never composted food waste.
We expected a higher percentage of the
Low Use consumer group would have no
yard waste, but we were surprised to see
the similarly high percentage of Low Use
and Herbaceous Plant consumers to never
compost yard waste.

We asked participants several ques-
tions to assess their attitudes about re-
cycling and buying products made from
recycled products. Of the six questions
asked, only one difference emerged. A
lower percentage of Woody Plant buyers
agreed or strongly agreed (10.5 percent)
with the statement “Sorting household
waste for recycling is too much of an
inconvenience” compared to Low Use
(23.8 percent) and Herbaceous Plant
buyers (25.0 percent). There were no
differences in the percentage of consum-
ers that agreed or strongly agreed with
these five statements: 1) When purchas-
ing products, I check to see whether the
package is made from recycled mate-
rial; 2) A carbon intensive footprint for
a product means it takes a lot of energy
to manufacture or ship the product; 3) I
refuse to buy products from companies
that are not environmentally friendly;

4) Recycling plastic plant pots is of more
importance than using compostable con-
tainers; and 5) When buying products,

I check to see whether the package is
recyclable.

Despite similar attitudes and having
been exposed to the concept of sustain-
ability, the two plant purchase segments
appeared to engage in more eco-friendly
behaviors more than the Low Use seg-
ment. In a 2010 article, we showed that
the consumers had different preferences
for plant containers, finding that the
single-most important factor influenc-
ing the consumer buying decision was
container type, followed by price, carbon
footprint and waste composition, re-
spectively.

Coupled with the results from this
study, green industry participants now
have a better understanding of the diver-
sity of consumers to which they market

products. Eco-behaviors may be a more
effective means of reaching or connect-
ing with consumers who have a greater
propensity to purchase eco-friendly
products or those made using eco-
friendly practices. GG
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