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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.

Apple’s ‘Town Square’ Stores 
Exemplify Retail’s Emphasis on 
Creating ‘Experiences’
Apple has come out and announced that they’re using the term 

“town squares” instead of “stores,” signaling to the rest of the retail 

industry that it’s more than just about buying product for customers, 

according to Joe Pinsker of The Atlantic. These “town squares” 

feature trees to provide shade from overhead fluorescents, as well 

as gathering spaces for educational classes, as seen in Apple’s most 

recent Seattle storefront. 

Retailers are, very consciously, promoting these in-store 

“experiences.” It’s a reaction to the fact that buying is now something 

that can be done anywhere, and that reaction can be detected in a 

linguistic shift. “There is no question that people are trying to get 

away from the use of the word ‘store’ as well as ‘mall,’” Leonard 

Schlesinger, Professor of Management at Harvard Business School, 

tells The Atlantic. “They are increasingly perceived as remnants of 

a retail world which is increasingly under siege.” Schlesinger thinks 

companies with physical stores will have trouble if they don’t adjust 

to the fact that the internet has taken away many consumers’ 

reasons for visiting physical locations in the first place.

That fact seems to be the motivation behind a few other companies’ 

initiatives announced in recent years. Starbucks, watching with 

distaste the rise of high-end competitors like Stumptown and Blue 

Bottle, a couple years ago opened a 15,000-square-foot “roastery” 

in Seattle. The company plans to open more roasteries in other cities 

starting later this year.

In a less intuitive outgrowth of a company’s core business, the 

Philadelphia-based retailer Urban Outfitters announced in 2015 

that it’d be acquiring Pizzeria Vetri, a beloved local restaurant chain. 

Investors were initially baffled—Urban’s stock declined sharply after 

the announcement—but the idea is that pizzerias might be placed 

near, or even in, the stores.

This is exactly the thinking that more retailers should be 

experimenting with as they adjust to the buy-anywhere reality of the 

internet, Oliver Chen, the Head of Retail and Luxury Equity Research 

at the investment-research firm Cowen and Company, tells The 

Atlantic. Two questions he says retailers are asking are, “What are 

modern consumers enjoying doing, and then how can retail solve 

into that experience?” And “that experience,” he says, usually means 

“eating and drinking and working out and concerns about health and 

wellness.”

A juice bar or a pizzeria might give your garden center an edge 

at a time when competitors are scrambling to adapt. But what 

happens in the longer run, once “experience” is prioritized more 

widely? Does downtown become just a string of corporate “town 

squares” and wine tastings? Chen says that a retail experience that 

emphasizes human interaction and pleasant environments could just 

become the new normal, much like how rapidly shifting consumer 

expectations have pushed online retailers to make free, two-day 

shipping standard. Still, he says, “There are things we may have to 

do where a robot can’t really do it to us.” There will probably be 

brick-and-mortar businesses, like tailors and hairdressers, that remain 

impervious to these trends.

The funny thing about stores-as-experiences is that, even as a notion 

that is shaping retail’s future, it also represents a return to its past. 

“Apple might be interested to know that the first post-WWII malls 

often used similar rhetoric about public squares,” Tracey Deutsch, a 

Professor of History at the University of Minnesota, tells The Atlantic. 

“Victor Gruen, who designed Southdale, the first indoor mall, and 

who really created the look for many of these shopping centers, saw 

himself as creating new public space. That’s surprising in retrospect, 

but not if you understand retail the way he did as a key site for public 

encounters.” Gruen imagined malls serving roles in society similar to 

“the ancient Greek Agora, the Medieval Market Place and our own 

Town Squares,” and in the ‘50s and ‘60s, some malls had auditoriums, 

meeting rooms and ice rinks.

In the 19th century, the creators of early department stores, too, 

were attuned to the experiences of shoppers, particularly the 

middle- and upper-class women they catered to. Deutsch notes that 

these stores had cafes and tea rooms in which customers could rest, 

along with plenty of attendants to help carry any purchases. “One 

reason they promised this,” she says, “was because shopping was an 

experience - and sometimes that experience was uncomfortable or 

caused anxieties for folks worried about conservative gender norms.”

But an important break with the past, Deutsch says, is that this 

shopping experience, once it opened up to a more diverse group 

of shoppers, used to be more democratic. “What’s striking to me is 

that now these retailers are trying to associate certain experiences - 

learning, conversation, personal attention - with high-end consumer 

goods and services,” she says. “It used to be the norm for all 

consumers to have access to these things.”

The More Your Store Sales 
Associates Know, the More 
Your IGC Biz Can Grow

The savviest of retailers know the importance of the entire shopping 

experience to its customers, and are investing in and utilizing well-

designed IT solutions that will help them continue to make brick-and-

mortar retail a long-term option for shoppers, according to Janet 

Hawkins, Founder and President of Opterus.

Stores that offer unique and engaging shopping experiences, 

anticipate customers’ needs and more importantly, have 

knowledgeable sales associates are actually doing well. There is no 

denying consumers still like the physical store shopping experience, 

and the retailers winning the brick-and-mortar game know that first-

hand interactions with customers is invaluable and can be better with 

well-prepared associates. 

And what better way to prepare your garden center’s associates than 

with sales techniques specially tuned in to today’s savvy consumer, 

garnered by independent business owner Phil Wrzesinski, who will 

share them during his Continuing Education @ IGC track “Sales Boot 

Camp for Your Garden Center’s Bottom Line” this month at the IGC 

Show. Visit www.IGCShow.com for more information.

Here are four best practices for ensuring your garden center’s 

associates help keep the store humming with excitement and 

engagement:

1. Change the overall role of the store associate. Associates need to 

know and better understand your garden center’s strategies and 

goals. Communication from upper management to associates has 

to be improved, clearer, simpler, more useful and more efficient.

2. Associates aren’t dispensable, they are central and 

irreplaceable, so treat them that way. Store associates are the 

connection to customers. They shape and guide the experience 

customers have in the stores. It’s bonding, not just branding. 

Increasing associate satisfaction can have a direct and positive 

effect on customer satisfaction and loyalty.

3. Use simple and centralized communications for better task 

management and communication. Enable store associates 

with a communication tool that allows them to more easily 

and conveniently stay on top of daily and weekly tasks, and 

to have access to all relevant information in one place. This 

gives managers and owners visibility into task completion and 

feedback. Engage associates to help them outperform.

4. Associates need to be able to multi-task more efficiently. Help 

store associates to have more time with the customer - more 

time on the floor decreases customer to staff ratio and directly 

increases conversion in the stores.

As brick-and-mortar stores continue to evolve and become more 

than a place to shop, the relationships with associates have to 

evolve as well. They are the ambassador of your garden center and 

are perfectly poised to foster relationships that will support overall 

customer loyalty. Retailers must ensure they have the tools in place 

to communicate with associates. This will empower them to make 

sure that they and the store are prepared to address your customers’ 

needs.

What Customers Get from You 
that They Can’t Buy Online
With the bankruptcies and/or multiple store closures by seemingly 

untouchable brands such as Toys R Us, J Crew, Macy’s, Payless 

Shoes Source, Ann Taylor, Michael Kors and more this year, we can 

appreciate why the retail industry is feeling anxious. There’s a great 

deal of concern over the rise of online retail, with online sales soon to 

exceed $100 billion for the first time, according to the National Retail 

Federation. As retailers reconsider their strategy for 2018, these 

variables can weigh heavily on their minds, according to Justin Jones 

and Ashley Welch of Retail Customer Experience.

Any worry, however, about whether online retail will erode in-store 

is misplaced. This year doesn’t hold an either/or proposition, it’s 

going to be both/and - consumers will value both online and in-store 

experiences. So, a better question to ask is, “What’s the purpose of 

in-store retail?”

Today, consumers expect far more from their point-of-sale 

experience than a smooth, factory procession that has been popular 

in shopping malls and stores in the past. When it comes to efficiency, 

in-store retail will never be able to compete with the click of a mouse 

and free shipping. If in-store retail is only about access, distribution 

and cost, it’s a wonder all shopping malls haven’t closed already. 

Online shopping has freed us all from the constraints of efficiency, 

and this opens the door to a new day of in-store opportunity - both 

for shoppers and for retailers. In their 2014 book The Second Machine 

Age, Andrew McAfee and Erik Brynjolfsson discuss human capabilities 

that cannot and will not be replicated by machines, including new 

idea creation and complex communication. This spells out great news 

for in-store retail and your garden center.

With efficiency off the table, consumers now have very high 

expectations of an in-store experience, whether they realize it or 

not. All shoppers have had extraordinary moments of customer 

service. And that’s what shoppers really value when they’re in-store. 

They want someone who connects with them personally, who can 

navigate a conversation (complex communication) to get to know 

them and to know what they value, and who can give them new 

ideas that will delight them and those for whom they’re shopping.

A true moment of delight is when a store employee helps a customer 

see something they hadn’t before - something they hadn’t thought 

of purchasing, or a new idea they wouldn’t have considered on their 

own. These delights are entirely human and not easily created by 

Amazon’s algorithms. Make creating moments of delight the purpose 

of your in-store retail strategy this year and for years to come. 

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 registra-

tion period, and $100 off each IGC Show Store 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

Convenience Will Rule In 
New Era of Retailing - Is Your 
Garden Center Delivering It?

In today’s modern age of retailing, the new point of sale is wherever 

the customer is or wants to be, driven by a demand for convenience, 

according to Jon Bird, Executive Director of Global Retail & Shopper 

Marketing at VML and contributor for Forbes. 

Convenience is the big battleground and retailers are racing to 

build up their capabilities, and keep a step ahead of rising customer 

expectations at the same time. That means fulfilling orders faster, 

being agnostic with order methods (store, mobile, voice, IoT, etc.), 

flexible with delivery locations and reducing fees - all while adding a 

touch of magic.

In the last year alone, Walmart has expanded its convenience 

factor by acquiring same-day delivery service Parcel; allowing store 

associates to deliver online orders on their way home for some trial 

stores; rolling out nationwide grocery delivery and curbside pickup; 

expanding its Pickup Tower program to 500 new locations and testing 

mobile checkout in-store. Meanwhile, Target has bought same-day 

delivery company Shipt for more than $500 million cash, and reduced 

the delivery fees on its Target Restock “Next Day Essentials” program 

from $4.99 to $2.99.

The catalyst for this 

convenience race is 

Amazon, which has been 

busy itself over the last 12 

months reducing friction for 

customers. Besides continuing 

to leverage its Prime program, 

which provides free two-day 

delivery to members, Amazon 

is rolling out Prime Now to 

more cities (currently 30 in the U.S.), which delivers in two hours 

for free, and one hour for $7.99. It also includes deliveries from its 

Whole Foods stores within two hours in seven U.S. markets. Last year, 

Amazon launched “Instant Pickup” at a limited number of locations 

for customers to order via mobile, then pick up their purchase at an 

Amazon locker within minutes.

Amazon is also innovating with other services. Last month, Amazon 

announced it was launching an in-car delivery service for Prime 

Members, where drivers place packages straight in customers’ trunks, 

no matter the location, in 37 U.S. cities. Later this year, the retail 

giant is expanding its Amazon Go “Just Walk Out” convenience store 

format to Chicago and San Francisco. 

Boiled down from these examples, Bird’s convenience formula is: 

(Speed x location x personalization)/Cost + Magic = Convenience.

To make today’s consumers happy, garden centers need to fulfill the 

order as fast as possible, deliver it to a location of the customer’s 

choosing - or make it available for quick pick-up in-store, recognize 

her automatically, and make the delivery fee inexpensive - or even 

better, free. Then add a special something that makes the experience 

memorable.

Mobile App Ramps Up the 
Convenience Factor for  
Indie Garden Centers
Small independent businesses - including your garden center - can 

improve their ability to compete with the big box giants with the 

new mobile platform GettinLocal, according to National Retail 

Federation’s STORES 

magazine. Retailers can 

inexpensively create 

their own mobile app 

and use it to attract new 

customers, increasing the 

frequency of visits from 

regular customers.

Chris Vlasopoulos, 

Owner of Levittown, N.Y.-

based restaurant Calda 

Pizzeria, has been using 

GettinLocal since January and tells STORES that it has increased sales 

at all three of his restaurants by about 10 percent a day. And there’s 

no sign of that growth abating. Vlasopoulos uses GettinLocal to target 

his customer bases with very specific traffic-building promotions 

tailored to age, gender, shopping preferences and consumer keyword 

searches.

“I can really hone in on just the people who would be interested in a 

specific promotion or deal,” Vlasopoulos says. “I know that when I do 

my total group email specials, half the people get annoyed because 

the offer doesn’t appeal to them so it’s junk to them.”

He signed up for the program because it allows him to reach and 

communicate with both existing and potential customers without 

having to build a proprietary mobile app from scratch. Registering 

to use GettinLocal took about five minutes, he says; adding the 

information he wanted to display, including menus, pictures of 

restaurants and hours of operation took about another 15 minutes.

Vlasopoulos has created several promotions through the platform, all 

of which have helped increase visits and sales, he says. He also likes 

that GettinLocal empowers local businesses. “It’s supporting mom-

and-pops as they compete against big chains,” he says.

To spread awareness of the app and encourage customers to 

download it, Vlasopoulos uses table tent signs, notes in the menu 

and messages the servers wear on their uniforms. Customers who 

download the app are rewarded with a coupon to use on their next 

visit.

GettinLocal was developed by CEO Vito Pagano, along with Co-

founders Shawn Smith and Peter Daly. Pagano tells STORES that 

GettinLocal is the first mobile marketing platform designed to support 

local business, “the cornerstones of our communities.”

GettinLocal also lets businesses create links to social media websites. 

There is no startup fee, Pagano says, and no upfront development 

costs.

By downloading a business’ GettinLocal app, consumers can not only 

support their local business, but often find what they are looking for 

at a price lower than leading online retailers may be charging. What’s 

more, he says, they can take home their purchase immediately and 

not have to wait for a delivery.

Retailers creating their mobile app specify the radius they want 

their app to be visible to consumers, be it two miles or maybe 20 

miles from their businesses. Consumers who download the app 

simply enter their address, age and gender, along with categories 

that interest them such as food, types of restaurants and movies or 

sports.

Businesses using the app can collaborate with compatible other local 

retailers: A restaurant close to a movie theatre, for instance, can 

design a coupon targeted to people at the movie offering an incentive 

as they exit the theatre, such as “Bring your ticket stub and get a free 

appetizer.”

The overall reach of promotions extends to people “from as close as 

300 feet to a business to approximately 50 miles away,” Pagano says.

GettinLocal does not take any percentage of sales. The return on 

investment, Pagano says, comes from growing the platform and 

continuing to enroll more businesses.

“Our philosophy is simple,” Pagano says. “Keep it local. Let’s keep 

customers and their purchases near where they live and work. Strong 

local businesses continue to define our communities.”

Cross Promotion Marketing 
& Partnerships Can Help You 
Turn Higher Profits
Cross promotion is all about expanding the marketing reach of your 

garden center and its product. It’s a broad term that can mean 

advertising across different mediums or even cooperating with other 

companies to showcase each others’ goods and services, according to 

Small Business Trends.

Finding the right kind of company to partner with is a critical step.  

One of the first things you need to keep in mind is that you’re not 

just going to be selling each others’ products, you will be sharing 

reputations as well. People who see your products and the other 

companies being advertised together assume you’re both credible. 

Make sure to check the other firm’s credentials and reputation 

thoroughly.

Here’s everything that you need to know to execute it successfully for 

your garden center:

•  A natural fit? Look for a business that is a natural fit to your garden 

center that includes enhancing each other’s products and sharing 

good credibility in the marketplace. A farm-to-table restaurant or 

cafe would be a good example.

•  More advertising bang. Ask yourself if you’ll get more bang for your 

advertising buck. You might want to team up and pay for a flyer or 

brochure that advertises your garden center and complementary 

companies. Make sure you’re not opting for exactly the same 

markets here.

•  Pick a strategy. The strategies that you use can bounce between 

online marketing and print, television or radio media. First, find 

the best tools to use. After you’ve put together a partnership, use 

analytics to help you to find out which medium is best and which 

times/dates to post content. Google Analytics is a good starting 

point. You need to make sure your garden center’s marketing tools 

and logos are consistent before you start. Remember to include a 

carefully planned call-to-action in your campaigns.

•  Special offers. Special offers and discounts work well. If you’re using 

social media, you’ll want to post regularly on a partnering website. 

These special offers should emphasize any complementary features.

•  E-mail marketing. E-mail marketing is another tool that has good 

ROI. This is an excellent way to promote your latest blog post or 

social media tweet via a newsletter.

•  Brick-and-mortar. Small independent retailers that want to increase 

their physical presence can share booths at local farmer’s markets. 

You can even set up a small display in your partner’s brick-and-

mortar store or restaurant, and vice versa.

One of the advantages of cross promotion includes quick ROI. In fact, 

using cross promotion can be faster than using only SEO, which can 

take several months to pick up steam. What’s more, cross promotion 

marketing is typically done on a pro-bono basis, which is great if 

you’ve got a limited marketing budget to work with. If you managed 

to cross promote with a legitimate and established busines, you’ll get 

a boost in reputation that will convert into sales.

On the flip side, the disadvantages include difficulty finding a 

suitable partner, especially if you sell specialized goods and services. 

It’s harder to keep a consistent message when you’re using cross 

promotion since you’re likely advertising across several channels.

Now Trending in Garden Retailing . . .
•  Dynamic pricing, when retailers change a product cost during the day, is surprisingly popular with consumers. A good majority of shoppers 

(65 percent) embrace dynamic pricing in the retail store setting, especially if it saves money and reduces waste, according to the “Analogue 

to Automated: Retail in the Connected Age” report from Displaydata and Planet Retail RNG.

•  Customers are seeking one-of-a-kind experiences when they go shopping - is your independent garden center living up to the demand? 

Millennial parents are more than twice as likely as other parents, or even other Millennials, to spend much more on experiences than a 

year ago, reveals the National Retail Federation’s (NRF) Spring 2018 Consumer View.

•  Fixing an issue or problem with a customer’s purchase needs to be a seamless, easy process - one that can be handled both online and in-

store. Eighty percent of consumers prefer to first try to resolve their issue online through a company website, online forums or a mobile 

app before contacting customer service, according to the “Agents vs. Self-Service: Which Do Your Customers Prefer” survey from  

Radial and CFI Group.

Join Us for Lunch On Wednesday at the 
IGC Show!
GCA Members are invited to the exclusive, specially catered lunch 

buffet next week, on Wednesday, 

Aug. 15, in the GCA Member Lounge 

at the IGC Show. A delicious lunch 

will be ready for you, with our 

compliments, from 11:30 a.m. to  

2 p.m. in the GCA Member Lounge, 

Room 320. Your GCA Member 

Badge Ribbon gets you in, so be sure 

to pick it up at the GCA Desk at Booth 216 on the main show floor.

You must register for this special lunch. Click here to RSVP. 

Directions to the GCA Member 

Lounge: Take the stairs at the 

back center of the show floor 

to the balcony above - your 

GCA Member Lounge is directly 

at the top of the stairs in Room 

320!
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