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Context

• The summer prior to our official launch we had a 
soft launch at the Philadelphia Flower Show. We 
had a booth and set up a simple website for selling 
garden beds to the people we met.

• At the Flower Show and in the time between then 
and launch, we sold several garden beds and were 
able to validate some of our assumptions about our 
target audience.

• The following spring we decided to launch in 
earnest with a fully formed website and marketing.

• I was responsible for developing the launch strategy, 
coordinating with our design team, and ultimately 
executing everything we had planned.



Our launch campaign goals were to…

Raise awareness and
sell more garden beds!



Target Audience

• Demographics
• Skews Female
• Late 20s – Early 40s
• Lives in an urban area
• Has limited outdoor space
• Is likely to be a new gardener
• Annual income of $80K+

• Psychographics
• Prioritizes health and wellness
• Likes spending time outdoors
• Likely politically progressive
• Likes to cook

• Behaviors
• Shops at local stores, farmers 

markets, and co-ops when able
• Tries new restaurants often
• Shops for organic foods



Why is this audience interested?

• After the pandemic, interest in gardening increased 
exponentially, but not everyone was able to do it.

• For those who didn’t have much outdoor space, Harvi’s small 
footprint and stackability opened up new opportunities.

• For beginner gardeners, the self-watering reservoir and smaller 
size made gardening seem like a much more manageable hobby.

• For those who were too busy, too forgetful, or traveled too often, 
Harvi’s self-watering reservoir allowed them to go longer in 
between waterings.

• Depending on the climate and the types of plants being grown, the 
reservoir holds 1-2 weeks worth of water!



Launch Strategy: Shopify

• Focus: Relaying the benefits of growing in 
a Harvi and providing useful information 
for beginner gardeners to help them feel 
more confident.

• Strategy: This website is where we 
focused all of the traffic we generated.

• Note: I was no longer working on the 
brand or website after 12/15/23.

• See below for links…
• Harvi Gardens Website
• Harvi Gardens Instructional Video

https://harvigardens.com/
https://www.youtube.com/watch?v=0H7PBlPInVQ


Launch Strategy: Amazon

• Focus: Take advantage of every branding and messaging opportunity 
available. Execute listings, A+ content, and brand store at a high level.

• Strategy: We didn’t have a large enough budget to buy Amazon ads, so 
we focused on Amazon SEO and best practices for driving organic traffic.

• See below for links… (Note: I have not managed this account since 10/30/23)
• Harvi Gardens Brand Store
• Garden Bed Listing

https://www.amazon.com/stores/HarviGardens/page/C1D3D3DF-2C6D-4FEA-9BD2-894A1B7F79B2?ref_=ast_bln
https://www.amazon.com/Harvi-Garden-Stackable-Self-Watering-Phthalate/dp/B09V7T44NB?ref_=ast_sto_dp&th=1&psc=1


Launch Strategy: Organic Social

• Focus: Show Harvi in the context of small spaces and create educational content for beginner 
gardeners that would provide value making them more likely to follow us.

• Visit Harvi’s Instagram @harvigardens (Note: I have not managed this account since 10/30/23)

https://www.instagram.com/harvigardens/?hl=en


Launch Strategy: Social Ads

• Focus: Highlight Harvi as an option for 
small space gardening and explain the 
benefits of Harvi’s self-watering reservoir.

• Strategy: We ran a series of A/B tests to 
discover which images and copy were 
most effective. Once we settled on 
creative that worked, we began running 
targeting experiments as well.

• Note: I was unable to find the ads from 
the campaign, but I do know that the most 
effective image ended up being our most 
liked post at the time. (Shown here on the right)



Launch Strategy: Google Ads

• Focus: Putting ourselves in the context of searches for container gardens, small space gardens, 
and beginner gardening systems to raise awareness and generate sales.

• Strategy: We used a combination of search and shopping ads. We also ran a retargeting campaign 
through Google Shopping to reengage website visitors across the Google Network.



Launch Strategy: Launch Party 



Results

• We more than doubled our prelaunch 
sales within the first two months.

• Amazon sales accounted for roughly 20% 
of our total sales without running any ads.

• We gained nearly 1000 Instagram 
followers through the first 6 months.

• We gained an average of 162 followers per 
month over the first 6 months.



Thank You!
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