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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.

Is Your Garden Center 
Delivering Today’s Modular 
Shopping Experience?
Now that the retail industry has largely acknowledged the one-time 

conflict between “bricks” and “clicks” has ended, retailers face the 

daunting task of organizing their resources to manage and influence 

customer behavior. A session, titled “Creating the Next Generation 

Store,” at this year’s ShopTalk conference in Las Vegas addressed this 

challenge, summarized by Elliot Maras, Editor of KioskMarketplace.

com and FoodTruckOperator.com.

Session moderator Elaine Kleinschmidt, Executive Vice President 

of Strategy and Experience Design at WD Partners, a retail and 

customer experience consultancy, began the session by listing six 

key elements of the customer experience ecosystem that retailers 

have to consider to succeed: product innovation, experiential retail, 

distribution logistics, localization, omnichannel technology and 

value-added services.

Before delving into these specific areas, Kleinschmidt reviewed the 

market forces that have challenged retailers in recent years. The 

overriding challenge is managing and influencing the increasingly 

omnichannel customer. 

On the brick-and-mortar side of the ecosystem, one factor that 

has gotten far less attention than other factors is the highly volatile 

commercial real estate market, which Kleinschmidt says has put some 

retailers out of business.

The challenges are further complicated by the fact that heads of most 

retail companies today do not have a complete view of the retail 

ecosystem, Kleinschmidt says.

An audience text poll verified her position on the state of retail 

leadership. Asked if their head of retail maintains a broad purview 

across all direct-to-consumer channels, less than half (48 percent) say 

some of the time, 9 percent say never, 22 percent say most of the 

time, 5 percent say they did not know the company is supposed to 

create integrated brand experiences, while 15 percent say they were 

not sure.

Flagship Prototype Store Model No Longer Works 

The traditional brick-and-mortar “prototype” model, in which a 

retailer builds a flagship store to be replicated in other locations, 

no longer works, Kleinschmidt says. This is because the flagship 

prototype does not allow the company to scale. 

Instead, stores need to use flexible configurations that contain 

modular elements of experience, product, services, a local point of 

view and technology.

Kleinschmidt then cited companies that have demonstrated success 

in each one of the key areas. The retailers cited include both 

household names, as well as newcomers.

Soma Intimates, which provides a wearable device that helps fit 

women with individually fitted bras, has distinguished itself in the 

area of product innovation by using customer insight to drive product 

design and personalization.

The Lion’esque Group, which provides temporary pop-up shops, has 

distinguished itself in the realm of experiential retail.

Panera Bread has set itself apart with distribution logistics that drive 

repeat visits and loyalty by offering six different ways for customers 

to get food on demand. The store has generated 1.4 million digital 

orders per week.

Neighborhood Goods, a department store with both a physical 

and virtual presence featuring a continuously changing selection of 

brands and products on a local level, has defined itself in the area of 

localization.

Starbucks, a retailer that pioneered the personalized app, exemplifies 

leadership in omnichannel technology by delivering a seamless 

brand experience to a loyal following. While the app was initially 

problematic, it now drives serious repeat business, Kleinschmidt says.

RH Gallery, which gives independent designers a place to consult 

with customers to create home furnishings as well as child products, 

distinguishes itself in value-added services.

Achieving Localization

Kleinschmidt then turned to panelist Matt Alexander, Co-Founder 

and CEO of Neighborhood Goods, to explain what his company’s 

goals were in building its first physical store in Plano, TX. Alexander 

says the company wanted to offer a venue that created a personal 

relationship with the shopper as a way to build trust.

One of the biggest challenges Neighborhood Stores faced in creating 

its first store was fielding a large number of requests from brands 

that wanted to be part of the new store. The company ended 

up taking a total of 30 brands, which was double the number it 

expected, he says, and had to determine which of their products 

would be most relevant to store customers.

The positive customer response has pushed the company into 

expansion mode sooner than expected, he admits, as it plans to add 

seven or eight more stores. 

Achieving Experiential Retail

Kleinschmidt then turned to Melissa Gonzalez, Founder and CEO of 

The Lion’esque Group, to explain the success of by pop-up shops. 

Gonzalez cited three benefits pop-up shops offer: the ability to 

provide a proof of concept quickly; the ability for a retailer to tell its 

story in a large number of locations in an immersive manner and easy 

access to real estate. 

The Lion’esque Group gathers information about customers that 

helps a retailer understand customer shopping habits and how they 

hear about the store, Gonzalez says. Pop-ups require training store 

staff about the products being presented, she says.

One sign of pop-ups’ success, Gonzalez says, is the fact that durations 

are now as long as six months as opposed to a few weeks.

Delivering Product Innovation

Switching to the importance of product innovation, Kleinshmidt 

turned to Brett Anderson, Vice President of Omnichannel Sales 

at Soma Intimates, which provides a bra and a downloadable app 

that measures the woman’s size to create a custom-fitting bra. 

Anderson says as many as 80 percent of women are wearing the 

wrong size bra, because they don’t get fitted frequently enough. The 

Soma technology provides more accurate measurements than tape 

measures, he says.

“It truly unlocks omnichannel capability,” Anderson says of the 

company’s product.

Most customer queries begin online, he says, but the online 

experience lacks the personal interaction that many customers want. 

“You’re largely lacking in that online service element.”

To address this challenge, Soma Intimates has introduced a chatbox 

that can put the customer in touch with a product expert.

“You’ll never replicate the human element,” says Anderson.

Audience Acknowledges Retail Challenges

Kleinschmidt conducted an audience text poll that quantified 

retailers’ and brands’ need for customer insights.

Asked if their store intimately understands its shoppers at a local 

level, 38 percent say they have insights but no one has stitched them 

together, 26 percent have no insights but are trying, 14 percent have 

insights but don’t know how to apply them, 1 percent have insights 

and are great at applying them, and 4 percent say they don’t need 

insights.

Asked if they trying to scale unscalable experiences, 16 percent say 

the problem is pervasive and ongoing, 15 percent say they have faced 

the challenge and have made adjustments, 12 percent say they don’t 

face the task since they don’t have the budget, 18 percent have not 

attempted to provide customer experiences, while 38 percent say the 

question doesn’t apply to them.

Asked to define “experiential” retail, 9 percent say it means making 

it Instragrammable, 19 percent say it means technology integration, 

1 percent see it as creating a beautiful interior design, 65 percent say 

all of the above, while 6 percent say none of the above.

VIDEO: Are 30-Minute Drone 
Deliveries from Amazon Plants 
Next on the Horizon?

Amazon is aiming for deliveries of small items in less than 30 minutes 

with its latest drone design, according to Dan Berthiaume of Chain 

Store Age. The new drone features a hybrid design, meaning it can 

perform vertical takeoffs and landings like a helicopter. However, the 

drone can also shift to an airplane mode once it is in the air for 

efficient, aerodynamic flight.

The drone’s wings also serve as shrouds that enclose the device for 

safety. For additional safety, Amazon designed the drone with six 

degrees of motion freedom, instead of the standard four for aircraft, 

which makes it more stable, and capable of operating safely in more 

gusty wind conditions.

Artificial intelligence (AI) technology enables the drone to 

independently react to changes in its flight environment. While in 

transit, computer vision and machine learning technology will let the 

drone detect static and moving objects in its path. Before descending 

for delivery or ascending after a delivery is complete, stereo vision 

technology and AI algorithms allow the drone to detect and avoid 

obstacles, such as people, animals and wires.

Amazon intends for the new drones to fly up to 15 miles and deliver 

packages under five pounds to customers in less than 30 minutes - 

could that include houseplants, veggies and herbs?

“We know customers are always looking for something better, more 

convenient, and there may be times when one-day delivery may not 

be the right choice,” Jeff Wilke, CEO of Amazon worldwide consumer, 

says in a corporate blog post. “Can we deliver packages to customers 

even faster? We think the answer is yes, and one way we’re pursuing 

that goal is by pioneering autonomous drone technology.”

The company expects to deliver packages via Prime Air drone to 

customers within months. Amazon also says the electric drones are 

part of its Shipment Zero program intended to make all Amazon 

shipments net zero carbon by 2030.

Localized Social Marketing Is 
Your Key to More Customers

As social media becomes an even bigger part of our everyday 

consumer lives, how we use it and what we expect from it continues 

to evolve. While social presence began with big retail companies and 

businesses extending the reach of what TV, websites or early display 

ads could achieve, the evolution of social platforms has provided 

businesses large and small - including your garden center - with ways 

to truly interact with fans, followers and customers on a more 

personalized local level, according to “The Rise of Localized Social 

Marketing” report by SOCi.

Consumers and marketers are converging on social platforms in much 

more meaningful ways through the proactive sharing of insights and 

feedback, and engaging conversations spurred by local topics and 

needs. To keep pace with this trend, social platforms are providing 

a growing list of features and functionalities, such as reviews, social 

conversations and local Business Pages, that now enable what we 

have come to call “localized social marketing.”

Localized social marketing includes marketing efforts that focus on 

building a local presence for a business, leveraging locally driven 

communication channels to reach the specific local communities it 

serves (rather than a broad/national approach). This may include 

social media marketing, review sites, social advertising and other 

two-way engagement channels.

According to a SOCi and LSA collaborative research project, Facebook 

Local Pages are experiencing nearly 2x the impressions of Brand 

Pages, and nearly three-quarters of all user engagement. Today’s 

social-driven consumers crave relevance, and there is nothing more 

relevant than locale.

Here are the localized marketing best practices to put into place at 

your garden center: 

1. Each social platform requires a different content frequency. 

Though there are 4x more Facebook Business Pages and Profiles 

connected on the platform than all other networks combined, 

users are posting at nearly the same frequency to LinkedIn, 

Instagram, Twitter and the soon-to-be-defunct Google+. 

According to SOCi’s in-house social media experts, the frequency 

at which you post to these networks goes far deeper than 

checking a box. Depending on the network, frequency matters 

and can either help or hurt your organic visibility. Users are 

posting to all the major social media sites an average of three 

times per week, which is a great start. In considering the nature of 

each network, its unique functionalities, and audience attention 

span, a higher frequency posting practice may be the way to 

break through and find even greater visibility in platforms like 

Twitter and Instagram. For Facebook and LinkedIn, limiting your 

posting to two to three times per week is optimal due to the 

variety of content available on those platforms, their depth and 

length.

2. Response time is everything. SOCi’s report with the LSA found 

that 77 percent of consumers expect a response to an online 

review or comment. While Facebook and Google My Business 

have the fastest average response times (5-6 days) among all 

networks, this is far below consumer expectation. Your customers 

want to hear back from you within 24 hours, and so multilocation 

businesses need to prioritize response time as an important 

method of customer service. The longer you take to respond, 

the more frustrated a follower or customer will be, and the more 

likely it is that customer and her social circle will not do business 

with your garden center. 

3. Don’t let a few negative reviews impact your star rating. You 

might assume that a few negative reviews could destroy your 

business’ reputation, but that’s not usually the case. Consumers 

expect a few less-than-perfect reviews, but usually don’t let 

one sway them from doing business with the retailer. But if 

you’re struggling to come back from a handful of poor reviews, 

or taking the first steps to manage your online reputation, it’s 

important to know the benchmarks you need to work toward by 

review site or network. One perk of negative reviews is that they 

let you see the areas you can immediately work on to improve 

customer service, product quality or whatever else customers are 

complaining about online. The key is swift response. As soon as 

a negative review comes in, apologize to the reviewer and work 

to remedy the situation - maybe offering a refund or something 

“on the house.” Then deal with whatever the issue was internally. 

Think that negative review is permanent? Not so, as 89 percent of 

consumers are willing to change a negative review, depending on 

the business’ response to their criticism.
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Look for These Color Trends on 
Your Customers’ Shopping  
Lists in Spring 2020

Color makes customers feel good, including in the garden. It’s no 

surprise, then, that Sherwin-Williams’ 2020 annual Color Forecast 

includes 45 different hues divided into five themes - each meant to 

channel joy and serenity while lessening the noise that constantly 

surrounds us. 

Sue Wadden, Director of color marketing at Sherwin-Williams, and 

her global forecast team researched color, design and pop culture 

trends across the globe over months in order to select the five 

themes, which will influence your customers’ purchasing choices. 

Wadden explains that the palettes are an evolution of last year’s color 

forecast. This year, she was looking to counterbalance the cacophony 

of stresses that are an increasing factor of contemporary life. Wadden 

expects 2020 to be an empowering year of change that will focus 

on people getting ready for the new decade. Below are the five 

color trends that Wadden believes we’ll be seeing more of in 2020, 

summarized by Megy Karydes of Architectural Digest:

1. Alive: According to Wadden, Alive’s colors are deep and rich - 

darker jewel tones inspired by mindful living, and even vibrantly 

hued fruits and vegetables. “We’re so conscious about what we 

put in our bodies,” she tells AD PRO, adding that the palette is 

about “being thoughtful, being with family, getting together and 

the idea of nurturing home life.” Throughout the set, look for rich 

blues and ripe olives.

2. Mantra: Mantra is meant to connote Japanese minimalism and 

Scandinavian design. “Natural materials, a balanced palette of 

cool and warm tones - [these hues] are very soft and soothing,” 

Wadden explains of the palette. Considering its neutral versatility, 

Mantra is bound to resonate throughout the design community.

3. Play: “The idea here is bright, bold colors,” Wadden explains of 

the Play set. Adding pops of color, whether it’s through a sofa, 

artwork or accent wall, is the perfect move for those who don’t 

take themselves too seriously. “It’s about stepping back from 

stresses, having a good time, laughing and bringing playfulness 

back into your life,” Wadden says. Play’s bright pink, aqua and gold 

hues are all about adding joy and warmth to a space.

4. Haven: Following up on last year’s Naturalist palette, Haven 

draws its inspiration from nature, with rich - yet subtle - shades 

reminiscent of sea, sand, forest and sky. It’s all about bringing 

those organic elements into your home. The earth-inspired palette 

might be muted, but it works nicely within the current focus on 

wellness—according to Wadden.

5. Heart: Heart, one of Wadden’s favorite ensembles, is inspired by 

humanity. This palette includes silky neutral tones, from clove 

to soft coral, that nod to meditation and comfort. The tones 

would pair well with retro-inspired accessories and warm, earthy 

finishes. “It’s a beautiful, warm palette of neutrals and brights,” 

she notes.

NRF Reveals Findings from 
Online Retailing Study

Traditional physical retail and online retail are increasingly merging 

into a seamless shopping experience, according to the National Retail 

Federation’s (NRF) latest State of Retailing Online study, conducted by 

Forrester Research.

The prime driver, according to a release on the study, is that retailers 

are using both platforms to better serve the consumer. Is your garden 

center making this work for your customers?

“This report shows more than ever that retail is retail regardless 

of where a sale is made or how the product is delivered,” NRF 

Vice President for Research Development and Industry Analysis 

Mark Mathews says in the release. “Products ordered online are 

increasingly picked up in-store or shipped from a nearby store, and 

digital technology being used at brick-and-mortar locations lets 

retailers help customers find what they want or make the sale even 

if the product is out of stock. Traditional retailers have seen the 

opportunities of online selling for years now, and those selling online 

increasingly see that stores are part of the key to success.”

Approximately one-third of retailers surveyed reported increases in 

expenses ranging from their IT and marketing budgets to fulfillment 

and customer service costs. Also, more merchants this year reported 

that their average order values decreased, despite conversion rates 

having increased for many retailers.

With the cost of operating an e-commerce site more costly than ever, 

retailers clearly see the value of physical stores. The study revealed 

43 percent of store-based retailers surveyed expect a net increase 

in the number of brick-and-mortar stores they operate by the end 

of 2018 compared with 2017, and only 16 percent expect a net 

reduction. Retailers are also testing store formats such as opening 

some type of pop-up store (24 percent), and opening warehouses or 

distribution centers (12 percent).

“More brands plan to open stores versus close them this year, which 

proves that the physical retail store is not doomed as many think it 

is,” Forrester Vice President and Principal Analyst Sucharita Kodali 

says in the release. “Smart retailers understand that the two go 

hand-in-hand, but customer obsessed retailers will continue investing 

in areas like omnichannel to provide customers with the seamless 

on and offline experiences they expect and now require. This year’s 

survey proved that while they have work to do in 2018, retailers are 

moving in the right direction.”

The study found that omnichannel programs are still a work in 

progress. A significant portion of retailers surveyed this year, for 

instance, are just now investing in tactics like “Buy Online/Pick Up 

In-Store,” which is the most common area of investment reported for 

2019. The study noted that retailers still face a number of challenges 

with respect to omnichannel, including “elusive” endorsement from 

top-level management.

Retailers also face challenges with regards to personalization. Most 

personalization in retail today happens largely on websites and in 

e-mail marketing. Limited metrics, the inability to track shoppers 

across multiple touchpoints, and incomplete marketing attribution 

hinder deeper content personalization efforts.

Another challenge is the lack of inventory visibility. The most 

important investment for any omnichannel program is to ensure that 

shoppers, store associates, and suppliers know which products are 

where in every store, the report noted. Yet many retailers surveyed 

have still not achieved that vision: 56 percent say that inventory 

accuracy was a problem for their omnichannel efforts. And 65 

percent say that another challenge is having inventory planning 

systems that forecast cross-channel demand.

Here are additional insights from the survey:

•  Personalizing the shopping experience is top priority, cited by 15 

percent of store-based retailers.

•  Those polled are focused on using technology to better enable store 

associates to help customers (12 percent), as well as improving the 

in-store experience (1 percent).

•  To support store associates, 61 percent plan to spend more on 

employee training.

Gen Z Wants to Buy Online & 
Pick Up from Your Store

Package Concierge, a provider of automated locker solutions, has 

released findings about the shopping behaviors of adults aged 18-25 

years old. Among the findings, nearly 60 percent of the 1,000 polled 

have visited a mall within the last week and almost 90 percent have 

made an in-store purchase during their visit.

While Generation Z shoppers may be using traditional shopping 

methods, they’re leveraging non-traditional retrieval methods - more 

than half (58 percent) have used Buy Online/Pick Up In-Store (BOPIS), 

with nearly two-thirds using it within the last month.

“The survey validates what we’ve known to be true - shopping 

behaviors are evolving and consumers want options that include both 

online and in-store experiences,” Georgianna W. Oliver, Founder of 

Package Concierge, says in the release. “As retailers work to market 

to the coveted Generation Z demographic, they must implore 

modern methods to attract younger shoppers. The BOPIS strategy is 

only as strong as the ease and innovation of its fulfillment method, 

which is why we’re seeing traction for our automated locker system 

that simplifies and secures the entire process for both retailers and 

shoppers.”

The survey also found three in 10 shoppers have used an automated 

locker - and when choosing between two equal retailers for the 

same item, 60 percent of Generation Zers say BOPIS plays a factor in 

retailer selection; showing that it literally pays for retailers to adopt a 

strong automated BOPIS strategy.

While 23 percent say they buy “everything” online, next-day shipping 

isn’t fulfilling the instant gratification factor necessary for most young 

shoppers. Nearly one-third say they want their item within just a few 

hours because they wanted items quicker than they can get them via 

online shopping.

More than four in 10 use BOPIS to ensure the item is available before 

they head to the store, while 30 percent rely on it because they’re 

last-minute shoppers.

“The findings just scratch the surface in uncovering helpful insights 

about young consumers, and we’re excited to help share their 

voice so retailers can better understand what they want from their 

shopping experience,” says Oliver.

Dazzling Customer Experience 
Ideas You Can Implement at 
Your Garden Center

How can your independent garden center deliver a best-in-class 

customer experience? Learn from the best, that’s how. Global 

customer agency C Space released its report on the best customer 

experiences of 2018, and retailers dominated the top companies on 

the list. Nine of the top 25 companies were retailers: Trader Joe’s, L.L. 

Bean, Nordstrom, Amazon, Costco, REI, Bath & Body Works, Sephora 

and Aldi.

Just as most of us prefer to do business with people we like, we also 

prefer to do business with companies we like and those that create 

an emotional connection with us. Consumers’ emotional experiences 

with a business greatly influence how much and how often they 

spend.

C Space asked 26,000 U.S. consumers to think of a company that 

“gets them” and rate that company against 21 emotional cues. The 

report, which covers more than 1,000 companies in 19 industries, 

identifies five “emotional cues” of customer experience. These 

emotional cues are statistically linked to revenue growth and 

accurately predict whether consumers will recommend a company to 

others:

1. Cue: Relevance. Key: Know who you are. Is your business trying 

to be everything to everyone? Stop. By being true to yourself, 

your business can capture others who share the same values. Ben 

& Jerry’s, Nike and Disney have passionate fans - and detractors. 

They’re not for everyone, nor do they try to be. Instead, they 

stake out their claim and hold strong to their values. Do the same, 

target customers who share those values, and you can earn their 

loyalty.

2. Cue: Ease. Key: Make it worth it. Show customers that you 

recognize them. Smile, greet them, remember what they bought 

last time. In addition to quality products, provide consistent, 

quality service. Offer multiple ways to buy: online, in-store and 

buy online/pick up in-store. Be helpful and knowledgeable. 

Make customer service everyone’s job. With risk-free returns, 

grocery chain Trader Joe’s wins points for ease. Tthey’ll even open 

products in the store to let customers taste them.

3. Cue: Openness. Key: Be open. You can’t fake authenticity. Don’t 

try to be something you’re not just to capture a hot market or 

demographic. Be authentic, even if it limits your appeal to a niche 

- or hurts your sales once in a while. Openness is key for outdoor 

apparel retailer Patagonia. The company is upfront that its mission 

is “to save our home planet.” To that end it actively encourages 

customers to buy less and helps them repair their Patagonia 

clothing so they last longer. Openness is also about honesty. Do 

you mean what you say? What type of guarantee do you provide? 

Can customers trust your store? Part of being open is admitting 

your flaws and acknowledging when you make a mistake. For 

example, paying attention to online reviews and engaging with 

customers who have complaints can actually help grow your 

business.

4. Cue: Empathy. Key: See it the customer’s way. Empathetic 

businesses understand their customers’ needs and preferences, 

and put them before their own. Your garden center can be more 

like “empathy expert” Netflix, constantly offering suggestions of 

what customers might like. Pay attention to what your customers 

are interested in (point-of-sale and loyalty software can help 

you track this). Update your products to match local trends and 

give your target market what they want. Coca-Cola took this to 

the next level with its personalized soda bottles. It’s easy to get 

adversarial with a complaining customer or a long line of grumpy 

shoppers. 

5. Cue: Emotional Rewards. Key: Make the customer feel good. 

Customers want to feel smart, proud, respected and like they 

belong when they do business with your store. Can you create 

a sense of community in your store? How about a sense of 

discovery? Shoppers love to be the one to tell their friends 

about your store, the cool product they bought from you or the 

great bargain they scored. “Feel-good retailer” Costco serves 

all these needs. Shoppers spend hours in the store for the thrill 

of discovering new products at great prices. Of course, Costco’s 

friendly customer service doesn’t hurt, either, nor does knowing 

they can return any product, any time, for a refund.

One way you don’t want to make customers feel: ripped off. It’s easy 

to make customers feel cheated, even if you aren’t cheating them. A 

sale with too many exclusions, a clerk who won’t take a return or a 

stock shortage that leaves the shopper empty-handed can all seem 

like rip-offs. Do whatever it takes to help the customer leave your 

store feeling good about themselves, and about your garden center.

Now Trending in Garden Retailing . . .
•  Customers want to be able to do more than just buy product at your garden center - they want to be entertained. The most popular retailer 

events in 2018 were: early/exclusive access to items or a sale (50 percent), product demos or tutorials (40 percent) and pop-up shops (32 

percent), according to the National Retail Federation’s (NRF) Consumer View Winter 2018/2019 report.

•  Shoppers do their product research online, even if they go in-store to make a purchase. Although most purchases are completed in-store, 

industry consensus estimates the influence of digital on all sales could be as high as 80 percent, reveals the “Analogue to Automated: Retail 

in the Connected Age” study by Displaydata and Planet Retail RNG.
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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. 

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

on Wednesday, August 14, in the GCA 

Member Lounge at the IGC Show. GCA 

has arranged to have a delicious lunch 

ready for you, with our compliments, 

from 11:30 a.m. to 2 p.m. in the GCA 

Member Lounge, Room 353. Your GCA 

Member Badge Ribbon gets you in, so 

be sure to pick it up at the GCA Booth 

1057 on the main show floor.

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

Directions to 

Lounge & Lunch: 

When leaving the 

show floor, turn left 

in the lobby area, 

proceeding toward 

the lake. At the 

doors, turn right.

Sincere Thanks to Our 2019 GCA Summer Tour Sponsors!

https://youtu.be/3HJtmx5f1Fc
http://www.igcshow.com/
https://gardencentersofamerica.wildapricot.org/event-3431567
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.bennettplants.com/store/pc/home.asp
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/

