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Garden Centers of America (GCA) has a renewed vigor and is continuing to expand the services available to you. As part of this expansion, we have 

revamped the whole concept behind our monthly newsletter. It is the goal of GCA to provide you with the information and resources to help you 

grow your business. Garden Retail Trends Report is designed to keep you on top of what’s hot in retailing, both within the industry and out.

Martha Stewart Champions 
Local IGCs to Her Audience
Two-time IGC Show keynoter and lifestyle guru Martha Stewart 

is pointing the spotlight on the benefits of shopping at local 

garden centers. Keep reading for the full article excerpted from 

MarthaStewart.com, written by Contributing Writer Nancy Mattia:

It’s tempting to order everything you need for your garden online. 

You can get it all - from organic potting soil to cherry blossom trees 

- and it can all be delivered at no charge the next day. It’s certainly 

the easy way to go, but is it the best way to create a healthy garden? 

Big box stores with garden centers offer a huge inventory, but if 

you’re wondering which mulch to buy or when you should plant 

tulips, you’re pretty much on your own - staff members are scarce, 

and those who are there very rarely have much knowledge on the 

subject. There’s no one to help you online either. At a local garden 

center, however, every salesperson more than likely has a ton of 

gardening knowledge pertinent to your area, and they’re happy to 

talk mulch and planting timelines with you.

Read on for more reasons to make the local garden center your go-to.

1. They know local conditions. “The staff at local garden centers 

are often gardeners themselves, and have experience with local 

climate, soils and plants,” says Todd Forrest, the Arthur Ross Vice 

President for Horticulture and Living Collections at the New York 

Botanical Garden. Talking, asking questions and getting qualified 

answers from experts who will steer you to the right plants and 

tools, will make you more secure in your abilities to create a 

gorgeous garden on your own.

2. They care about the quality. Owners of local garden centers 

spend each day with their flowers and shrubs - that means they 

give them their undivided attention and care. “Many big box 

stores stock flowers, shrubs and other plants on consignment, so 

it’s not a big deal to them if they die. They’re often only paying 

for what sells,” says Sean Duffy of Stone Mill Gardens in Northern 

New Jersey. “It makes a big difference to us if we lose even one 

plant, so we’re personally watering, deadheading and pruning 

our inventory each day. We even move shrubs around the store 

throughout the day to make sure they’re getting the right amount 

of sunlight. We want each plant to go home with you in its very 

best condition.”

3. You’re supporting the local community. Some garden centers, 

like Duffy’s, grow a number of their own flowers and shrubs, 

but what they can’t grow themselves they purchase from other 

local vendors. “We all try to help each other out,” he says. By 

supporting local, family-owned businesses, you’re keeping more 

of your money in your own community - even the businesses 

you shop with will put it back into your area’s economy. Plus, by 

shopping at garden centers that are local to you, you’ll not only 

be buying fresher plants, but you’ll also have reduced their carbon 

footprint since the growers aren’t that far away from you. Feel 

good that no planes were involved in your purchase.

4. They’re into real-life displays. Another good reason to patronize 

your local garden center is that many have display gardens that 

allow customers to see plants in a garden setting, rather than just 

in containers, says Forrest. It allows you to get inspired when you 

see examples of sun- and shade-loving plants, trees and shrubs 

existing together in a real landscape. At Stone Mill Gardens, 

Duffy says his team is constantly putting together different mixed 

pots and setting up seasonal displays that customers can draw 

inspiration from.

5. They’re gardener magnets. Whether you’re new to gardening or 

a seasoned pro, you’ll find common ground at your local garden 

center. “They’re great places to meet other gardeners,” says 

Forrest, “and you can share ideas, observations and laments.”

6. They’re handy to have around. Of course, another big reason to 

spend your hard-earned dollars locally is that, without the support 

of their neighbors, garden centers and other small businesses 

would be extinct. What would you do when, for example, you’re 

watering your newly planted flowers and realize your hose is 

broken? Run to that nearby garden center, buy a new hose and 

finish watering your plants - no expensive overnight delivery 

necessary. And when you need a professional’s help choosing and 

planting your flowers? The employees from your favorite local 

garden center - especially those with landscaping services - will be 

more than happy to help you bring your vision to life.

Turn that Frown Upside Down 
- The Keys to Gaining Unhappy 
Customers’ Loyalty

It’s no secret that an angry customer is a problem for all retail 

organizations, including your garden center. Not only is the individual 

unlikely to shop with you in the future, but when you add word-of-

mouth to the equation, one person’s negative experience can be 

easily amplified, according to Sarah Simon, Senior Director of 

Customer Experience Consulting with Confirmit.

With traditional word-of-mouth reaching around 12 people, 

online and social networking word-of-mouth reaches a massive 

69 times that, averaging around 825 people. To alleviate customer 

dissatisfaction, many successful businesses immediately look at their 

customer experience program - a logical approach in theory. After all, 

a customer experience (CX) program ensures regular surveying and 

internal alignment on the customer journey. So all of your customers 

will be happy, right? Unfortunately, it’s not that easy.

Don’t get swept away. The high-profile and attention-grabbing 

aspects of CX tend to take priority - things like the latest net 

promoter score (NPS) - for example. The goal must be delivering an 

integrated experience across all channels. And somehow, the contact 

center gets overlooked in this regard. Perhaps too many years of 

being seen as a cost center means businesses overlook its innate 

value - that it is a frontline department, dealing with customers 

day-in, day-out. Often unhappy customers who’ve exhausted other 

channels in their search for a result.

The result? A disjointed customer experience. More importantly, a 

huge lost opportunity for earning revenue from an existing customer 

base - one that could easily remain engaged and loyal with the right 

approach.

Embrace the opportunity of the call center experience. With the 

advent of automation in call centers, simple customer questions, 

like your store’s hours or location, are now being answered by 

technology. Customer service teams are no longer tasked with 

providing answers to questions such as: When will my return be 

processed? Or, what’s my tracking number? Instead, their time is 

now freed up to answer the tougher questions that technology can’t 

handle. Chances are, when a customer reaches a representative 

over the phone, they’re already angry, which puts your call center 

in a unique position to address “customer rage.” By evolving the 

call center from its role as a conduit for information into a catalyst 

for action, companies have the opportunity to deal with customer 

dissatisfaction and add real value to the process.

Call center teams need to be empowered to customer input and 

articulate the customer experience, and the call center should be 

an integrated part of any strategic CX program. The call center 

needs to be positioned as a proactive tool, able to not only gather 

information from customers, but to disseminate that information 

across the organization so it can be put to use. The call center should 

be a specific stage in an action-driven corporate plan with specific 

outcomes, targets and key performance indicators (KPIs). Service 

representatives need to focus not only on the immediate request at 

hand, but be proactive in anticipating and addressing future needs. 

Doing so can bring you one step closer toward happy customers.

Closing the loop on available data. The call center is the prime 

location to capture insight from your customers. By looking closely at 

contact center records, e-mails, complaints processes and customer 

relationship management (CRM) databases, you have a wealth of 

data at your fingertips. This feedback can provide early warning signs 

of dissatisfied and at-risk customers. With this data, urgency is key. 

Set up an action management process. A set workflow, supported 

and automated by technology, will enable you to analyze customer 

feedback as soon you receive it and set alerts to immediately respond 

to issues. It gives you the opportunity to proactively close the loop 

and positively influence customer retention.

It’s important that your garden center focuses on and leverages the 

data available, rather than wasting precious resources - and most 

importantly, customers’ time and good will - to collect more. If you’re 

already dealing with an angry customer, you should avoid asking 

them more questions.

It’s also important to remember that the customer experience - 

contact center or otherwise - is about more than surveys. There are 

some great examples out there about using big data to be pro-active 

about the customer experience. Companies who pre-empt shipping 

delays because of weather issues, for example, are providing gift 

vouchers or other treats before the delay has even taken place. The 

result is that customer expectations are high now, and they expect 

that fundamental areas like the contact center will get it right every 

time. 

Instagram Will Soon Make It 
Even Easier for Customers to 
Shop What You’ve Got

Instagram has eliminated a step in buying products on its app for 

select brands, according to Dan Berthiaume of Chain Store Age.

The social platform is introducing checkout on Instagram. When 

customers tap to view a product from a select brand’s shopping post, 

they will see a “Checkout on Instagram” button on the product page. 

Shoppers can tap the button to select various options such as size 

or color. Once finished, customers can proceed to payment without 

leaving Instagram.

After entering their name, e-mail, billing information and shipping 

address for their first order, customers will have their information 

securely stored for future in-app purchases. Notifications about 

shipment and delivery will be sent inside Instagram, as well.

Checkout on Instagram is currently in closed beta for businesses 

and offered to all U.S. users. The 23 brands participating in the 

closed beta test include Adidas, Burberry, Dior, H&M, Michael Kors, 

Prada, Uniqlo, Warby Parker and Zara. Instagram plans to add more 

companies to the beta in the near future.

This means, your customers may soon be able to buy your garden 

center’s beautiful Grab & Go containers, houseplants and more 

through your posts on Instagram and with a simple click of a button. 

Instagram has been expanding its capabilities as an e-commerce 

platform since last fall. In September 2018, Instagram launched two 

new social shopping updates. Users can shop on Instagram Stories, a 

feature that reveals images and video content in a slideshow format. 

As brands post items in their Stories feed, users can tap on the 

product to learn more.

Separately, Instagram launched Shopping in Explore, an option 

that enables users to shop based on their specific interests. The 

functionality curates shopping posts from the brands users follow, as 

well as brands that fit into their browsing history.

These Plants Are Getting a 
Strong Push from NGB’s  
‘Year Of The’ Promotions

Each year, the National Garden Bureau (NGB) selects one annual, one 

perennial, one bulb crop and one edible as their “Year Of The” crops. 

Plants are chosen because they are popular, easy-to-grow, widely 

adaptable, genetically diverse and versatile.

The 2019 “Year Of The” crops are:

•  Dahlia: Dahlia is a genus of tuberous plants that are members of 

the Asteraceae (or Compositae) plants; related species include 

the sunflower, daisy, chrysanthemum, and zinnia. There are many 

species of dahlia in a range of colors and forms with hybrids 

commonly grown as garden plants. The flower varies in size and 

form. Each flower can be small or large, ranging from 2” in diameter 

to up to 15 inches. 

•  Snapdragon: For some gardeners, snapdragon (Antirrhinum majus) 

is one of those flowers that evokes memories of their parents’ or 

grandparents’ garden. Tall varieties can be used as fresh cuts in 

floral arrangements, and dwarf and medium varieties can be used 

in containers and garden plantings. The dragon-shaped, tubular 

flowers come in a variety of colors including pastels and bicolors. 

The only flower color that is not available is a true blue.

•  Salvia nemorosa: Hardy Salvia like Salvia nemorosa are considered 

to be care-free and easy to manage in the garden. They can be in 

place for years without a need for dividing. They are also a favorite 

of pollinators like bees and hummingbirds. As a member of the mint 

family, they are a great garden addition where deer and rabbits are 

a nuisance. Salvia prefers soils rich in organic matter, so it may be 

necessary to add compost, peat moss or topsoil to sandy or heavy 

clay soil before planting. Once established in the garden, Salvia 

is quite drought tolerant and require watering only when other 

landscape shrubs such as hydrangea show signs of wilting.

•  Pumpkin: As a member of the Cucurbitaceae family, pumpkins are 

related to squash, cucumbers, and melons. Most varieties that we 

classify as pumpkins belong to the species Cucurbita pepo, which 

also includes varieties of winter squash, summer squash, zucchini 

and gourds. Eating pumpkin provides numerous health benefits: 

they are high in fiber, potassium, iron, and vitamins A, B and C while 

being low in calories, fat and sodium. 

To read more about the 2019 “Year Of The” varieties, visit NGB’s 

website at www.NGB.org. 
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Millennials Venture into ‘Plant 
Parenthood’ with Houseplants 
- Here’s How You Can Profit

With the millions of Instagram posts tagged #plantsofinstagram, 

#urbanjungle and #plantlife, it’s obvious that there’s another 

houseplant boom, much like the one during the 1970s. But unlike 

other consumer trends in fashion and beauty, the cultivation and care 

of houseplants has benefits that far outweigh the likes users might 

accumulate on social media, according to an article by Taylor Davies 

of NBC News BETTER. Plants improve the air and peoples’ moods, 

help us think more creatively and disconnect from the technology 

that might have motivated us to buy one in the first place. 

“Plants resonate with Millennials as an antidote to this insane 

connectivity,” Eliza Blank, Founder and CEO of indoor plant retailer 

The Sill, tells NBC News BETTER. “Americans spend 93 percent of our 

time indoors. It seems somewhat counter and somewhat intuitive 

because it’s an escape from our screens, and something we can take 

care of outside ourselves. When it’s all self driving cars and data in 

our contact lenses, we’re still going to want plants.”

And Blank has the receipts to prove it: The Sill closed a $5 million 

round of funding last August, and the company boasts more than 

290,000 followers on Instagram. Millennials - who live in a rental 

in an urban area and are not ready for pets or kids (financially or 

otherwise) - are buying houseplants at a record pace. According to 

the U.S. Department of Commerce, the sale of seeds, flowers and 

potted plants have increased since 2016, and the 2017 National 

Garden Survey found that five of the 6 million Americans who took 

up gardening in 2016 were between the ages of 18 to 34. But why are 

Millennials so drawn to the pastime?

The proclivity humans have towards plants is certainly not unique to 

the Millennial generation: Houseplants are a concept that is believed 

to have originated in ancient Greece and Rome as early as 500 BC and 

in China as early as 200 CE. After all, the first imagined paradise on 

Earth was the Garden of Eden.

Look back a generation, to the parents of the young people driving 

up sales around the country. Caring for houseplants takes some time, 

but not nearly as much as the hours upon hours Baby Boomers or 

Gen X would spend tending to their yards and gardens.

“I was inspired to start the Sill in part because I grew up in a very 

green town and our home was filled with plants and we had a 

beautiful garden,” Blank says. “But the way my mother uses time 

is very different from the way I use time, and the way the next 

generation will, too. No 25-year-old that I know has six hours on a 

Sunday (or a backyard) to spend gardening, but that doesn’t mean 

they don’t have an interest in plants! We’re helping to usher in this 

new way to garden that reflects the way Millennials want to use their 

leisure time.”

Beyond the nostalgia, Millennials may be drawn to greenery because 

of the mental health benefits that come with fostering a green 

thumb. Blank points out that this is one social media trend that has 

real-life benefits. Unlike other decor purchases that also make great 

social content, plants are alive and require ongoing care. That sense 

of responsibility, the joy Millennials feel as they grow and thrive, even 

just being around plants, is uniquely healthy for their physical and 

mental well-being.

Here are just a few positive influences of houseplants so market these 

benefits in your garden center:

Plants are stress-busters. With jam-packed schedules and around-

the-clock connectivity, caring for a plant forces people to slow down 

and be mindful, which is proven to reduce stress. A study from the 

American Psychological Association on Stress By Generation found 

that young people report higher stress 

levels than older generations, and on 

top of that also admit that they are not 

managing it well. The study also found 

that Millennials and Gen X-ers were 

more likely to engage in unhealthy 

behaviors because of stress. So turning 

to plant care, as opposed to heavy 

drinking or gorging on unhealthy food, 

could have real therapeutic benefits.

In fact, horticultural therapy has 

been in practice and recommended 

by psychologists and therapists since the 19th century to 

improve mental - and physical - health. Practitioners believe that 

interacting with plants can improve your mood and well-being. 

While horticultural therapy is largely centered around working in 

greenhouses and outdoor gardens, the same general practices and 

benefits can be gleaned from indoor houseplants, too.

Taking care of something gives us a bigger purpose. Many young 

people who cultivate indoor plants liken themselves to parents. “The 

term ‘Plant Parenthood’ was born out of the customers’ mouths,” 

says Blank, of the trademarked phrase you’ll find on The Sill’s website. 

“We started calling it that when we saw that our customers were 

calling their plants their ‘babies.’ A lot of our customers have plants 

before they have pets or kids. It’s easy to draw life lessons from your 

plants and apply them to your life.”

Environmental psychologist Dr. Sally Augustin echoes Blank’s 

observation about the effects that caring for plants can have on our 

well-being. “It brings out and creates a habit of thinking of other living 

things, and what they need to survive,” she tells NBC News BETTER. 

“People form an emotional bond with plants because plants have 

these beneficial psychological effects. Ultimately, we develop a desire 

to optimize the life of a plant and to keep it alive.”

We create a sanctuary at home. From a purely aesthetic perspective, 

humans are wired to respond positively to plants and nature. 

“Green, leafy plants are good for our mental outlook,” Augustin 

says. “Something about the colors and the shapes helps our brains 

think more creatively, cut stress levels, and get along better with 

others.” The hypothesis is part of a concept known as biophilia, which 

explores the idea that people are naturally drawn to other living 

systems like plants and animals, and have an innate desire to connect 

with and care for them.

“Plants affect our mood,” Augustin says. “When our mood is more 

positive and we’re happier, our brains start to work in a different 

way. We think more broadly and creatively, which makes us better 

at problem-solving and getting along with others.” For this reason, 

your store could suggest to customers placing green, leafy plants with 

curling, relaxed shapes around their homes and office environments.

Plants foster a sense of pride and accomplishment. For Millennials, 

keeping a plant alive translates to an achievement and a sense of 

pride that is rewarding. And for the sharing generation, displaying 

our plant “parenting” on social media is something that actually feels 

good. 

If you haven’t already, now is the best time to jumpstart a houseplant 

department at your garden center. If you’re unsure of where to start 

or just need suggestions to really amp up houseplant sales, consider 

attending houseplant specialist Ra Gadd’s Continuing Education @ 

IGC track “The Great Houseplant Boom of 2019 & Beyond” at this 

summer’s IGC Show, August 13-15. Visit www.IGCShow.com for more 

details. 

Brick & Mortar Is Winning! 
Shoppers Are Spending More 
In-Store than Online

Men and women are spending “significantly” more in retail brick-and-

mortar stores than online during a typical shopping visit, according to 

a First Insight report that polled 1,000 consumers on shopping habits, 

purchase behavior and influences on buying.

Here are the insights from the survey:

•  Seventy-one percent spend more than $50 in-store and just 54 

percent report spending more than $50 online.

•  When in-store, 78 percent of men and 89 percent of women say 

they sometimes or always add additional items to their carts. By 

comparison, 67 percent of men and 77 percent of women report 

adding extra items to their online carts.

•  Seventy-three percent of men and 69 percent of women say they 

only shop in-store when they have a need for something. 

“Even as online sales grow, this research shows that retailers must 

work to strike the right balance with consumers who are shopping 

differently online than they are in-store,” Greg Petro, CEO of First 

Insight, says in a press release. “The fact that consumers are less 

likely to add items to a cart when shopping online implies that online 

recommendations are not as effective as they should be. Retailers 

need to be sure to offer the products consumers need and want at 

the right price points no matter where they are shopping, and must 

continue to work to drive traffic in-store where consumers are willing 

to spend more.”

How to Get Buy Online/Pick 
Up In-Store to Work for  
Your Garden Center

Known as “click and collect” and “buy online/pick up in store” 

(BOPIS), these programs are growing in popularity as consumers 

choose to shop in comfort on computers or mobile devices while 

saving on shipping and enjoying almost instant gratification by 

fetching their goods from a nearby store, according to David P. Schulz 

of STORES magazine.

Adobe Analytics estimates that consumer use of BOPIS more than 

doubled during 2018, and even tripled for some larger retailers.

“This is a customer expectation - omnichannel access to inventory in 

the system,” Michael Klein, Director of Industry Strategy for Retail, 

Travel and Consumer Product Goods at Adobe Analytics, tells STORES.

“Customers expect to be able to see something online and get it at 

the store,” he says, “just as, when shopping in a store, they would 

expect that if the store didn’t have the item in stock - or the right 

color or size or model - to have the retailer get it from another store.”

He says the driving force behind BOPIS is a fear “that a discounted 

item or hot seller would be sold out. They are reserving the store’s 

inventory.”

When something like BOPIS becomes widespread, it doesn’t take long 

for dishonest individuals to take note and hatch schemes to beat the 

system. “Without a doubt, loss prevention interests closely monitor 

the situation for the bad guys trying to take advantage,” Klein says.

The key element is verification - verification when the purchase is 

made and verification at the point of pickup. The challenge for garden 

centers that offer a BOPIS service is to beef up verification enough 

to protect themselves, but not so much that it is cumbersome to the 

point where customers are driven away.

“It’s a balancing act between loss prevention and customer service,” 

Klein says. “Enterprise resource planning (ERP) falls into our domain. 

All the technologies and information: artificial intelligence, patterns, 

more data patterns,” are available to retailers operating BOPIS 

programs, he says.

“It’s a blend of art and science. We still need some level of human 

intervention. You and I and most people have patterns. Remember, 

more than 90 percent of the customers out there are good. The 

questions retailers have to ask themselves involve the other 10 

percent.”

He cautions retailers that are establishing BOPIS programs: “Protect 

yourself. Protect your margins by not losing on orders that are 

fraudulent.”

In addition to BOPIS, Klein says buy-online/ return-in-store programs 

also expose retailers to fraud. “Stores can leverage exchanges inside 

or give credit for the returns,” he says.

Consumers buying online and picking up their items at a store are 

already willing to accept some friction in exchange for safety and 

security, Mike Nelson, Vice President of North American Identity at 

Mitek Systems, tells STORES.

“We learned that people are looking for the safe sale more than 

speed and convenience,” Nelson says. “Friction is safer than having 

something stolen off your front porch.”

For Nelson, the friction, which also helps protect retailers from theft 

and fraud, involves digital verification. “We automate the process of 

verifying identification,” he says. “It removes the retail associate from 

the process. There is no skill set involved.”

The idea is that store employees are not usually trained at verifying 

forms of identification that can be forged; scanning the customer’s 

image with a tablet is much more accurate at detecting fake IDs. The 

ID verification technology builds on Mitek’s innovation that allows 

people to deposit a check in a bank merely by taking a smartphone 

picture of the check and forwarding the image to the bank.

The verification system also works without humans to scan the 

images, such as when retailers stow the merchandise in lockers with 

interactive digital locking mechanisms.

“In 2012, electronic lockers were a relatively new development. 

Amazon and we were working on them,” Georgianna Oliver, Founder 

of Package Concierge, tells STORES. “Amazon was looking to go into 

convenience stores and other locations while we were starting to go 

into apartment houses.”

The landscape has changed considerably. Package Concierge is now 

heavily involved in BOPIS, providing lockers for retailers who want to 

provide customers with a quick and easy pickup option, rather than 

storing merchandise in a back room or at a customer service counter.

“BOPIS is growing because Millennials, Gen Z and people like myself 

are very self-serve,” Oliver says. “We want to do things ourselves, 

want to move quickly through the system and out the door. No 

need to talk to anyone. That’s what we sell. It’s all about speed and 

efficiency.”

With Package Concierge, retailers place the merchandise in lockers 

and customers are sent a notification with a barcode. When 

the customer shows up, all that is required is holding the phone 

displaying the barcode in front of the screen on the locker.

Oliver says many retailers use a second level of authentication 

involving a four-digit access code after the digital authentication. 

“There’s a sense of security knowing the item was secure in the 

locker,” she says. “We’re mostly concerned about theft. We make 

sure individuals using lockers are who they say they are.”

In addition to the interactive electronic lockers, Package Concierge 

creates what it calls an “overflow room,” where large items such as 

rugs and mattresses are held for pickup. The door to the overflow 

room requires the same barcode reader and four-digit access option 

that the lockers have.

In the early stages of the BOPIS boom, fraud associated with it 

seemed to be of the garden-variety e-commerce fraud. None of these 

experts, however, feel safe forecasting that it will stay that way.

Now Trending in Garden Retailing . . .
•  Expanding your garden center’s brand beyond your brick-and-mortar store can include establishing an online commerce site and temporary, 

seasonal pop-up shops. About 38 percent of retailers surveyed say they would experiment with flexible formats, like pop-ups, in 2019 to 

generate brand awareness and avoid the costs of long-term leases, according to the National Retail Federation (NRF) and Forrester’s “State 

of Retailing Online” study.

•  It’s time to invest in new technologies for your garden center - consumers demand it. The top three types of digital services that shoppers 

want in-store are: free, secure public WiFi (38 percent); promotions delivered right to their mobile phone (33 percent); and electronic shelf 

labels to show accurate, real-time prices, promotions and detailed product info (31 percent), reveals the “Analogue to Automated: Retail in 

the Connected Age” report by Displaydata and Planet Retail.

•  Your events are the key to drawing in new customers, but make sure they’re focused on providing value - not pushing sales. Nearly half of 

consumers have attended at least one “retailtainment” event, and two-thirds of Millennial shoppers have done so, according to NRF’s 

Consumer View Winter 2018/2019 report. 
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Registration Now Open, Early Savings!  
IGC Show, August 13-15, 2019 
GCA Members save $260 on each All Access Pass registration 

for the Continuing Education @ IGC program during the early 

bird registration period, and $100 off each IGC Show Store Tour 

registration! 

•  Two free drink tickets per company  

for Wednesday’s free party and concert

•  Special reserved seating at the concert - 

come early, seating is limited!

•  Access to the GCA Member Lounge, 

with a special catered lunch buffet 

available at your convenience

Registration is now open! 

Enter promo code TOGETHER when you register:  www.IGCShow.com. 

REGISTRATION NOW OPEN!

GCA Summer Tour 2019 
Nashville, Tennessee 
June 23-26, 2019
Registration with early bird extra 

savings are now open for GCA Summer 

Tour Nashville, June 23-26, as organizers 

continue to map out an itinerary of 

retail education and inspiration for the 

16th-annual event. New this summer, at 

the conclusion of each visit, the store’s owners and key leadership will 

join the group for a question-and-answer session that will allow  

GCA Tour-goers to dive deeper into the best practices driving each 

store’s profitability.

Click here now to save your seat on the bus. Log in to receive your 

member discount - your GCA Membership saves you $200!

Sincere Thanks to Our 2019 GCA Summer Tour Sponsors!


