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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.

NGA Consumer Gardening 
Research Looks at Cannabis, 
Organics, Veggies & More
The 2019 National Gardening Survey,  recently released by the 

National Gardening Association, reveals important new information 

about today’s gardening consumer that could help decide what you 

do next in your indie garden center business.

First up is cannabis. Survey respondents were asked how likely they 

would be to personally grow marijuana, assuming it were legal to 

do so. Three in ten respondents (30 percent) say they definitely (16 

percent) or probably (14 percent) would if it were legal - an estimated 

77.2 million U.S. adult residents.

Just over a quarter of respondents (27 percent) from gardening 

households say that all (8 percent) or most (19 percent) of the 

lawn and garden products and materials they purchase are labeled 

“organic.” Thirty-five percent say that some of the products and 

materials they purchase are labeled “organic,” while 38 percent say 

that very little of it (18 percent) or none at all (20 percent) is labeled 

“organic.” 

Twenty percent of U.S. households (24.3 million) participate in 

container gardening. The largest growth was among households with 

incomes of $35,000-$49,999.

Twenty-five percent of U.S. households (30.6 million) participate in 

vegetable gardening.

Sixteen percent of U.S. households (20 million) participate in herb 

gardening, and there’s been very stable growth over the past few 

years. Respondents with a household income between $75,000-

$99,999 or $150,000 or more, those between 18-34 years old, those 

who are employed full time, those with children in their household, 

and those with a college degree or more education say that their 

household spent more than others on herb gardening in 2018. 

The full 222-page National Gardening Survey is available for purchase 

at www.gardenresearch.com.

Shoppers Still Want To  
Visit Your Garden Center  
In Person, Survey Says

Good news for your garden center: Consumers still love the physical 

retail store environment, with 85 percent of U.S. shoppers dropping 

into a brick-and-mortar store during a typical week, according to a 

RetailMeNot survey conducted by Kelton Global.

On average, physical retail shoppers visit three stores a week, and 

that number hits four when it comes to Millennials and about five  

for the Generation Z shopper segment. Those figures do not include 

grocery store or convenience store visits, according to a release on 

the survey findings.

“In-store retail is still the most important channel for consumers, 

and the role that mobile plays in the shopping journey is notable to 

retailers who want to reach in-store shoppers,” Marissa Tarleton, CEO 

of RetailMeNot, says in the release. “The mobile device is the number 

one in-store shopping companion, which is a marketing opportunity 

for retailers to drive in-store footfall, incentivize sales and understand 

online-to-offline behavior.”

Other top findings include:

•  More than half (53 percent) would rather use a mobile device to 

find deals and offers on products they are considering purchasing 

than discuss promotions with an in-store associate.

•  Nearly half (49 percent) have an app that collects and provides 

deals and discounts across retailers on their smartphones.

•  Sixty-five percent are receiving mobile coupons they can redeem in-

store which they see as being important when shopping in physical 

stores.

•  Sixty-nine percent say receiving a personalized offer on their phone 

that they can use in-store would make them more likely to visit a 

physical retail location.

Happy Employees Mean Happy 
Customers - The Tips You 
Need To Engage Your Staff

Plenty of retail associates feel bored, uninspired and unmotivated, 

which is problematic, since they serve as brand ambassadors for your 

garden center, according to Zipline’s “The Keys to Engaging Retail 

Associates” report. All sorts of factors play into their sense of apathy 

and frustration, but here are some useful ways to push back against 

high turnover and low performance, and make your troops feel 

engaged and inspired instead:

1. A sense of purpose. Actively foster connections with your 

employees on several different levels. Create a brand image and 

name that your associates are proud to be a part of. Establish your 

garden center’s mission and values so staff can better identify 

what your business contributes to the community. Strong retail 

organizations have the right mix of predictability and flexibility. 

They set clear plans, ensure accountability and think about how 

actions impact the brand, while also creating space for good 

ideas to come up organically and for those on the frontlines to 

make decisions in the moment. Your staff members also need 

product knowledge so they’re equipped and empowered to sell 

your plants and other merchandise. Not only does this drive more 

sales, it also helps employees feel connected to your product and 

store.

2. A blueprint for how they can contribute. Associates need to see 

not only the goal on the horizon, but the path that will lead them 

there. We live in a world of uncertainty and rapid change, so it’s 

not possible to have everything scripted out, but your sales team 

needs some clarity about the steps they’re meant to take. At any 

given time, they should have a sense of what they’re expected to 

accomplish, by when and how that connects to the broader vision.

3. The ability to take action. In order for your associates to take 

action and make the right decisions, they need ongoing training. 

They also need access to information. Store teams carry out tasks 

more efficiently and quicker when they understand the context 

behind it and management’s intent. As they’re carrying out 

their daily tasks, associates need affirmation when they’re doing 

something right and constructive criticism when they can do it 

more effectively. Give them some authority to feel bought in - like 

they’re a part of the solution.

If you’re looking for more tips on how to engage your employees, 

consider signing up for the Continuing Education @ IGC program, 

which features a whole track, “‘Dream Team’ Hiring, Training & 

Retaining For Staff-Strapped IGCs,” dedicated to finding - and 

keeping - qualified help for your indie garden center, led by hiring 

professional, trainer, consultant and author Jeff Kortes.

Is Your Social Marketing Game 
Winning New Customers? 

Of the 68 percent of Americans using Facebook, 74 percent check the 

site daily, and 51 percent say are on the platform several times a day, 

according to a Pew Research report that summarizes social media 

usage. Pew polled 2,002 U.S. adults age 18 and over about their social 

media use on the following eight platforms: Facebook, YouTube, 

Instagram, Pinterest, Snapchat, LinkedIn, Twitter and WhatsApp.

For the most part, Facebook usage has not changed dramatically 

since the research firm’s April 2016 report. Facebook is still the most 

popular traditional social media platform for all the respondents.

YouTube is also attracting a large segment of users, even though Pew 

admits it’s not necessarily considered a traditional social media site. 

In fact, it had higher user numbers than Facebook, with 73 percent 

of all respondents saying they use YouTube. The report did not have 

numbers for previous YouTube usage, as this was the first year it was 

included in the survey questions, along with Snapchat and WhatsApp.

Pew’s data showed the typical adult reports using three of the eight 

social sites included in the survey. Same as Facebook’s numbers, most 

of the usage for these sites has remained relatively unchanged since 

the firm’s 2016 report.

The biggest jump Pew saw in usage was on Instagram, with 35 

percent of respondents now using the site compared to the 28 

percent who reported using it two years ago.

When looking at usage numbers by age group, Pew Research reports 

88 percent of 18- to 29-year-olds are using some form of social 

media. The report broke down the social media usage for this age 

group into categories: 18- to 24-year-olds and 25- to 29-year-olds. 

Here is what they found:

Social media usage among 18- to 24-year-olds

•  Ninety-four percent use YouTube.

•  Eighty percent are on Facebook.

•  Seventy-eight percent are on Snapchat.

•  Seventy-one percent are on Instagram.

•  Forty-five percent are on Twitter.

This age group represents the largest share of Snapchat users of 

the various age groups. Among the 78 percent of 18- to 24-year-

olds using Snapchat, 82 percent say they open the app daily, and 71 

percent say they use it multiple times per day.

Instagram is getting slightly less use by this group. Of the 71 percent 

on Instagram, 81 percent say they visit the site daily and just over half 

(55 percent) are going several times a day.

Social media usage among 25- to 29-year-olds:

•  About 80 percent use YouTube.

•  About 80 percent are on Facebook.

•  Fifty-four percent are on Snapchat.

•  Fifty-four percent are on Instagram.

•  About 30 percent are on Twitter.

This slightly older age group of 25- to 29-year-olds have similar usage 

patterns for Facebook and YouTube when compared to the 18- to 

24-year-old crowd.

The numbers differ more widely between the two age groups when 

looking at Snapchat and Instagram, with this older age group of 25- to 

29-year-olds less likely to use either of the two platforms.

Per the report, 84 percent of the 30- to 49-year-old age group is 

visiting YouTube, and 80 percent are on Facebook.

Social media usage numbers for the 30- to 49-year-old age group 

drops significantly for Instagram, Snapchat and Twitter - with 40 

percent of this population active on Instagram, and less than 30 

percent on Snapchat or Twitter.

For the 50+ age group, usage numbers are even lower across the 

board: 56 percent use YouTube and 55 percent on Facebook. These 

numbers take a nosedive from there, with 16 percent on Instagram, 

14 percent on Twitter and only seven percent on Snapchat.

Join GCA’s and the IGC Show’s 
Social Network
#GCASummerTour & #IGCShow

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Millennials Crave More Social 
Media Engagement From Your 
Store In Exchange For Loyalty

Millennial consumers will become more likely to contact your garden 

center directly through social media to provide feedback, rather than 

using traditional company surveys, according to IT solutions company 

TELUS International. It partnered with Harris Insight to survey 570 

Millennials among 2,000 U.S. adults to find out how loyal they are 

toward retailers.

The survey shows that more than two out of five Millennials (43 

percent, compared to 21 percent of Americans over age 45) say if 

a store they purchase from does not have a social media page to 

provide feedback on, they would consider purchasing from a different 

one that does.

Almost three out of four (72 percent) Millennials (versus 47 percent of 

Americans aged over 45) would be more likely to be loyal to a retailer 

that responds to feedback via social media over a store that does not.

Almost two out of three (62 percent) Millennials would likely 

recommend a retailer that has an exceptional social media presence 

(e.g., quick response times, informative, across multiple sites) - even if 

they were not initially happy with their product or service.

More than half of Americans (55 percent) and two out of three 

(66 percent) Millennials say their loyalty toward a retailer would 

be impacted by how quickly they address their feedback via social 

media.

Feedback on social media is like gold dust for retailers. The survey 

showed that 38 percent of Millennials (and 24 percent of Americans 

overall) have provided feedback to companies they purchased from 

using social media once a week, or more often, during the past 12 

months. Almost one in five Millennials (18 percent) prefer to leave 

positive feedback for a company they have purchased from via 

company social media channels, while 13 percent use it for providing 

negative feedback.

This digital imperative means that every independent garden center 

business, big or small, must have a strong social media presence and 

great customer experience to ensure loyalty across all channels.

Brand loyalty relies on social media engagement and the business 

value associated with establishing digital and social touchpoints for 

customers to be able to contact retailers through customer service 

channels. Garden centers will need to place an even greater focus on 

providing top quality, rapid customer service across social channels if 

they want to keep their Millennial customers.

Engaged customer experience teams can help retailers connect with 

their customers wherever they want to connect. They can also deliver 

good around-the-clock support, and give their store a second chance 

if something goes wrong.

Millennials will increasingly connect with retailers through social 

media, highlighting its importance as part of an overall customer 

service delivery strategy.

Jeffrey Puritt, President and CEO of TELUS International, says:

“Millennials are poised to represent 30 percent of retail sales, and 

are clearly in the driver’s seat when it comes to influencing where 

and how brands need to engage with consumers in order to remain 

relevant and top of mind. An authentic and strategic social media 

presence that provides consumers with personalized, informative 

and immediate responses is no longer a ‘nice to have’, but a necessity 

in the digital age when customer experience, not price, is the top 

competitive differentiator.”

Social media may give your garden center a second chance to make a 

first impression with Millennials.

Do Millennials’ shopping habits still puzzle you? Find out more 

interesting, eye-opening insights about this generation of consumers 

from Mark Belling’s keynote, “Cracking the Millennial Code: A Look at 

the Generation Who At Times Makes Us Laugh ... And Tear Our Hair 

Out!,” at the IGC Show on Thursday, August 15 at 9 a.m. CDT. Go to 

www.IGCShow.com to learn more.

The Numbers Show Americans 
Want Cannabis Legalization

An estimated 64 million Americans have tried some form of CBD in 

the last 24 months, with nearly one out of seven using the compound 

every day, according to a Consumer Reports survey.

In addition, according to The General Social Survey conducted by 

NORC at the University of Chicago, 61 percent of those surveyed 

support cannabis legalization. That’s up from 57 percent in 2016.  

A Gallup survey found that 66 percent of Americans are in favor of 

legalization. That’s up from just 60 percent in 2016. 

A Pew survey found that 62 percent of Americans want to see 

cannabis legalization in the country, as compared to just 57 percent in 

2015.

With the approval ratings for full cannabis legalization rising, 

independent garden centers are perfectly poised to benefit from 

consumer interest in growing cannabis and CBD personal care 

products. If cannabis is already legal in your state and you’re 

interested in learning more about how your store can profit, visit the 

new, ground-breaking product showcase, Cannabis Corner, at the IGC 

Show this August. 

As the first-ever and only dedicated Cannabis/CBD product showcase 

in the horticultural trade show industry, Cannabis Corner will give 

independent garden center retailers the opportunity to position 

their stores firmly out front as their customers’ trusted resource in 

the fast-emerging Home-Grow and CBD Personal Care purchasing 

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

Trends Report Shows What’s 
Moving Retail Right Now

As the retail landscape evolves, and as customers place the greatest 

value on their time and attention, garden centers have responded by 

offering greater conveniences, customized experiences and deeper 

levels of personalization. Today’s customers expect more from 

retailers than ever before, and it’s these demands that continue to 

push the industry forward with great speed.

Alliance Data’s “Now, New, Next: 2019 Retail Trends Report” details 

the hottest retailing trends, and how you can place the customer 

at the center of your business to maintain relevancy and deepen 

engagement.

Here are the trends shaping retail right now:

1. Purposefully connected journeys. Retailers have gone beyond 

simply creating consistency between their various channels and 

are moving to deploy technology and solutions that truly enable 

fluid, customer-directed experiences. By strategically connecting 

all of their assets and channels, retailers are removing friction 

and serving up the right information on demand and in real time. 

Customers all have unique expectations. Design an experience 

where they can decide whether to engage online or in your store, 

enabling them to get quick access to personalized help in the 

moment. Ensure customers have visibility to which items are 

in stock at store locations closest to them. Use geofencing and 

beacon technology to serve up relevant, targeted messaging and 

offers when they are in-store.

2. Embracing every body. As consumers become more culturally 

and socially aware, there is a growing expectation that retailers 

will recognize the value in every individual. Stores are responding 

by making conscious efforts to design more inclusive services, 

products and experiences that empower individuals to engage 

with a retailer on their terms. Strategically extending programs, 

products and services to new audiences can provide access to 

new customer bases in addition to offering more robust data 

collection opportunities.

3. Engaging in the retailer promise in-store. Continuing to 

reimagine their store environments with immersive experiences 

and hospitality elements, retailers are now focused on bringing 

actual product usage into the branded space. These adjacent 

experiences and services increase the value and the amount 

of time consumers spend in-store and deepen customers’ 

connections with the retailer in an authentic way. Design relevant 

services and experiences that showcase how the retailer is helping 

customers fulfill their functional and emotional needs.

4. Conscious connections. Today’s socially conscious consumers 

appreciate retailers adopting platforms designed to make 

the world a better place. Tapping into sustainability and 

environmentally friendly initiatives in authentic, transparent ways, 

these retailers are forging deeper connections with consumers by 

demonstrating that the causes close to their hearts also matter to 

the company. Look to your most loyal customers to find out which 

causes matter to them and intersect with what matters to your 

company. As customer sentiment around environmental causes 

evolves, evaluate sustainability programs on an ongoing basis to 

ensure your garden center’s efforts are resonating and making a 

measurable impact.

5. Precise personalization. As personalization continues to be 

a winning strategy to connect with consumers, retailers are 

looking at opportunities to deliver a deeper level of precision 

in customization and bespoke products and services. New 

innovations in data-driven, tailor-made offerings are giving 

consumers new inspiration and ways to “make it mine.” The 

results are so customized to the customers’ needs that their 

satisfaction is nearly assured. Engage data points around 

emotional drivers like music, social causes or location to develop 

a deeply personalized product offering, creating a unique 

connection with each consumer. Look to weather, social media, 

digital interaction and more to provide unique insights into your 

customers’ needs and expectations.

6. Mainstreaming secondhand. The secondhand market is looking 

more like traditional retail, with curated offerings, higher-

touch store experiences and tech-enabled customer journeys. 

As customer feelings around ownership continue to evolve, 

more retailers are embracing the resale market as an attractive 

opportunity. Consider offering resale as an opportunity to control 

the presentation and experience, or partnering with a trusted 

resale company to ensure products sold are authentic.

7. A social shopping revolution. As social media platforms roll 

out new commerce-enabling features, retail is on the cusp of 

a revolution in social shopping. Retailers are embracing this 

new functionality through new shoppable content, testing 

new platform technologies and enabling customers to move 

more seamlessly from inspiration and discovery to purchase. 

Engaging elements, like augmented reality filters, polling 

features and shoppable image carousels, invite social media 

users to interact with content and create deeper connections 

with a retailer.

8. Bridging the gap. As retailers continue to look to their digital 

channels as an avenue for growth, retailers are leaning into 

innovative digital solutions to help overcome the inherent 

challenges of shopping online. Whether solving for fit, product 

visualization, service or personalized guidance, the goal is to 

create leading-edge services and solutions that enhance customer 

satisfaction and increase comfort with buying specialized products 

online.

9. Driven by artificial intelligence. Retailers are experimenting with 

artificial intelligence throughout the customer journey, with some 

of the most exciting innovations occurring when brands turn over 

decision-making to data-driven algorithms. These can determine 

website design, ad messaging and placement, and product 

recommendations in real time, generating impressive efficiencies 

and enabling 1:1 personalized journeys at scale. 

10. Actionable simplicity. As technology begins to permeate every 

element of consumers’ daily lives, and as time becomes a more 

critical commodity, products are quite literally working smarter 

and harder. Consider how your garden center could integrate 

with complementary products or services to solve common 

customer challenges or remove hassle from daily life. Look 

to mobile devices and emerging technology opportunities to 

extend interaction with the product and store long after the 

initial sale is complete.

Now Trending in Garden Retailing . . .
•  Your customers are getting used to the speedy delivery of online orders, thanks to Amazon Prime’s promise of one- and two-day shipping.  

Nearly 40 percent of online shoppers now expect retailers to offer free two-day shipping, according to the National Retail Federation’s 

(NRF) Consumer View Winter 2018/2019 report. How fast can you deliver?

•  Brick-and-mortar stores and mobile devices go hand-in-hand. About 85 percent of U.S. consumers still make weekly trips to non-grocery 

stores, but 69 percent of those in-store shoppers prefer to use their mobile phones to look up product reviews instead of asking a store 

employee, reveals a RetailMeNot survey conducted by Kelton Global. More than half of shoppers also use their phones to seek out deals 

while they’re in stores.
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Register Now & Skip the Lines Later! 
  
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 registra-

tion 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. 

A FEW SEATS LEFT! GRAB YOURS NOW!

GCA Summer Tour 
Nashville, Tennessee 
June 23-26
The Music City-bound tour, June 23-26, 

holds a dynamic mix of IGC retailers, 

eye-opening educational sessions daily 

and more opportunities for networking. 

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. Plus, don’t miss the daily container-building 

demos with Sharon Hadden and Shop Talk Retail Discussions.

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!

http://www.igcshow.com/
https://www.gardencentersofamerica.com/
http://www.epicor.com
http://www.truevaluecompany.com/Open-a-Store/Garden-Centers/About-Garden-Centers
https://gardenersconfidence.com/
https://www.espoma.com/
https://www.ceramousa.com/
http://www.bonide.com/
http://www.ballhort.com/
https://www.fitt-usa.com/
https://rapidgardenpos.com/
http://www.sungro.com/
http://www.truevaluecompany.com/Open-a-Store/Garden-Centers/About-Garden-Centers
https://glenhavenhomeholiday.com/
https://lgrmag.com/
http://www.igcmagazine.com
http://mccorklenurseries.com/

