
New East Coast Indie Blends 
Gardening, Homewares & Cafe 
for Destination Experience

The Station on Kings, a new indie retailer 

in Lewes, DE, blends the offerings 

of a garden center with those of a 

homeware store and full-menu cafe. 

Owner Leisa Berlin, who also founded 

the Agave tequila bar in Lewes, 

dreamed up her vision for the multi-

faceted store after a visit six years ago to 

Terrain Garden Cafe at the flagship Terrain 

at Styer’s garden center, just outside of Philadelphia, according to a 

recent article in Delmarva Now.

Designed to look like a greenhouse, the open-air, lofty cafe at The 

Station has high ceilings, a clean color palette and light wood tables. 

A long marble pastry case is filled with macarons, pear galettes and 

golden croissants. While enjoying a pastry, customers can order a 

cappuccino, espresso or cafe mocha from Philadelphia-based Counter 

Culture Coffee on-site. 

The cafe doesn’t employ servers - instead, patrons order their food 

at one of three kiosks, pay and seat themselves. There is seating 

available on the patio during the summer and in the greenhouse-like 

space with Parisian chairs and natural sunlight year-round. Menu 

prices range from $7 to $15, and pastries cost around $4. In addition 

to the cafe’s offerings, The Station has a refrigerated section that 

stocks local and Californian cheeses from farms that Berlin has visited 

in person.

In the home and decor section, customers can browse a selection of 

colorful handwoven towels from Guatemalan artisans, hand-painted 

coffee mugs, silverware, teapots, dinner plates and bourbon-infused 

kitchen basics. “When I go to shows to shop for The Station, I look 

for young couples that are starting new businesses,” Berlin tells 

Delmarva Now. “You feel good selling these things, because you know 

this couple is excited that I get to call and do a reorder with them.”

In the spring, she plans to fill the garden center with pathways and 

fountains, and the potting shed will carry seeds, gardening supplies 

and outdoor gear. Berlin also intends to host a small farmers market 

in the summer. The warmer weather will open up the opportunity 

for Berlin to feature boutique-style ice cream, with flavors like 

boysenberry and fig-honey, at the shop.

See more of The Station on the store’s Facebook page at www.

facebook.com/thestationonkings/. 

Watch for These 12 Trends To 
Take Off & Here’s How You 
Can Capitalize On Them
Retail management software company Vend compiled its own report 

of the top 12 trends and issues that will make the biggest impact on 

the retail industry this year:

1. “Chore” shopping will be more streamlined, and “cherish” 

retail will be stronger than ever. “Chore” shopping, or the act of 

buying commodities, will become easier and more streamlined 

with offerings like auto-renewals, one-tap purchases and same-

day delivery from Amazon and other subscription businesses. 

“Cherish” retail, or the side of shopping that involves discovering 

great products and socializing with others, will flourish. Customers 

will still make their way to their local garden center, not to just buy 

but for experiences they won’t find anywhere else.

2. Retailers that enable shoppers to build and customize products 

will prosper. Personalization will still be a key retail trend this 

year and beyond. Today’s consumers want the products they 

purchase at your garden center to either tell a story, fit into their 

lifestyle or be completely unique - or all of the above. Dresden, 

an eyewear retailer and eye healthcare provider, puts next-level 

personalization in action. The company upcycles plastic waste 

from Australian beaches and discarded fishing nets to create 

sunglasses that are completely customizable. 

3. Retailers will increasingly rely on robots. While robots have 

already been spotted helping shoppers on the sales floor 

at some big box stores, Vend expects robots to also play a 

bigger role in supporting retail operations. Amazon and other 

companies are investing in robots to help pack and ship items at 

fulfillment centers. As more consumers use instant messaging 

apps, like Facebook Messenger and WhatsApp, retailers will 

start to use chatbots on these platforms to talk with customers, 

build relationships, improve customer service and streamline 

communications. For instance, if a customer wants to track their 

online order, they can just “ask” the retailer on Messenger, and a 

chatbot can automatically retrieve the shipment information.

4. Retailers that step up their social media strategies will thrive. 

The rise of Instagram Stories, Facebook Live and messenger apps 

will fundamentally change how garden center retailers interact 

with consumers online. Retailers need to reinvent their social 

media strategies - simply posting photos and updates won’t cut 

it. Use social networks and apps to tell stories and engage with 

fans in real time. For example, cosmetics company Birchbox uses 

Facebook Live regularly to share news and giveaway prizes, as well 

as answer questions on the air. Use your social media sites to host 

gardening segments, share news of new products coming in and 

show staff members setting up for your next in-store event.

5. More than ever, data will (and should) drive retail decisions. 

Forward-thinking retailers will keep exploring ways to collect 

and leverage data in their sales, marketing, customer service and 

operations. It’s important to note that being data-driven isn’t 

just for large retailers like Walmart. Smaller businesses like local 

garden centers can also leverage data and gain actionable insights 

using sophisticated retail reporting. 

6. Augmented reality (AR) technology will get even more 

sophisticated. As AR technology matures, more retailers will 

explore ways to use it. IKEA Place, an app that leverages Apple’s 

ARKit, allows users to preview how different IKEA products will 

look in their physical environment. All they need to do is scan 

the floor using their iPhone, then select the product they want to 

view. Your garden center app could utilize the same technology 

to show customers how a certain shrub, outdoor furniture set or 

landscape design would look at their own homes.

7. Brick-and-mortar stores will continue to flourish. Innovative 

stores that offer great shopping experiences will continue to 

emerge. According to the National Retail Federation (NRF), data 

from the IHL Group shows “a net increase in store openings of 

more than 4,000 in 2017. In fact, for each company closing a 

store, 2.7 companies are opening stores.” Vend expects to see 

more independents enter the market with the help of technology, 

like POS and retail management systems, as well as mobile 

applications and cloud-based solutions.

8. Healthy and environmentally friendly lifestyles will be a focus 

for many consumers. More shoppers are choosing products that 

are sourced responsibly and are good for their bodies and the 

environment. Retailers that have placed health or sustainability at 

the core of their business from the beginning continue to thrive. 

In your marketing, play up how your edibles are grown organically 

without harmful chemicals or how planting pollinator gardens is 

great for the environment.

9. In-home services, delivery and consultations will pervade the 

market. Consumers no longer want to leave the house to buy 

commodities, so many merchants will try to engage customers 

by connecting with them in their homes. Companies like Enjoy, 

which hand-delivers and sets up electronics for consumers, will 

expand, and other retailers will ramp up home delivery services. 

IKEA recently purchased TaskRabbit, a platform that connects 

consumers with service providers who can assemble furniture, 

install appliances and more. Both Amazon and Best Buy have 

employed “traveling salespeople” to consult consumers in their 

homes on electronics. You could send your plant experts out to 

your most loyal customers’ homes during the slower months to 

show off new plant varieties, containers for next season and gifts.

10. QR codes will make a comeback. Many brands are incorporating 

QR codes into their packaging or advertising and marketing 

materials to make it easy for shoppers to quickly visit their website 

on their mobile device. Other companies are using the codes to 

drive their content marketing and social media initiatives. And 

with Apple incorporating QR code scanning into iOS 11, it’s easier 

than ever to use QR codes. A unique way for your garden center 

to use QR codes would be to attach codes to plants that would 

lead to Pinterest boards full of inspiring ideas and ways to use that 

plant.

11. Retailers that curate assortments will win. Gone are the days 

when you could just stock up on more products for your shelves 

and expect customers to buy. Modern shoppers are inundated 

with product choices, and at the end of the day, many will choose 

to buy from category experts with inspiring collections. From 

some merchants, it includes creating thoughtful, hand-picked 

assortments of products they know their specific customer 

would love. Other retailers are offering curation services through 

subscription boxes. Your garden center could create a subscription 

service that includes products curated by expert staff members 

and tailored to each customer’s profile of previous purchases.

12. Retail store formats will be much more diverse. Expect one-size-

fits-all store formats to decline. Retailers will increasingly establish 

a variety of store formats to address the needs of different 

markets and locations. Last year, Nordstrom debuted a smaller 

format store, Nordstrom Local, that doesn’t actually carry physical 

inventory for sale. Customers can still try on clothes, but personal 

stylists retrieve the goods from surrounding Nordstrom locations 

or via its website. The store will also offer manicures, and serve 

beer, wine and coffee. You could set up a small pop-up market 

of your garden center to sell plants in new locations you want to 

appeal to.

Consumers Are Spending at 
Smaller-Format Stores
Sales at smaller-format stores are projected to grow 3.9 percent 

annually until 2022, outpacing 0.8 percent sales growth for their big-

box counterparts, according to recent projections from Kantar Retail. 

Stores smaller than 20,000 square feet account for $612 billion in 

annual sales, with that figure slated to grow 21 percent to $741 billion 

in the next five years.

With the boom in sales online, “nobody needs a gazillion square 

feet of store space anymore,” Howard Davidowitz, Chairman of 

Davidowitz & Associates, tells The Washington Post. “Retailers are 

realizing that they have to downsize stores to save money.”

Walmart, which had been testing small-format Express stores since 

2011, last year announced it was scrapping its plans and closing all 

102 of its Express stores. Walmart executives did not offer much of an 

explanation, but analysts say the chain likely had difficulty persuading 

shoppers to think of Walmart stores as anything but one-stop shops 

for thousands of items. Now, Walmart says it’s shifting gears to 

slightly larger Neighborhood Markets stores, which average about 

40,000 square feet and focus primarily on produce and groceries. 

Latest trends in garden center retailing from America’s only association focused exclusively on the needs of Independent Garden Centers.
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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.

What Can IGC Retailers  
Expect In the New Year?  
NRF’s Predictions for 2018
While there’s no doubt that the over-stored industry is experiencing 

a correction, the industry is anything but dying, says Susan Reda in 

National Retail Federation’s (NRF) STORES magazine. Nimble retailers 

are embracing new ways of doing business and re-engineering the 

way they connect with consumers. Successful independents are 

blending physical and digital experiences, deploying new technologies 

and testing everything from alternative payment options and once 

unheard-of collaborations to divergent thinking about logistics.

To give retailers an idea of what to expect this year, a few STORES 

editors collaborated and generated these forecasts:

•  The process of making customers happy in 2018 will consist of 

unique experiences, transparency, operational efficiencies and 

a vigilance on reducing pain points in the shopper journey. The 

trick for garden centers will be to focus their technology firepower 

on creating unique experiences. One area where personalization 

seems to be sticking is subscriptions. Winc, a wine subscription that 

is gaining popularity, sends customers a variety of wines customized 

to their palate. Another way to connect with today’s consumer 

is through TV, as more Americans boast of binge-watching, and 

retailers need to find a way to connect and capitalize on it.

•  Partnerships and collaborations are the stuff alternative 

business models are made of. Connecting with consumers today 

can mean teasing out new connections inside traditional business 

models. Seeing unexpected collaborations can spark excitement 

and create energy at a time when relationships have begun 

to grow stale. Last year, Ace Hardware announced it acquired 

a majority stake in e-commerce startup The Grommet, the 

company behind FitBit, OtterBox and SodaStream. A collaborative 

partnership was forged in 2016, and in just a short time, Ace 

determined that Grommet customers visited its stores over 50 

percent more often than the average Ace Rewards customer 

and spent almost three times as much. Retailers need to explore 

creative collaborations and strategic partnerships to drive 

consumer relevancy and business viability. 

•  The showroom strategy will gain momentum, as retailers try a 

minimalist approach to selling. For several years the growth of 

e-commerce has put pressure on traditional brick-and-mortar 

retailers to “right-size” physical stores. Target, Sephora and 

Kohl’s have responded with smaller, tech-enabled spaces that 

provide shoppers with a more efficient experience. Look for more 

retailers to adopt this showroom/webroom/guideshop strategy. 

Shoppers are receptive to this type of shopping experience. They’re 

comfortable working with a stylist who captures measurements, 

size and style preferences digitally, and they gravitate toward the 

extras, like tailoring services or a cold drink. Beyond less inventory, 

a smaller footprint translates into fewer associates, higher sales 

rates and fewer returns. Is it time to rethink your garden center’s 

product mix?

•  The rush to find more effective ways to get digital orders into 

customers’ hands will intensify, creating more strain on the 

supply chain and crimping profitability. Retailers have been 

trying to solve supply chain puzzles for years. They desperately 

want to satisfy shoppers’ demands but face a problem of 

inventory - specifically, inventory accuracy. Despite software tools 

intended to manage inventory-related challenges, gaps remain in 

visibility and forecasting.

•  Augmented reality (AR) will be everywhere, as retailers leverage 

the technology to engage shoppers more deeply. AR has been 

embraced for its simplicity in operating this technology. While 

AR has captured shopper interest, virtual reality (VR) is helping 

retail design teams visualize store layouts and shelf set-up. Experts 

believe next-generation opportunities lie in using the technology to 

test store remodels and redesigns before committing to a project.

•  Now is the time to figure out how artificial intelligence (AI) can 

help create customer-centric experiences. In retail, AI promises 

speedier processing of enormous mounds of data; companies 

look forward to the possibility of using AI to suggest data queries 

and possible outcomes, and to optimize execution of sales, 

customer relationship management, shopper recommendations, 

manufacturing, logistics and payments. Ultimately, it will be used 

as a tool to enable differentiated customer experiences. According 

to Gartner research, AI will manage 85 percent of retail customer 

interaction by AI by 2020; 30 percent of all companies will employ 

the technology to augment at least one primary sales process 

by then. Shoppers are already familiar with AI in the form of 

purchasing suggestions on Amazon, live chat bots on websites and 

recommendation services on Spotify and Netflix.

•  The commerce of the future is voice-powered. Voice-first 

computing, powered by AI and natural language processing, 

surfaced in 2011 with the introduction of Apple’s Siri. In a relatively 

short period of time, consumers have discovered the convenience, 

speed and ease of voice commerce. ComScore research forecasts 

50 percent of all searches will be via voice by 2020, while Gartner 

reports virtual assistants will participate in a majority of commercial 

interactions between people and businesses by 2020.

Here are some more speculations from NRF to keep an eye on  

this year:

•   Consumers are spending on health and wellness. Garden center 

that help consumers on their journey to peak physical, mental 

and emotional performance  via gardening are headed in the right 

direction.

•   3D printing is quietly growing and has the potential to shake 

retail’s foundation. McKinsey predicts that additive manufacturing 

could have an economic impact of $550 billion annually by 2025. 

Retailers shouldn’t wait until consumers can print their own 

containers at home to pay attention. International retail expert 

John Stanley already noted in his January/February IGC Magazine 

column how 3D printers are making waves in the food industry, 

and retail is next.

•   Commercial businesses are finding new types of revenue models 

that solve pain points in the customer experience, enabled by 

innovative use of technology.

•   Like it or not, digital currency is coming in the form of bitcoin.

•   Cybersecurity monitoring, detection and remediation will top retail 

initiatives in 2018. Vendor security, proven to be a vulnerability, has 

reached critical status, and all need to guard against new attacks 

aimed at the automation communications layer that are likely to 

emerge as more consumers use home automation/AI assistants 

such as Amazon Echo and Google Home.

Gardening Really Does Make 
Your Customers Happier,  
New Study Shows
Delivering solid selling points for your independent garden center, 

recent research by Texas A&M University shows that gardening 

makes your customers happier and healthier. This probably comes as 

no surprise to you, as you have seen how happy and eager they are to 

refresh their gardens in the spring. But now the research backs it up.

Here are some of the key findings:

•  People who spend time around plants tend to have better 

relationships with others. Gardening and working with nature 

causes measurable increases in compassion for fellow humans, 

making them more likely and willing to care for and help others.

•  People who have flowers around their home, yard, business or 

office are happier than those who don’t. Flowers improve mood 

and reduce stress-related depression, while fostering an optimistic 

outlook. Plants also make people better at their jobs, increasing 

their energy and feelings of vitality.

•  Gardening improves concentration and memory by 20 percent. 

Being around plants, indoors or out, improves work quality and 

accuracy.

•  Children who spend time around plants learn more easily. Plants 

help children with ADD to focus, concentrate and interact more.

•  People who spend time gardening outdoors have better mental 

health and a more positive outlook on life than those who spend 

most of their time indoors.

•  Neighborhoods with parks and gardens have lower crime rates. 

When people are involved with public gardening, they tend to 

be more politically active, and the communities become more 

closely knit.

•  People associate beautifully landscaped areas with a higher quality 

of life, which in turn attracts businesses and opportunities.

•  Beautifying roadways not only makes them more attractive, but it 

improves drivers’ moods and attitudes. Driver safety increases, and 

well-landscaped roads have less accidents.

Is It Time to Rethink Your 
Loyalty Program?
It’s been documented time and again that loyal customers produce 

more revenue than casual shoppers. The tricky question is how to 

design a loyalty program that actually makes customers more loyal, 

spend more per visit and increase their frequency. Narina Sippy, CMO 

of Stellar Loyalty, mapped out several characteristics of a good loyalty 

program you could apply to your garden center’s offerings.

Traditionally, retail loyalty programs have focused on rewards 

that are primarily discounts. But not every customer responds to 

discounts. And unfortunately, because rewards programs have 

become so common, a poorly designed program can actually turn 

some customers off.

A recent survey by Accenture found 57 percent of loyalty program 

members do indeed spend more money with those brands, but when 

you look at the flip side, it means 43 percent of those same “loyal” 

customers spend on average the same amount or less. In addition, 

Accenture reports 23 percent of consumers either have no reaction 

to loyalty programs, or react negatively to them. 

Create a strategic plan that maps the rewards to desired outcomes 

and works as part of an overall loyalty and engagement marketing 

program that takes into account the entire customer experience at 

your garden center. No amount of rewards can make up for a poor in-

store or online customer experience or frustrating return policy. An 

overly complex program is also a deterrent.

Designing a great loyalty program starts with understanding your 

customer, their preferences, why they buy, purchase frequency, and 

how they like to browse and shop. With this knowledge, you can 

create different personas for many types of customers with varied 

behaviors and motivations. Today, technology enables retailers 

to gather complex, real-time data from customers and use it to 

effectively segment and tailor offers that will matter to the customer, 

driving increased loyalty and spend.

An effective loyalty program includes a mix of rewards and 

engagement methods aimed at varying customer types. Some 

customers are bargain-hunters who respond to discounts. But 

other customers will respond better to different kinds of perks 

and communications. Millennial shoppers, for example, tend to 

respond well to personalization, a connection to a cause, and access 

to exclusive offers and experiences. Understanding what your 

customers want from your garden center is the first step. The next 

step is to figure out what kind of behavior you want to encourage. 

Do you want to push customers to buy more often, make larger 

purchases, try new products, buy during slow periods, refer friends 

to the program, rate purchases, share their experiences or create 

content for your social marketing efforts?

Remember, it’s human nature to get bored with more of the same, 

so innovate and surprise your customers by offering exclusive VIP or 

behind-the-scenes events. Consider collaborating with other retail 

partners to deliver unique rewards or a chance for customers to win 

a highly sought after experience.

Now Trending in Garden Retailing . . .
•  Younger consumers love to visit physical stores for a variety of reasons. Half (49 percent) of Millennial/Gen Z consumers say they’re 

shopping in stores more than they were a year ago, with these top reasons listed for the increase in visits: a new retail store or shopping 

center opened (52 percent); entertainment or food options (49 percent); and picking up an online order in-store (45 percent), reveals NRF’s 

Consumer View report.

•  Personalized offers are crucial to encouraging customers’ brand loyalty and increasing the frequency of their shopping trips. Seventy percent 

of shoppers receiving personalized promotions and offers are more likely to visit that store again, according to the “Shopper-First Retailing: 

What Consumers Are Telling Us About the Future of Shopping” report by Salesforce and SapientRazorfish.

•  Your garden center needs an omnichannel marketing strategy. Seventy-six percent of respondents believe it’s important for retailers’ online 

experiences to be consistent with their in-store customer experience, according to G/O Digital’s “Consumers Love Local: Small Retailers Have 

the Edge” report.

Join GCA’s and the IGC Show’s 
Social Network
#GCAtour & #IGCshow

Sincere Thanks to Our 2018 GCA Summer Tour Sponsors!

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS
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Enjoy Exclusive Savings & Special Perks: 
IGC Show, August 14-16, 2018! 
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 Monday Garden 

Center Bus Tour registration! 

•  Two free drink tickets per company  

for Tuesday’s free party and concert 

with The Marshall Tucker Band

•  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

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

ANNOUNCING FEATURED TOUR STOPS!
GCA Summer Tour, June 24-27, 2018 
Seattle, Washington
Explore urban IGCs in some of Seattle’s 

most beautiful neighborhoods, along 

with one-of-a-kind garden retailers 

in the city’s picturesque outskirts, 

while networking with IGC retailers 

from across the country. Three days of 

inspiration and networking are yours.

Click here now to register and read more about what’s in store for 

GCA Summer Tour Seattle. Log in to receive your member discount - 

your GCA Membership saves you $200!
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