
Retail Mashups Are Bringing 
Unexpected Experiences to 
Brick-and-Mortar Stores

It’s every retailer’s wish that when customers come in to the store 

to browse and shop that they would linger longer and buy more 

than originally intended. That wish may soon become reality for your 

garden center as more stores are incorporating unique and surprising 

events and experiences into the retail space, encouraging customers 

to come back to the store more frequently and shop longer, forgoing 

online shopping for the brick and mortar experience.

Shinola, located in Los Angeles, is known for its selection of watches, 

bikes and leather goods, but now, it is also home to The Smile’s Di Alba 

cafe and a tattoo parlor, Saved Tattoo, owned by tattoo artist Scott 

Campbell. “It is vital that retailers make it worthwhile for consumers to 

visit their stores,” Neil Saunders, Managing Director of GlobalData, tells 

USA Today. “This means making stores about more than just a place to 

sell product but also to inspire, engage, educate and excite.”

Shinola isn’t the only retailer looking to engage customers with 

unique experiences. The Kohler Experience Center in New York City 

allows customers to sample faucets, showerheads and sinks - by 

taking a shower or bath on-site. Outdoor clothing chain Patagonia 

offers free yoga classes, environmental discussions and sewing 

workshops. American Eagle Outfitters’ Times Square flagship 

store offers non-alcoholic beverages from the in-store bar, DRINK. 

Nordstrom Local in West Hollywood doesn’t stock clothing, but it 

does have personal stylists who can grab outfits from other locations, 

as well as alteration services and on-site manicures. Customers can 

also go there to return items or pick up online orders. 

But garden center retailers should be wary about incorporating just any 

experience - it should align with your store’s brand and offerings. If the 

experience doesn’t fit the retail space, it could annoy and turn away 

shoppers. “The watchword is relevance,” Saunders says. “To work, add-

ons have to be appropriate for the shopper, have to add genuine value 

and must be commercially focused. If they’re not, they end up being 

expensive distractions and, at worst, irritating for customers.”

Click here to watch the video.

Yep, Millennials Really Are 
That Important to Your  
Store’s Long-Term Success
The biggest age group in the United States today is 26-year-olds, who 

number 4.8 million, according to Torsten Slok, Chief International 

Economist for Deutsche Bank. Many of these 26-year-old Millennials 

are on the verge of choosing a career, buying a house and having 

children, writes Ellen Byron in an article for The Wall Street Journal - 

which means they’re prime customers for all your garden center has 

to offer them.

Millennials as a whole - a group of 93 million people born 

approximately between 1980 and 2000 - are America’s latest 

demographic bubble, overtaking Baby Boomers. But similar to 

Baby Boomers, Millennials are transforming popular culture, 

retailing, media and lifestyles. They make up about 42 percent of 

all homebuyers today, and 71 percent of all first-time homebuyers, 

according to Zillow Group.

All of these factors have companies looking to grab the attention - 

and business - of this age group. Millennials, characterized by their 

over-scheduled childhoods, tech-dependent lifestyles and delayed 

adulthood, are radically different from their predecessors. Last year, 

just 24 percent of 25- to 34-year-olds had experienced all four of 

what the Census Bureau calls major life milestones: moving away 

from parents, getting married, living with a child and being in the 

labor force. That compares to the same age group in 1975, when 45 

percent had reached all those milestones.

Baby Boomers changed the consumer-products industry as they grew 

up, sending diaper sales soaring in the 1960s, buying power suits in 

the 1980s and luxury cars and handbags in the 2000s. Marketers 

played on Boomers’ independent, free spirits and marketed goods 

and services to that notion.

Now, companies are at it again, developing new products, 

overhauling marketing and launching educational programs - all in 

hopes of appealing to and obtaining the loyalty of the 26-year-old 

Millennial consumer who has different defining characteristics than 

previous generations. 

Scotts Miracle-Gro, Home Depot, Procter & Gamble, West Elm and 

Sherwin-Williams are all hosting classes and online tutorials to teach 

basic skills that all homeowners need - and that Millennials usually 

lack - such as how to mow the lawn, use a tape measure, hammer a 

nail and more. 

Scotts bought a stake in Bonnie Plants, a grower and supplier of 

vegetables and herbs, because sales of edible plants are strong 

among Millennials, exhibiting a growth rate nine times the rate for 

Baby Boomers. The number of Millennial households that grew 

produce increased by four million during 2011 to 2015, equaling the 

rise of all other age groups combined over the same period, according 

to Scotts. The company is also making efforts to remove phosphorus 

from fertilizers and neonicotinoids from pesticides, since Millennials 

are conscientious about the ingredients in the products they use.

Home Depot wants young adults to view its stores as education 

centers, where they can learn about home maintenance. Ted 

Decker, Executive Vice President of Merchandising for Home Depot, 

says that snagging a new homeowner’s first purchases helps drive 

return trips and the possibility of spending thousands of dollars in 

lifetime sales. The company even credits home purchases by young 

adults as a factor in its 9.5 percent increase in net income in its 

most recent quarter.

Got Organics? Selling Naturals 
Is a Must to Reach Younger 
Consumers with Families
A new expanded survey on the organic attitudes and behaviors 

of U.S. families by the Organic Trade Association (OTA) and KIWI 

Magazine shows that Millennials are big buyers of organic, and that 

this generation deepens the strong affinity toward organic after 

becoming parents. Twenty-five percent of Millennials in America are 

parents, and that number will increase to 80 percent within the next 

10 to 15 years. If your garden center isn’t the organics go-to in your 

market, now is the time to get on board.

“Millennials are the largest consumer group in the United States, and 

they’re choosing organic,” Laura Batcha, CEO and Executive Director 

of OTA, says. “As more members of this generation become parents, 

their presence in the organic market will just get stronger. This 

year’s survey findings clearly show the positive relationship between 

organic and parenting.” Batcha goes on to explain that over the next 

decade, there will be a surge of new organic consumers.

This increasing interest in organics translate to good news - and 

more dollars - for garden center retailers that offer organic gardening 

supplies and pesticide-free plants. Millennials and other generations 

who are buying organics are just one step away from growing their 

own organic edibles at home. With evidence from the OTA study, 

organics will be a very profitable market for indie garden retailers 

now and in the future.

“Americans are eating more organic than ever before. Organic 

sales reached nearly $50 billion last year, driven in large part by the 

Millennial consumer,” Batcha says. “Millennials having children over 

the next 10 - 15 years are projected to be a generation of highly 

engaged organic consumers.”

But what drives Millennials and other consumers to purchase 

organic? The survey shows that the heavy buyer of organic, or the 

consumer who almost always chooses organic, is driven mostly by 

a strong belief that selecting organic for their family makes them a 

better parent who actively seeks out healthy, nutritious choices for 

themselves and their children. The second motivator is the fact that 

the product is organic. Concerns about the effects of pesticides, 

hormones and antibiotics on their health, along with the desire to 

avoid highly processed foods and artificial ingredients, are also top 

reasons consumers buy organic.

Read the full study here: https://ota.com/resources/consumer-

attitudes-and-beliefs-study
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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.

Orchard Supply Hardware’s 
Rebranding Offers Examples of 
Customer Engagement for IGCs
Orchard Supply Hardware, which launched in 1931 and was 

acquired by Lowe’s in 2013 to run independently as a separate 

business unit, has undergone a major brand revamp this year at all 

of its stores in California, Florida and Oregon in an effort to drive 

better customer engagement - and there are lessons to be learned 

by every garden center. 

The brand refresh took place on a platform developed by 

Persuasion Arts & Sciences, called “Home, Hardware & Happiness,” 

and is a simple platform that aligns with the brand’s initial 

philosophy, R. Josh Whitton, Chief Marketing Officer of Orchard 

Supply, tells Retail Customer Experience. The steps that the retailer 

took to increase customer engagement in new and existing markets 

may help you tackle a rebranding of your own or open another 

garden center in a 

different demographic.

“Simplicity is key,” 

Whitton says. “Don’t 

abandon your brand’s 

essence in hopes 

of attracting new 

customers. If you 

aren’t sincere, your 

customers will notice 

immediately.” 

The focus of the rebranding was to turn Orchard Supply from an 

unknown newcomer in the community to a welcomed, popular 

neighbor, Dion Hughes, Founder of Persuasion Arts & Sciences, 

tells Retail Customer Experience. He explains that when Orchard 

Supply was breaking into the Florida market, the retailer had to 

demonstrate an understanding of the residents’ unique home 

improvement motivations and behaviors, while sharing a point of 

view that was locally relevant.

The extensive brand overhaul included new ad and marketing 

campaigns, a communications system, a website, in-store signage, 

e-mail and direct-mail strategies, as well as fun in-store additions, 

such as offering fresh apples to customers as they check out. 

The retailer’s newly branded truck cleans up parks when it isn’t 

out delivering trees to customers. Store circulars focus more on 

neighborhood-specific guides to home enjoyment, rather than 

product and price, and offer local products and staff favorites.

The success of Orchard Supply’s rebranding is attributed to 

a range of factors, but it helped that the retailer matched up 

communications and branding with the retail experience. If they 

didn’t, the customer would be disappointed, and the brand itself 

would suffer. “All it takes is one bad store experience to negate a 

customer’s high expectations developed by good communications,” 

Hughes says. “The more disconnects there are between the 

promise and the experience, the less customers will trust your 

brand. Consistency of experience with the promise, and then 

consistency across the board, are essential to a well-rounded, 

attractive and successful retail brand.”

Garden centers need to start with a clear premise, quickly test 

small-scale solutions and learn, then move forward. He says, “When 

the retailer sits still, customers evolve, their preferences evolve, and 

retail needs to flex and evolve with them.”

Ho, Ho, Ho! Continued  
Growth In Consumer  
Spending Extends to Holiday 
Shopping Expectations
Indie garden centers and other retailers could see the best holiday 

sales that they’ve experienced in years, according to Gallup’s initial 

measure of consumers’ 2017 Christmas shopping plans. There is 

a sharp increase in the amount Americans say they plan to spend 

on gifts, going from $785 in October last year to $906 this past 

October. This represents one of the biggest year-over-year increases 

in Gallup’s trend, pushing the spending projection to its highest level 

in a decade.

Breaking down how much Americans plan to spend this year on 

Christmas gifts, 34 percent plan to spend at least $1,000, 23 percent 

plan to spend between $500 and $999, 28 percent expect to spend 

between $100 and $499 and 3 percent will spend less than $100. And 

consumers are not hiding the increase - they are unusually willing to 

admit that their overall spending will be on par or higher than a year 

ago. The enthusiasm for holiday shopping this year is most evident 

among middle- and lower-income adults. 

Three-Quarters of Consumers 
Are Shopping In-Store As 
Much Or More Than a Year 
Ago, New Research Shows
Your customers aren’t leaving physical retail stores behind for 

online retailers. In fact, more than three-quarters of consumers are 

shopping at brick-and-mortar stores just as much as or more than 

they did a year ago, according to the Consumer View report by the 

National Retail Federation (NRF) and Toluna Analytics. The report 

gauged consumer behavior and shopping trends related to stores, 

online channels, customer loyalty, technology and other issues.

“This report shows that the brick-and-mortar store is still the 

cornerstone of American retail and likely will be for many years to 

come, as consumers seek authentic interaction and experiences with 

retailers,” Matthew Shay, NRF President and CEO, tells Chain Store 

Age. “Despite the changes in our industry, there is an appeal to seeing 

and touching merchandise in person and being able to engage with 

fellow human beings that has yet to go away. Even younger shoppers 

see the value of the store.”

Here are some additional insights from the report of relevance to 

your garden center business:

•  Sixty-nine percent of consumers go to a store because they need 

something right away, and 65 percent say they wanted to see an 

item before purchasing it. 

•  Fifty-five percent of Millennials go to stores as a social activity, 

while 50 percent go to pick up an item purchased online and 44 

percent go to talk to a sales associate.

•  Of all consumers, 66 percent say they go to stores simply because 

they prefer to shop in physical stores.

•  Seventy-nine percent of consumers say they purchase half or less 

of their items online. Among Millennials and Gen Z, 34 percent are 

primarily online shoppers, but the majority still make most of their 

purchases in a store.

•  Consumers like technologies that transform their in-store shopping 

experience. For consumers who tried buy-online/pickup-in-store, 

68 percent say it improved their experience.

•  Eighty-six percent of consumers buy their groceries mostly or 

entirely in-store, as do 65 percent for home improvement items 

or tools.

Survey Maps Preferences for 
Buy-Online/Pickup-In-Store
Your customers want the ease and convenience of online shopping, 

as well as the instant gratification that comes from purchasing items 

in-store at your garden center. As a result, buy-online/pickup-in-store 

services (BOPIS) have become a key component to achieve customer 

satisfaction, loyalty and revenue growth, according to Haroon Abbu, 

Senior Director of Data and Analytics at Bell and Howell. The service 

also gives IGC retailers the opportunity to encourage additional 

purchases once customers arrive at the store to pick up their items.

Bell and Howell’s study, which surveyed 530 random shoppers 

nationwide, revealed that the three essential elements of BOPIS are 

cost, speed and convenience.

Here are some additional findings from the study:

•  Seventy percent of shoppers surveyed had bought online and 

picked up in-store in the last year. 

•  Financial motivation, such as saving money on shipping charges, 

was the key driver (76 percent) for selecting the BOPIS option. 

Speed and convenience, like picking up an item on the same day, 

were next in importance.

•  A quick in-and-out experience is at the top of customers’ minds 

while picking up items at the store. No waiting in line, ease of 

finding the pickup location, a dedicated pickup counter and 

designated parking spots may contribute to the experience.

•  Convenience was the key driver for the pickup location, as 77 

percent prefer to pick up their items either at the front of the store 

or curbside, and only 8 percent were willing to go to the back of the 

store to pick up their purchases.

•  Sixty-nine percent of shoppers who used BOPIS made additional 

purchases while picking up their items, and 59 percent of buyers 

expect to make additional purchases some of the time when using 

the BOPIS option.

Now Trending in Garden Retailing . . .
•  Does your online store allow customers to review their purchases? Younger generations are significantly more likely to write reviews of brands 

or products - 81 percent of Gen Z consumers and 75 percent of Millennials say they do so, according to the National Retail Federation (NRF).

•  Keeping your garden center stocked with product and plants contributes to a favorable in-store shopping experience for the customer. 

Seventy-nine percent of shoppers want to leave a store with their purchase in-hand, reveals the “Shopper-First Retailing: What Consumers 

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

•  Examine your customer incentives to make sure they deliver what shoppers want. Forty-two percent of survey respondents prefer having 

a percentage-off discount at a local retailer, while 27 percent are incentivized by local loyalty programs, according to G/O Digital’s 

“Consumers Love Local: Small Retailers Have the Edge” report.

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

Sincere Thanks to Our GCA Summer Tour 2017 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 IGC Retailer Conference All-Access 

Pass registration during the early bird registration period, and $100 

off each IGC Show Monday Garden Center Bus Tour registration! 

•  Two free drink tickets per company  

for Tuesday evening’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

Stay tuned for your exclusive GCA Member promo code. 

REGISTRATION IS NOW OPEN!
GCA Summer Tour, June 24-27, 2018 
Seattle, Washington
Next year’s GCA Summer Tour is 

headed to Seattle, WA, for an exclusive 

behind-the-scenes look at garden 

center operations in this Pacific 

Northwest hot spot. You’ll want to be 

sure to pack your notebook and camera 

to capture all the merchandising and 

indie retailing inspirations! 

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

member discount - your GCA Membership saves you $200!
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