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Marriage of Landscape & Retail
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Principles we keep close to our hearts
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Prune unprofitable and risky revenue streams and let 
successful branches grow and become stronger.
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Inventory Turns=Cash Flow

Understand
Recapturing
Overhead
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You will not beat the Internet!  
Manage- Set yourself apart-Harness the power of the web

How did we develop
CopperTree Outdoor Lifestyles?

or
The birth of a lifestyle store before 

it was popular
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• Business Plans would not pencil out

• Struggled with getting any profitability into the budget.

• Developed a great name, concept, logo…but nowhere to take it

• Then the numbers revealed that it was the large retail garden center 
that was the obstacle.

• We researched popular retail that was working; 

Crate & Barrel, Pottery Barn and Whole Foods.

Pottery Barn

Whole Foods L’Occitane
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CopperTree comes to life
•Unique

•Exciting-Design Based

•High End

•Low Maintenance Solutions

•Larger ticket items

•Meld Landscape and Retail displays together

•The budget plan worked-the business plan worked

Our Mission was born: 
We collaborate with the client to build their outdoor living space and add 

additional layers of furniture, accessories, art and containers to personalize 
and make it uniquely theirs. Second Layer of Design
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Retail must support Landscape •Inventory 
must mirror 
the business 
philosophy
•Merchandise 
to showcase 
inventory in 
Landscape 
display
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Containers

Frost Resistant Pottery

Larger in Scale
Urns

Garden Art



���������

	

%���%���%���%���

Water

Outdoor Art
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Landscape must support Retail
Consume through design

@*��  ��B�������1�����@*��  ��B�������1�����@*��  ��B�������1�����@*��  ��B�������1�����

They started with a fountain
And now have 9 containers
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Retail and Landscape issues
• Timelines must be managed!  

> What will make the most money today?

• Follow Landscape trends
> React quickly and utilize what makes sense for you, the skill sets of 

your crews and your community.  This can also be an opportunity to 
educate crews and community.

• Special Order
> Custom should not cost extra and helps to build relationships with your 

customer.

• Reduce Vendors
> Concentrate on building win-win relationships with your vendors and 

reduce the number by focusing on the ones that provide great service 
and support your business model.

• Manage turns
> Understand timelines and move your inventory for maximum turns.

• No major marketed sales
> Why train your customer to hold out for your predictable seasonal sales?  Why 

not encourage promotions and unexpected “opportunities” that require that 
they pop in more often.

• Landscape company utilizes inventory
> Your designers should be familiar with what you carry and the potential of 

special order so that they can move inventory and increase sales through their 
designs.  Once the client sees the design with a piece of garden tucked into a 
focal point in the garden or furniture on their new patio then they have a need 
you can and should fulfill.

• Little waste
> Custom and special order whether plants or furniture

• Small advertising budget
• Plant yard is a holding yard that can be sold retail
• No waste-no adjustments

Keys to the Landscape CompanyKeys to the Landscape Company Best Possible Design Practices; 
Creativity and not budget driven
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Understanding Overheads in relation to Bidding
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Fewer Vendors=Better Relationships

Just in Time VS Pricing Structure

Cash Flow

• Down Payments
• Statement up front for final billing
• Large Projects
• Gift Certificate for fast payments
• Bill the day the job is completed
• Landscape photo under this

Contract always
includes menu of options
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Tracking Efficiencies 
of crews

Pay your top crew leaders! 

Replacing 
equipment

Separate Yourself from other Contractors!

Separate yourself!
Rinnai
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Opus and Lava Heaters Lava Heaters

Lava Heaters at night

Selling Layers of Expectations

Harness Technology
Concept Pages
Rolling Loops
G Tablets/IPADs
Facebook

Customer Promotions

Trends

• Retail Sales
> Traffic is down in retail as a whole.  Box stores as well as 

independents.
> Change

• Services
> Need has grown as it is a way for the client to buy time

� Garden Coaching
� Containers
� Small jobs
� Fine pruning maintenance

• Warranties
• Fire
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Popcorn Break
http://youtu.be/e_TWL3fVA2E

I know you’ve got money
http://youtu.be/cm7vjbHKN4c

Mark McWilliams, RLA., ICN
mark@coppertreedesigns.com

Laurie McWilliams, ICN
laurie@coppertreedesigns.com


