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So, you want to sell to Home Depot?

Getinline.

By KEN CLARK

n his book, “The
ITruths, Myths &

Sec rets of Ma rketing
Products in the Lawn &
Garden Industry,” author
Ri ck Pontz looks at a
variety of as pects of the
lawn and ga rden market
in specific, and theretail
industryingeneral.

In Chapter 27, Pontz,
the founder of the Lawn &
Garden Performance
Group, explains the dan-
gers of produ ctinfringe-
ment and the difficulties
of patent law. It’s titled:
“Patent Insurance, Is It
Worth It? (Short answer:
“probably.”)

Elsewhere, he enumer-
ates “18 ways to shame-
lesslypromote yourself”
(No. 4, write one thank-
you letter a day.)

In another chapter, the
author takes the reader
through the process of
deciding wheento continue
or discontinue a produ ct
line. Here’s a bit of inside
informationto consider: it
usually takes three to four
yearsfor alawn and gar-
den productto become
prdfitable, Pontz writes.

Full disclosure: Pontz is
an official “friend of
Home Channel News” and
contributes to HCN’s new
Outdoor Living Digest
(Aick here.)

The chapter that’s
likely to be of most inter-
est to readers of Big Or-
ange Report is Chapter 3:

“How to sell your
products to the
Home Depot!”
Unlike most
how-tobooks,
Pontz’s first piece
of advice is action-
able, quantifiable
and — best of all
— easy. Here’s rule
No. 1: “Go to
https: //supplier-
center.homede-
pot.com/wps/por-

In general nuts
and bolts categories,
Menear expressed
interest in products
that have an innova-
tive technolog story.
On the decor side, he
pointed to improved
design, or improved
functionalitgora
combination of both,
as keys to en try.

“Are there game
changers, are there

tal, and do what
the site tells you to do.”

Got it? Good.

Of course, that’s just
the first step. Steps two,
three and four, according
to Pontz, force the re ader
to look hard into a mirror
and examine his business
in detail. There are three
questions the potential
supplier must ask himself:
Do you understand what
the world’s largest home
improvement retailer
ex pects from you? Do you
really want to sell to Home
Depot? And finally, can
you really pull it off?

Home Depot is a very
largeorganization that has
neither the time, interest,
nor ahility to adjust its
business to match the
idiosyncrsies of individ-
ual vendors. “They expect
vendors to complywith
[the retailers’] needs and
requirements.”

So, if you want to sell
to Home Depot, get in line
with the retailer’s commu-
nications requirements,
inventory con trol require-

ments, shipping require-
ments and business re-
quirements.

For those companies
that have alre ady part-
nered with Home Depot,
the challenge becomes
communicating to the
retailerin a language they
understand. An individual
supplier’s sales might be
interesting to the individ-
ual vendor, but the far
bi gger story is one that
indudes profit generated
for the retailer

“The Home Depot is
more impressed with
profit dollars and profit
per square foot of shelf
spac, than they are with

your gross sales,” he wri tes.

So what kind of prod-
ucts is Home Depot look-
ing for? The author doe s-
n’t really say.

But happily Home
(hannel News put the
questi onlate last year to
Craig Menear, Home
Depot’s executive vp-
merchandising (Click
here for the podcast.)

thingsthat can help
make the category simpler
for the customer to buy or
for associates to sell, and
bring more value to the
customer?” Menear asked.
Then he answered:
“There’s no question, all
you have to do is look at
retail space today, and
you'll see how important
value is to the consumer”

Menear made clear the
chain is looking for prod-
ucts that tell a greater
value message.

“And value isn’t just
price,” he said. “It can be a
combination of what you
get from a feature- benefit
standpaint, to what you
pay; to a simplificati on of
the purchase process. That
alladds up to value”

According to Pontz’s
count, there are more than
8,000 companies that are
doing business with Home
Depot. Get in line, then
provide value, then com-
municate your business in
a language the retailercan
understand. It’s easier said
than done.
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