
The year is winding down, and crews are
busy getting greenhouses repaired and
ready for the upcoming winter
months. Here, in the Midwest, we have
had a beautiful fall and feel very blessed. I
am hoping you all have, too!

The NGMA Board and committee
members have been hard at work

preparing and
planning our
2016 Spring
Meeting. In
April, we will
return to
Tucson, Ariz.,
and the
Omni Tucson
National Resort.
Gene Giacomelli
and his staff will
once again host
the NGMA for

an afternoon at the CEAC – Controlled
Environment Agriculture Center at the
University of Arizona. They are preparing
an educational session for us, as well as a
student reception. The reception will
allow our members time to interact with

the students and
potential employees,
and it will give the
students the
opportunity to speak about their job
interests. 

We will also have onsite speakers, as well
as a team-building exercise, along with
general business. Last year’s attendance
was at a high point for the past several
years, and I would like to see this
repeated at the
meeting this
coming
April. As
always, this 
is our
organization,
and we should support it accordingly.  

Thank you for your continued support,
and please feel free to contact me or any
Board member with suggestions. I hope
everyone has had a good year!  

Happy Holidays!!!

Leah Scantland
President of NGMA
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Leah Scantland

Getting Ready for 2016

NGMA’s 2016 Spring Meeting

Watch your email for further details as plans become finalized.

Make plans to attend NGMA’s
Spring Meeting at the 

Omni Tucson National Resort
in Tucson, Ariz.

Attendance at last
year’s Spring

Meeting was at a
high point for the
past several years,
and I would like to
see this repeated at

the meeting this
coming April.

This is our
organization, and
we should support

it accordingly.

April 10–12, 2016
Tucson, Ariz.

https://www.ngma.com/
http://www.omnihotels.com/hotels/tucson-national
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C O N T E N T S

NGMA’S MISSION
STATEMENT

Material in this e-newsletter may be
republished with permission of NGMA and
with proper line credit. Mention of
commercial products in this publication is
solely for information purposes and
endorsement is not intended by NGMA.
Material does not directly reflect the opinions
or beliefs of the Board or staff.
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Ludy Greenhouse Mfg. Corp.
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Ron Daemen
Ridder Corporation
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Nexus Corporation
303-457-9199
craigh@nexuscorp.com

Jim Larkin
Polygal Incorporated
610-449-2950 or 800-537-0095
jimlarkin71@hotmail.com
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Agra Tech, Inc.
925-432-3399
adam.pound@agratech.com

Peter Stuyt
Total Energy Group
805-566-0917
peter@aghouse.com
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Contact the Headquarters of NGMA

NGMA’s staff wants you to get the most out of your experience with NGMA.
We are available to serve you, so please do not hesitate to contact staff with any
question or concern that you may have. For a full staff listing, please click here.

INSIGHTS is a quarterly publication of the

NATIONAL GREENHOUSE
MANUFACTURERS ASSOCIATION (NGMA)

Winter issue is published in February
Spring issue is published in May

Summer issue is published in August
Fall issue is published in November

To represent and advance the
interests of the greenhouse

industry through education,
networking and communication.

https://www.ngma.com/
http://www.facebook.com/pages/National-Greenhouse-Manufacturers-Association-NGMA/113532758680537
www.ngma.com/headquarters.htm
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Industry News
Concerns Expressed Over 
Increase in Overtime Thresholds

A proposal by the U.S. Department of Labor (DOL) to
increase the minimum salary threshold required to
qualify for the Fair Labor Standards Act’s “white collar”
exemption could negatively affect both employers and
employees, according to comments submitted by
AmericanHort to the department.

Under the DOL’s new “white collar” overtime exemption
proposal, employers would pay overtime to workers
making up to about $50,000 annually, even those
classified as managers. AmericanHort and its coalition
partners have expressed serious concerns that the proposed
annual salary minimum for “white collar exemptions”
would more than double the current level of $23,600 and
would be imposed in a significant one-step approach
rather than through a gradual multi-year phase-in. 

Because the average salary in rural areas is typically lower
than the national average, the concern is that many current
salaried managers and supervisors may revert from salaried
to hourly employees. A reclassification of a large number of
employees as non-exempt could harm the ability of
employers to provide and employees to take advantage of
flexible scheduling options; limit career development
opportunities for employees; reduce employee access to a
number of benefits, including incentive pay; introduce
additional legal and operational issues, such as increased
administrative costs; and trigger a rapid decline in the
number of full-time salaried employees.

Source: Greenhouse Management

EPA Proposes Stricter 
Pesticide Applicator Standards

The U.S. Environmental Protection Agency (EPA) is
proposing stronger standards for pesticide applicators
who apply “restricted-use” pesticides on farms, forests,
nurseries and greenhouses. These pesticides are not
available for purchase by the general public, require
special handling and may only be applied by a certified
applicator or someone working under his or her direct
supervision.

EPA says the goal of this action is to reduce the
likelihood of harm from the misapplication of toxic

pesticides and ensure a consistent level of protection
among states. Under the proposal, all people who apply
restricted-use pesticides must be at least 18 years old,
and workers and handlers would have to receive training
annually instead of the current requirement for training
to occur every five years. Click here to learn more.

AmericanHort Seeks New Leader

AmericanHort is looking for a new president and chief
executive officer (CEO) after the former staff executive,
Michael V. Geary, CAE, resigned to become CEO of the
Society for Marketing Professional Services.

Effective Oct. 1, David Savoia, the CFO and senior vice
president for operations, is serving as interim president
and CEO while the board conducts a search for a new
staff executive. Craig Regelbrugge, the senior vice
president for advocacy and research, will support Savoia
with the association’s external affairs.

During his tenure, Geary led the consolidation of ANLA
and OFA, the merger with the Plantscape Institute of
America, directed the expansion of the Cultivate
convention and exposition and oversaw the development
of the “Grow Wise. Bee Smart” and “Shift” initiatives,
among other achievements. 

NGMA Rewards Scholarship 
to LSU Student

NGMA has rewarded a $600
scholarship through American Floral
Endowment (AFE) to Anna Ribbeck,
a senior studying horticultural
science at Louisiana State University
(LSU). Ribbeck, who has won the
award two years in a row, wants to
earn her master’s degree and work as
a horticulturalist in a public display
garden. 

“I want a job that has a variety of aspects, from
maintaining plants, to diagnosing plant programs, to
growing plants and researching new plants,” Ribbeck says.

The NGMA scholarship targets students who are
majoring in horticulture and bioengineering or the

Anna Ribbeck

continued on page 4

http://www.greenhousemag.com/article/AmericanHort-expresses-concern-overtime-rule-0915
http://www2.epa.gov/pesticide-worker-safety/revisions-worker-protection-standard
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Upcoming Training 

January 2016
Jan. 3–8
Hydroponic Tomato Intensive Course

University of Arizona
Controlled Environment Agriculture Center (CEAC)
Tucson, Ariz.
The week-long Tomato Intensive provides a blend of classroom
and hands-on time in a hydroponic greenhouse that will teach
participants how to successfully grow tomatoes and like crops
on their own. 

Jan. 8–10
Hydroponic Lettuce Intensive Course

University of Arizona
Controlled Environment Agriculture Center (CEAC)
Tucson, Ariz.
This three-day course focuses on lettuce with instruction
provided as a blend of classroom and hands-on techniques
Participants will learn how to successfully grown lettuce and
like crops on their own.

Jan. 18–20
NextLevel

Ft. Lauderdale, Fla.
Hosted by AmericanHort, this event is geared to high-level
professionals in the horticultural industry and will focus on
company culture, vision, marketing strategy and succession
planning.

March 2016
March 20–25 
Greenhouse Crop Production &
Engineering Design Short Course

University of Arizona
Controlled Environment Agriculture Center (CEAC)
Tucson, Ariz.
This course features in-class lectures from prominent experts on
a variety of topics related to controlled environment agriculture.
An optional commercial greenhouse tour is included.

April 2016
April 10–12
NGMA Spring Meeting

Omni Tucson National Resort
Tucson, Ariz.
The annual meeting of NGMA offers informative sessions led
by industry experts and plenty of networking opportunities
for members. The event also features committee and
membership meetings related to the association.

July 2016
July 9–12
Cultivate (AmericanHort)

Columbus, Ohio

The largest all-industry horticulture event in North America
offers premier educational and networking experiences and
more than eight acres of trade show exhibits, including
technology, new products and services and new plant
varieties. 

equivalent, are at least a junior at an accredited four-year
college and are maintaining a 3.0 GPA.

Click here to see all the recipients of the 17
scholarships, totaling more than $37,000, awarded
through AFE. Applications for these scholarships are
due May 1 each year. 

AFE Scholarship Applications for
Graduate Students Due Feb. 1

The American Floral Endowment (AFE) is now accepting
applications for the new Altman Family Scholarship and
the Paul Ecke, Jr. Scholarship for graduate students who
have the skills and passion to become leading floricultural
scientists and educators. The application deadline is 
Feb. 1. Click here for more information.

Trending…

Off the coast of Italy, they are experimenting with
underwater greenhouses. Fruits and vegetables are
being grown in balloon-like biospheres anchored to the
sea floor, and the Ocean Reef Group, which assembled
the greenhouses, reports that growth rates are radically
accelerated due to optimal growing conditions. Read
more at Discovery. 

A town in Finland attributes the upswing in its economy
to local greenhouse producers switching over to year-
round growing. Refugees from Vietnam and Bosnia have
successfully contributed to the labor used at the year-
round greenhouses. Read more at YLE. 

NGMA Association News
continued from page 3

Social media is increasingly important for meeting
clients, engaging existing and potential customers
and developing a finely tuned brand image. One of
the trendiest platforms, particularly for young
people, is Twitter, which requires you to keep your
online musings concise with a 140-character limit. 

As a guide for how to best use Twitter to market
business, Greenhouse Management has assembled 
25 of what it terms the best Twitter accounts—from
growers, breeders, associations and universities.
Click here to see the list.

Source: Greenhouse Management

Marketing through Twitter? 
Follow these examples

http://tinyurl.com/CEACtomatointensive2016
http://ceac.arizona.edu/hydroponic-crop-intensive-courses
http://yournextlevel.org/
http://tinyurl.com/CEAChydroponicgreenhouse2016
http://tinyurl.com/CEAChydroponicgreenhouse2016
http://www.omnihotels.com/hotels/tucson-national
http://americanhort.org/AH/Events/Events/AH/Events___Programs/Events.aspx?hkey=c33d857c-8363-4ac0-9286-0ffa0c9f702c
http://endowment.org/nearly-40000-awarded-in-2015-scholarships/
http://endowment.org/floriculture-msphd-scholarship/
http://news.discovery.com/tech/biotechnology/octopuss-garden-underwater-greenhouses-thrive-150709.htm
http://yle.fi/uutiset/greenhouse_effect_immigrants_revitalise_western_finnish_town/8275566
https://www.ngma.com/
http://www.greenhousemag.com/Twitter-25-Nufarm-2015.aspx
http://www.greenhousemag.com/Twitter-25-Nufarm-2015.aspx
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NGMA Association News
Renew Your NGMA Dues by Dec. 31
Thank you for playing a part in NGMA’s success by
supporting us through membership. The deadline to
remit dues to maintain your membership for 2016 is
Dec. 31.

Please remember to renew your membership before the
end of the year so that you can continue to enjoy the
following member benefits:

✿ Industry networking and educational opportunities
at the Spring Meeting

✿ Access to the members-only section of the NGMA
website

✿ Website promotion and advertising opportunities

✿ The power of a group voice on issues affecting the
horticulture industry

✿ Regular eblast updates

✿ Quarterly newsletter, NGMA Insights, containing
pertinent information

✿ Promotion of your company at AmericanHort’s
Cultivate and other industry trade shows

If your main company contact did not recently receive a
2016 dues invoice, please email Angela Burkett at
customerservice@ngma.com or call 717-238-4530,
and we will send another copy. 

We look forward to serving you in 2016! 

Member Benefit Spotlight:
Website Promotion, 
Information & Advertising

Did you know that as a member you can access an
alphabetical listing of each member on NGMA’s
website? The listing includes contact information and is
available by member category. The website also includes
“Helpful Hints,” which may be printed and distributed
to clientele, and copies of NGMA standards and
guidelines.

Learn more about all your member benefits here. 

If you have additional questions, please contact Angela
Burkett at customerservice@ngma.com. 

Did you know…
you can reduce voltage drop
in your greenhouse electrical
system?

The QR code on the left will take you to
NGMA’s Helpful Hints containing this
fact and many others about electrical
systems in greenhouses.

Use the code on your marketing materials, emails,
websites and other communications to direct people to
information that will help them understand electrical
terminology and learn ways to create a better electrical
greenhouse system.

Click here to access the electrical systems and 12 other
QR codes.

ELECTRICAL
SYSTEMS 

& THE
GREENHOUSE

Connect with
NGMA Online!

www.ngma.com

Is Your Website
Member Listing 
Up-to-Date?

Make sure the
information about your
company on the NGMA
website remains accurate.
You don’t want to lose out on potential customers! 

Visit the NGMA website and search under the correct
membership category to locate your business. If your
information needs changed, please contact Angela
Burkett at customerservice@ngma.com

https://www.ngma.com/benefits.htm
https://www.ngma.com/qr_codes.htm
https://www.ngma.com/industry/Electrical_Systems_and_the_Greenhouse.pdf
https://www.ngma.com/
http://www.facebook.com/pages/National-Greenhouse-Manufacturers-Association-NGMA/113532758680537
https://www.ngma.com/search_members.php
https://www.ngma.com/search_members.php
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Marketing Tips and Tricks
Vital Signs
Designing your company’s logo
presents a huge opportunity
Follow these four steps to 
make an instant impression

by Dan Antonelli

Ever judge a book by its cover? Of course you have.

It’s how we make decisions every day: Should I eat this?
Should I read this? Should I buy this?

It’s been proven time and again that visuals and
perception drive business. Yet for some reason, small
businesses get caught up in the daily grind and still seem
to forget this. They cut corners with designs, skimp on
graphics and neglect consistency. This is not only a waste
of time and resources; it’s a step backward.

The visuals you choose to represent your business will
have a direct impact on your success. A company’s logo is

the cornerstone of it all. It’s
your brand’s signature, calling
card and promise of quality.
When people see it, they know
what they’re in for. Think
about Apple, Coca-Cola,
Disney, McDonald’s or Google.
When you see their logos, you
know what to expect.

That’s no accident. It’s superior
brand development. These
companies have the resources to

invest significantly in their marketing efforts. Small
businesses do not have the luxury of multimillion dollar
advertising budgets to establish and reiterate branding, so
for the small business, future success begins with a strong
logo design.

Designing your company’s logo presents a huge
opportunity. Using a logo, your company can say a lot in
a fraction of a second to customers old and new. You can
stay fresh in the minds of customers as the go-to, best-
in-class industry leader.

You need to be brief, have impact and position yourself
apart from the crowd as the clear-cut favorite when it
comes to gardening services and products. This is no
easy task, and you better believe it won’t happen
overnight. However, there is a proven course of action. It
begins with your core business.  

Step 1: Reflect on your core business identity

It’s difficult to think about building a roof when your
building’s foundation isn’t set. The same can be said for
many a small business brand. A
vast majority of businesses have
a big problem with finding
their voice or their identity. It’s
only when they try to please
everyone that they start seeing
a bust-at-the-seams scenario.
Growth is great (and essential)
for a healthy business, but
without a clear path, the ship is
bound to eventually run into
murky waters.

Take some time to hammer out the details of your
brand’s story. Every brand has a story to tell, and it will
help you when your mission is immediately recognized.
You will be able to see your true competitors, your
biggest obstacles and your greatest strengths.

Once you have a grip on your identity, it’s time to share
that story with the world. 

Step 2: Choose your designer/agency

Reaching new audiences and assuring current customers
that you are the very best at what you do requires due
diligence. You need to recognize their current needs and
anticipate their future needs. You also need to look
capable of doing so. A well-crafted logo design will
blend your identity with a look and feel that emits
credibility. To get a truly great logo design, you need to
seek out a professional.

It’s important that the professional or team you choose
to take on this project has experience in logo design

continued on page 7

Designing your
company’s logo
presents a huge

opportunity. Using
a logo, your

company can say a
lot in a fraction of a
second to customers

old and new.

The brand-building
process isn’t a quick

design and post. 
It requires a great

deal of thought, 
a competitive
analysis and 

some important
considerations.
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specifically, not just graphic design. This niche
concentration under the booming industry of graphic
design is in short supply
nationwide; not many
designers are specialized in
this aspect. Take a look at
their portfolios. Pick and
choose some of your favorites
and be sure to ask them how
the design process went for
those clients.

The logo designer(s) you
ultimately choose will have an
impact on your business. They should be collaborative,
transparent in their procedures and proactive in their
considerations for your brand. This is certainly a tall
order, but the right fit will meet these requirements. Do
your homework, compare agencies and then make your
choice. 

Step 3: Commit

The brand-building process isn’t a quick design and
post. It requires a great deal of thought, a competitive
analysis and some important considerations. Some of
these considerations include:

◆ Where does your brand currently exist (digital,
print and physical)?

◆ Who is your target audience?

◆ What are the needs/desires/expectations/limitations
of that audience?

◆ Where is your audience located?

◆ Who are your biggest competitors? 

A well-crafted logo requires a great deal of consideration,
as you need to make every dollar in your marketing
budget work for you.

So make it a priority to meet your team halfway. The
right agency will do its very best to help make this
brand-building process go smoothly. However, that will
take a good amount of accountability and responsibility
on your part. When all is said and done, you should be

empowered with the proper tools for taking your
business to the next level. 

Step 4: Remember not to lose focus

While a new major focus might be marketing, don’t lose
track of your core business. Create processes and
procedures for when your business takes off. There’s
nothing worse than going through the entire brand-
building process only to be buckled down by a flood of
new business leads. Start thinking big and consider
enlisting additional personnel or services to help
complement your growth initiative.

Once your new brand is in full swing, you’ll be able to
leverage a newfound perception and market power.
Don’t waste this new power by diluting your brand or
cutting corners with the touchpoints of your marketing
mix. If you begin delving into social media, your
branding should be there. If you create a new direct mail
campaign, your branding should be there.

Ideally, the agency or design team that built your brand
will have the abilities to handle all of your marketing
needs. However, if you choose a new firm, make sure
that its work maintains the true brand identify.

Dan Antonelli is president and creative director of the New
Jersey-based advertising agency Graphic D-Signs, Inc. He
has more than 20 years of experience in small business
logo design and marketing strategy. He is the author of the
book Building a BIG Small Business Brand.

Marketing Tips and Tricks
continued from page 6

A well-crafted logo
requires a great deal
of consideration, as

you need to make
every dollar in your
marketing budget

work for you.

• Good news? • New product?
• Changed positions?

• Company or individual
award?
• Ideas about what 
you’d like to see in your
 newsletter?
If you have information
you’d like to share with 

the membership, 
please send it to 

NGMAeditor@hotmail.com
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by Marc Wayshak

Meet Bill. Bill is responsible for sales at his company and
considers himself a tenacious worker. Whenever he
discovers a new prospect, he enters him or her into the
system. From there, he will attempt to contact that person
by phone, through email and even via office visit if
possible. However, after a number of failed attempts, Bill is
likely to toss the person into the sea of dead prospects. 

Does this sound familiar to you? This is, after all, the
typical approach to prospecting. Besides being
disorganized and tedious, the process yields less-than-
stellar results because it inhibits prospects from becoming
familiar with the salesperson’s organization. 

Instead of adopting the common haphazard approach to
prospecting, it’s time to think of every outreach effort as
part of a larger campaign to engage prospects. 

Meet Laura. Laura used to employ a strategy similar to
Bill’s in which she would attempt to reach prospects seven
or so times before giving up. Now, she uses a campaign
approach to reach prospects. Here is what her new process
looks like:

Identify: Once she identifies a prospect, she adds him
or her to her customer relationship management
(CRM) system along with all the relevant information
she can find.
Outreach 1: She attempts to call the prospect. In the
likely event that she doesn’t reach the prospect, she
leaves a message saying that she is going to send over a
letter with best practice case studies that highlight how
she could add value to the prospect’s organization. She
reiterates this information in an email.
Send Letter 1: She sends a letter containing best
practice case studies.
Follow up on Letter: She now attempts to contact the
prospect at different times of the day over the course of
a week or two without leaving a voicemail.
Announce Package: She leaves a voicemail and email
explaining that the prospect will be receiving a package
with some ideas for a new program.
Send Package: She sends a big package with more
high-value ideas to help the prospect.
Follow Up on Package…
Send Letter 2…
Follow Up on Letter…
And so on…

She uses this same campaign for each new prospect. Yes, it
is more labor-intensive than the haphazard approach, but
it slowly builds a connection with the prospect even in the
very likely event that she can’t get through. Of course, if

she does connect with the prospect, she simply references
the last letter or package sent and then goes into her call
script.

Here are a few key techniques from Laura’s process that can
translate into a successful prospecting campaign for any
salesperson:

1. Create multiple steps. Plan out ahead of time what
your campaign will look like and what you will send to the
prospect at each step. Make sure that everything you send
over is of actual value to the prospect. Brochures don’t cut
it! Instead, create three to five different pieces to send the
prospect, which can each serve as a legitimate reason to
connect. Even in the event that you don’t hear back after
step 2, you are still slowly making yourself known to the
prospect, which makes him that much more likely to take
your call the next time.

2. Call and email in between steps. Since you’ve
sent something of value to the prospect, you now want to
follow up to learn what matters most to her. The goal of
any campaign is to simply get through to the prospect. By
having a consistent process, you simply follow directions
and let the campaign do the real work. As soon as you
actually reach the prospect, you start the selling process. 

3. Warm them up with personal touches. People
still open mail, especially when it’s personal, so don’t just
send boilerplate letters and packages to prospects. Make
them personal with handwritten notes and individualized
gestures. One step in your campaign could be to send a
letter with a business article that may be highly relevant to
the prospect based on his current situation. The key is to
show that you’ve done your homework and see the
prospect as more than just a number. 

Remember, developing a prospecting campaign can be a
bit of work upfront, but once you have it laid out, all you
have to do is follow the steps. By taking every prospect
through this same campaign, you slowly build connections
in a world where it is increasingly difficult to get through
the barrage of voicemail, gatekeepers and other barriers. 

So give it a shot. Lay out your campaign, and take your
next series of prospects through the steps. The more
prospects you have in a particular campaign, the easier it is
to implement a systematic approach. 

Prospecting Isn’t an Event; It’s a Campaign

About the Author: Marc Wayshak is a sales
strategist, the author of two books on sales
and leadership and a regular online
contributor to Entrepreneur Magazine and the
Huffington Post Business section. Get his free
eBook “25 Tips to Crush Your Sales Goal” at
http://gameplanselling.com/. Follow him on
Twitter: @MarcWayshak. Marc Wayshak

http://www.marcwayshak.com/
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Reach New Clients by Advertising on the NGMA Website
The NGMA Website Advertising Program
is designed to keep your company’s name
in front of the thousands of visitors to the
NGMA website. NGMA offers two
placement positions for advertisements on
www.ngma.com, both horizontal banner
positions and vertical banner positions.
We are offering multiple positions for each
banner type. Your ad won’t get lost in the
fray, though. The maximum positions for
the horizontal banner will be 5 and a
maximum of 3 for each of the two vertical
banners. Advertisements will rotate on a
constant basis within 7 and 10 seconds. 

During the past three months (August,
September and October), the NGMA
website had 3,025 visits or a total of
7,717 page views and approximately 83
percent of those visitors were new to the
site. Just think…your ad could have
reached every one of those individuals
visiting the NGMA website!

If you are interested in advertising on the
website, please download the Website
Advertising Program document, or contact
ads@ngma.com. We look forward to being able to
promote your company through the NGMA website!

NGMA member rates for website advertising

Placement Ad Type Ad size # of Positions** Rates of NGMA Members (per month)

1 month 3 months 6 months

Run of Site* Horizontal Banner 810 x 100 px 5 $149 $139 $119

Vertical Banner 120 x 240 px 6 $99 $89 $79

Non-member rates for website advertising

Placement Ad Type Ad size # of Positions** Rates of non-members (per month)

1 month 3 months 6 months

Run of Site* Horizontal Banner 810 x 100 px 5 $199 $179 $159

Vertical Banner 120 x 240 px 6 $119 $109 $99

*Run of site is defined by all public pages.
**Ads will rotate up to the maximum number of positions on a constant basis.

http://ngma.com/advertising/NGMA_Web_Advertising_Program.pdf
http://ngma.com/advertising/NGMA_Web_Advertising_Program.pdf
https://www.ngma.com/
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