
‘In-a-Snap’ Snapchat Videos 
Target the Wave of Young  
New Homeowners
Lowe’s is partnering with Snapchat, Instagram and Facebook to 

launch a social media campaign using interactive videos, signaling that 

the retailer is reaching out 

to catch the wave of young 

new homeowners that is 

currently surging, reports 

the Wall Street Journal. 

Lowe’s collaborated with 

advertising agency BBDO, 

a division of Omnicom, to 

create a series of Snapchat 

videos called “In-a-Snap.”

The videos allow 

consumers to follow along 

with home improvement projects and to perform specific tasks by 

tapping the screen, which would simulate hammering a nail. Lowe’s is 

also using Facebook and Instagram to release “Flipside” mobile videos 

that enable users to switch between two versions of live-action 

re-enactments of projects: One shows the project going correctly, 

and the other shows it running into trouble. A link back to Lowe’s 

e-commerce site is also provided in the Flipside videos.

Lowe’s has previously launched social campaigns based on video, 

including a series of videos on Vine in 2013 and on Instagram in 2014. 

However, its latest video-based social promotions are another sign 

the retailer is seriously targeting a younger, tech-savvy demographic. 

Count Customers to Turn More 
‘Browsers’ Into ‘Purchasers’
Although sales data is key in tracking your store’s performance, 

what it doesn’t track are those shoppers who have visited but have 

not purchased anything. In many ways, these are the shoppers that 

need more attention if you want to optimize their performance. 

Customer counting is now a “must-have” management tool for all 

types of retailers, including independent garden centers, that can be 

used in a strategic and operational context to measure performance 

and analyze the efficacy of decision-taking, according to Tim 

Denison, Director of the Retail Performance Analytics Team at Ipsos 

Retail Performance.

The five most valuable applications for customer counting include:

1. �Staff�scheduling�and�resourcing�-�Some retailers are turning to 

footfall data rather than historic sales patterns to establish a full 

picture of in-store activity and service demand levels. The result 

is improved resourcing, less wasteful downtime and consistently 

improved customer service scores. The simple equation of lining 

up demand/traffic with supply/staff works every time.

2. Target�setting,�incentivization�and�performance�measurement�

- Measuring in-store sales performance is a building block of 

incentivizing your workforce. Conversion rates, or the percentage 

of shoppers who make purchases, is fast becoming a favorite 

performance motivator. Denison advises against setting 

blanket conversion rate targets across all stores or even store 

segments. Every store has its own local factors that impact on its 

performance. The vicinity of big box or other IGC competitors, the 

quality of pitch location, the catchment demographics and even 

the size of the parking lot can impact store conversion rates. Set 

weekly average conversion rates as daily targets, making the goal 

store-specific, fair and achievable.  

3. Store�portfolio�analysis�-�Out of sight means out of mind, and 

without the visual prompt of passing the store every day, brand 

awareness levels can soon drop off, resulting in a slump in online 

sales in neighborhoods where stores used to exist. Store portfolio 

analysis is increasingly incorporating store footfall and website hit 

data to address the question of how large a store portfolio should 

be and how catchment areas should be defined in this brick-and-

click world.

4. Marketing�efficacy�-�Using footfall to quantify the impact of a 

marketing campaign or a promotion is a worthy supplement to 

sales analysis, helping to track the speed of decline and the best 

time frames for promotions. As a mark of its industry importance, 

footfall counting is increasingly being used by leading marketing 

agencies as a method of benchmarking success.

5. Testing�new�store�concepts�- Footfall data is becoming a part of 

standard investment testing practice. Footfall and conversion rate 

changes from test stores compared against data from control stores 

is helping retailers make better informed strategic moves and 

decisions that grow the business rather than lead to its demise. 

Four Ways to Improve Your 
Store’s Advertising Returns
Garden centers must be customer-centric to win, looking at and 

understanding consumers’ needs and motivations, says Chris Bye, 

Design Entrepreneur and 

Customer Experience 

Strategist for Bye 

Design. And getting to 

that requires knowing 

consumers so well that 

you understand what 

they do and why. In their 

book, Hooked: How to 

Build Habit-Forming 

Products, Authors Nir Eyal 

and Ryan Hoover outline 

a hook model with four 

components that focuses 

on changing customers’ 

preferences, tastes and habits through experience:

1. Trigger: Certain emotions will trigger shoppers to do things out 

of habit with little or no conscious thought. A happy customer 

testimonial on your garden center website could entice other 

shoppers to make a purchase.

2. Action: There must be sufficient motivation and ability for the 

action to be performed. An efficient website will get customers 

browsing your products before they’ve even stepped in the store.

3. Reward: The reward of the hunt, the reward of the tribe and the 

reward of the self. Your regular customers think there’s something 

fun about finding an unexpected product or unusual plant variety 

on your shelves.

4. Investment: The shopper stores value into the product for a 

future benefit. Tout the many future benefits of the edibles 

featured at your garden center.
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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.

You Thought Millennials Were 
Shaking Up Retail - Look at 
What’s Next from Gen Z
Every retailer is focused on how to capture and cash in on the 

Millennial consumer, but what about the generation of shoppers 

right after them, the Gen Z customer? Here are three ways Gen Z will 

change the way your garden center does business in the next few 

years, from an article by Dan Berthiaume of Chain Store Age:

• �Video: Gen Z engages with what they see as a truly seamless 

physical-virtual environment via video. Some retailers have 

already begun offering shoppable videos, and YouTube now offers 

transactional functionality directly from its video platform. Garden 

centers will need to more fully integrate video into stores, mobile 

apps and POS in the future. Video will become a means of buying 

goods, says Jill Standish, Senior Managing Director of Retail for 

Accenture Consulting. Video POS in-store and interactive online 

videos, such as design your own dream landscape or custom 

container, at your website will help this younger generation get 

excited about gardening.

• �Community: Gen Z consumers trust each other much more 

than they trust brands or retailers, making third-party online 

marketplaces that connect buyers and sellers much more important 

in the near future. In the years ahead, being a successful retailer 

will have less to do with having actual physical inventory or 

infrastructure and more with building a community that connects 

consumers with the products they want and each other. Create a 

community forum or blog at your website where your customers 

can share gardening tips, project ideas, photos and more.

•  Department�Stores: Department stores offer too broad a range of 

merchandise to create a true sense of community around a specific 

interest or product. The need to satisfy a wide range of shoppers 

limits how “cool” the store experience can be. Garden centers 

can create that sense of community by being involved in local 

organizations and events.  

Here’s How to Put Your 
Garden Center’s Marketing 
Data to Work to Grow Profits
For too long, retailers - especially small businesses, like independent 

garden centers - have siloed marketing data and predictive analytics 

within the marketing department or with a single marketing manager, 

disconnecting that important information from their customer care 

associates. Unlocking this information for them can spur personalized 

customer engagements, which, in turn, improves customer 

satisfaction, creates loyalty and grows profits. 

Here are three steps to help you integrate analytics into your garden 

center’s sales strategies for more engaging customer experiences, 

from Sutherland Global Services’ “The Missing Link” white paper:

1. Use “journey mapping” to map the entire customer experience, 

from before they step into your store to after they’ve made a 

purchase. This will help you understand the customer’s perspective at 

each stage and identify problems if the process breaks down.

2. Provide access to your customer service associates across 

different channels and mediums to satisfy customer needs. Make 

sure each channel provides a service that makes the best use of 

customers’ time.

3. Create a 360-degree view of your garden center customers in one 

dashboard, such as a Customer Engagement Management platform, 

embedding analytics to predict consumers’ behaviors. Analytics 

to include transaction logs, behavior by channel, demographics/

psychographics, brand and product affinities, online clickstream data, 

unstructured data (social comments) and promotional history. This 

will yield an automated set of intelligent, real-time recommendations 

to your customer care associates.

Shoppers Want Your Garden 
Center to Be Mobile-Friendly
If you haven’t incorporated digital into your garden center sales 

- whether at your store’s website or with in-store technological 

integrations - now’s the time to jump in or you’ll risk losing out 

on a large chunk of sales. A new study by SOTI shows that most 

consumers are shopping at mobile-friendly retailers, revealing that 

they are more likely to use mobile technology during their shopping 

experience to research products, compare prices in-store, purchase 

products through self-checkouts and use mobile POS. Sixty-six 

percent of consumers are more likely to shop at retailers that offer 

mobile technology during an in-store shopping experience, while 

93 percent said they would like to see more retailers using in-store 

mobile solutions.

Here are some additional insights from the study:

•  Seventy-three percent said in-store mobile technology signaled 

better customer service and loyalty.

•  Forty percent have experienced location-aware beacon technology 

to deliver promotions and coupons while in-store, and 85 percent 

want to see more customized, location-based deals like this from 

retailers.

•  Fifty-nine percent prefer using an in-store kiosk instead of working 

with a sales associate.

•  Seven out of 10 prefer mobile POS over a traditional cashier 

checkout.

Now Trending in Garden Retailing . . .
•  If you sell online, do you let your customers know when they’ll receive their order? One-third�of�consumers�would�abandon�their�online�

cart�and�shop�with�a�competitor�if�an�estimated�delivery�window�was�not�provided, according to CFI Group’s “Retail Report 2016: Fulfilling 

Modern-Day Shoppers’ High Expectations” study. 

•  The benefits of mobile POS (mPOS) solutions are endless. Some�retailers�are�realizing�as�much�as�a�25�percent�increase�in�sales�from�mPOS, 

according to IHL Group’s study in iVend Retail’s “What’s Next for Retail: Navigating Your Business from Now into the Future” report.

•  Each year, U.S.�retailers�lose�more�than�$40�billion�dollars�due�to�shrink, according to the National Retail Federation (NRF). It’s�mostly�due�

to�employee/internal�theft�(34.5�percent)�and�shoplifting/organized�crime�(38�percent), reported in “Retail News Insider June 2016” by 

Interactions Consumer Experience Marketing.

Join GCA’s and the IGC Show’s 
Social Network
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TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Registration�Now�Open!
GCA�Summer�Tour,�Portland,�OR 
June�26-29
All aboard the GCA 

Summer Tour as it heads 

to Portland, OR, for an 

exclusive behind-the-

scenes look at the garden 

centers that make this 

Northwestern market a 

hub of retail innovation. 

Portland has been called 

a treasure trove of merchandising and retail inspiration, so be sure to 

pack your notebook and camera!

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

member discount - your GCA Membership saves you $200!

Enjoy�Exclusive�Savings�&�Special�Perks�at�
IGC�Show�Chicago�&� 
EIGC�-�The�Eastern�Show�for�IGCs
GCA Members save $260 on each EIGC/IGC Retailer Conference All-

Access Pass registration during the early bird registration period, 

and $100 off each EIGC/IGC Show Monday Garden Center Bus Tour 

registration! 

Other benefits include:

•  Two free drink tickets per company  

for redemption at Tuesday evening’s 

EIGC/IGC Show Party & Concert

•  Special reserved seating at the concerts 

- come early, seating is limited!

•  Access to the GCA Member Lounge at IGC Show Chicago, with a 

special catered lunch buffet available at your convenience

Enter the promo code IGCGCA when you register: 

EIGC - The Eastern Show for IGCs Registration: Click here. 

IGC Show Chicago Registration: Click here. 

 

August 2-4, 2016
Valley Forge Casino Resort,  

Philadelphia Metro Area, PA

August 16-18, 2016
Navy Pier Festival Hall,  
Downtown Chicago, IL


