
Don’t Follow the Hype! Retail 
Industry is Not Suffering

Even in the IGC industry, news that retail is in trouble has been 

floating around. While it is correct that some large, well-known 

brands are facing challenges, the narrative that the entire retail 

industry is dying is significantly overhyped, according to Mark 

Mathews, VP of Research for the National Retail Federation (NRF). 

There are more than 1 million retail establishments across the United 

States, and retail sales have been increasing by almost 4 percent 

every year since 2010, according to calculations by NRF. It’s important 

to remember that even though a few thousand retail stores close, 

every industry experiences turnover. Plus, you rarely hear news of 

stores opening and brands expanding. In 2016, there was 86.8 million 

square feet of new retail construction, and retail rents reached their 

highest levels since 2008 through the first quarter of 2017, according 

to the Commercial Real Estate Development Association.

Even online retailers, such as Amazon, Warby Parker, Bonobos and 

Blue Nile, recognize the value of a physical store and have started 

experimenting with brick-and-mortar locations. All retailers, both 

online-only and physical-only, must adapt to how customers prefer to 

shop this day and age.

Forty-eight percent of merchants say they increased their technology 

budgets last year compared with 2015, according to “The State 

of Retailing Online 2017” survey by NRF and Forrester. These 

investments to create more multichannel customer experiences are 

seeing results. For instance, building materials and garden equipment 

and supplies stores increased their online sales by almost 200 percent 

in the four-year period between 2011 and 2015, revealed by data 

from the U.S. Census Bureau. 

Online sales are growing rapidly for both brick-and-mortar and online 

pureplay retailers, but don’t think that customers will soon turn to 

the Internet for all their shopping needs. In fact, online sales account 

for less than 10 percent of total retail sales. Even though online is 

growing fanatically, it’s only a small part of a larger whole. 

Consumers still prefer to shop in physical stores for convenience, 

preference and other reasons. Ninety-eight percent of Gen Z 

consumers shop in stores, according to the “Uniquely Gen Z” study by 

the IBM Institute of Business Value and NRF. 

E-commerce will continue to influence the physical store channel, 

and more people will research and buy product online. But many of 

these transactions start or end with people visiting a store - whether 

it be to touch and feel the merchandise or pick up an online order. 

E-commerce should be viewed as just another channel for the 

consumer - not as a threat to brick-and-mortar retailers. It isn’t killing 

retail, just changing it.

As another sign that the retail industry is not failing, retail 

employment has been robust for years. Retail jobs have grown by 1.5 

million since the beginning of 2010, according to the Bureau of Labor 

Statistics. There were 577,000 retail job openings in April, which is 

well above the 554,000 three-year average. In addition, there were 

only 162,000 layoffs in April, marking the lowest April layoff figure 

since the data series began 17 years ago.

Transparency Pricing 
Conveys Value of Product to 
Conscientious Customers
While most retailers keep the details of production, shipping and 

other costs hidden, merchants like Oliver Cabell, Honest By, Noah 

and Elizabeth Suzann have adopted a transparent pricing practice 

that breaks down the details of every cost associated with every 

product, according to Iman Stevenson of The New York Times. Oliver 

Cabell lists the cost breakdown for all its products on its website, so 

customers can see exactly what they’re paying for and how much the 

manufacturer is charging on top of the production cost.

Transparency pricing is gaining traction among Millennials, who often 

want to know the source of the products they buy, as well as what 

they’re actually paying for.

“Price transparency is crucial for clients who want to be sure that 

everyone was paid a fair wage along the way,” Bruno Pieters, Founder 

of Honest By, tells The New York Times. Employing the slogan “the 

world’s first 100 percent transparent company,” Honest By uses a 

price breakdown so extensive it includes the cost of size labels and 

hang tags. 

Natalie Grillon, Founder of Project Just, which collects ethics and 

sustainability data on fashion brands, says she thought transparency 

pricing would give retailers who used it an advantage. “We’ve lost the 

understanding of the value of the clothes we buy,” she says. “Pricing 

transparency and stories behind the scenes help the shopper navigate 

the decision to pay for a more expensive product.”

Transparency pricing could easily be adapted to your garden center so 

you can show customers the amount of hard work that goes into each 

and every item you carry. For green goods, whether you grew the 

plants in your greenhouses or sourced them in, list the cost of labor 

that was used to grow them, the cost of the soil and amendments, 

and the cost of shipping and handling. For hard goods, detail the costs 

of production, shipping and handling, and labor it took to display 

those pieces.

Shopping for Each Generation: 
Our Past Defines Future 
Buying Behaviors
Each generation connects with brands differently, based on their 

life experiences, so brands must realize these differences in order 

to deliver relevant solutions that match their shopping and buying 

behaviors. This approach will increase sales and achieve customer 

loyalty in the long run. 

Alliance Data’s Analytics and Insights Institute surveyed more than 

2,400 respondents to better understand consumer buying habits 

and expectations as part of “The Generational Perspective Study.” 

These insights, cross-referenced with results from the institute’s 

“Understanding Customer Loyalty” study, confirmed that consumer 

buying habits track closely with life stages and each generation’s 

cultural identity. The study shows buying behaviors are clearly 

influenced by what consumers were exposed to in their habit-forming 

years. 

Here are the key takeaways from the study, detailed by Shannon 

Andrick, VP of Marketing Advancement for Alliance Data:

•  Millennials (ages 18-35) came of age during the social media boom 

and rely on technology for everything, including price comparisons 

and product research before making a purchase. They need to feel 

emotionally connected to brands, and the overall brand experience 

matters a great deal to them. To win with Millennials, brands should 

allow connection to their social networks and enable self-service 

options, such as chatbots, to deliver in-the-moment service.

•  Generation X (ages 36-51) is the first group to be raised with e-mail, 

the Internet and the rise of e-commerce - and the convenience 

that came with it. Now they work and drive the car pool, so they 

gravitate toward shopping experiences that are quick and efficient, 

getting them what they need when they need it. Retailers should 

focus on solutions that save time for these shoppers, like the 

options to order online and pick up curbside.

•  Baby Boomers’ (ages 52-70) coming of age ushered in an era of 

consumerism. Since they didn’t grow up with 24/7 connectivity, 

they don’t rank technology as a top priority. They care more about 

product quality and value, and now they may be empty-nesters, 

which means they have more discretionary income. Retailers must 

tell them why a product is worth the price. Brands also should offer 

white-glove, personalized treatment to retain Boomers’ loyalty.

•  Raised by Depression-era parents, the Silent Generation (ages 71+) 

chose traditional careers and stuck with them. They put trust in 

institutions, managed risks and were prudent with their retirement 

accounts - and they have the financial stability to show for it. They 

shop with brands they know and trust, but value for the money 

they spend is most important to them. They have a “waste not, 

want not” philosophy about what they buy, so retailers must appeal 

to their sensible nature and focus on value first. In-store associates 

are a retailer’s best brand ambassadors for this generation, who 

want the salesperson to know them by name.

•  Current shopping behaviors are driven by generational experiences 

- for example, Gen Xers and Millennials grew up during the 

information revolution and want options and instant gratification.

•  All consumers share baseline expectations of brands, regardless of 

their generation - non-negotiables include payment security, easy 

brand interactions and transparent promotions.

•  Consider that Millennials define loyalty differently than the  

Silent Generation, and are willing to go out of their way for a  

brand they love.
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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.

Fun In-Store Experience 
Builders You Can Try This 
Season
Today’s consumers demand a unique, fun in-store experience every 

time they step foot into a brick-and-mortar store. Chain Store Age 

has compiled two real-life examples of great retail experiences from 

around the country that you can learn from and adapt to your garden 

center and clientele:

•  Outlets of Little Rock’s Food Truck Festival: Outlet malls were 

introduced to offer shoppers discounts on luxury goods, but most 

are dipping into the food industry by filling empty storefronts with 

restaurants. New England Development took it a step further by 

bringing food truck festivals to its outlet malls. The Arkansas Food 

Truck & Craft Beer Festival at Outlets of Little Rock was a sell-out, 

attracting 6,000 people - many who were from neighboring states. 

With mall traffic up 112 percent the day of the event, retailers were 

overjoyed. Social media was a key element to the festival’s success, 

Debbie Black, VP of Marketing for New England Development, tells 

Chain Store Age - three-quarters of attendees said they found out 

about the event on Facebook. A food truck and craft beer festival 

would pair nicely with your garden center’s offerings, especially 

if you can work with the food truck owners to show how your 

store’s homegrown edibles can be incorporated into the dishes and 

cocktails.

•  Avalon’s Noon to Night: The charity fashion show, Noon to Night, 

held at the 86-acre mixed-use development Avalon in Alpharetta, 

GA, raised $10,000 its inaugural year for Bert’s Big Adventure, 

then $60,000 in 2016. Held during New York Fashion Week, Noon 

to Night employs terminally ill children as some of the models 

during the show. “Our main goal with events is to promote our 

retailers and restaurants, but when this came to fruition, it ended 

up being the perfect blend of business and charity,” says Carla 

Toro, Avalon’s Marketing Director. If you sell apparel, a charitable 

fashion show will highlight what new designs will be ready for the 

season. Or consider putting a twist on the fashion show concept 

by showcasing the new, hot plant varieties this year. Instead 

of spotlighting the clothes, have the models carry out hanging 

baskets, preplanted containers and new gifts/accessories you’ll be 

selling this year or next.

You Heard It Right! Physical 
- Not Digital - Stores Are the 
Future of Retail
Don’t let your marketing reps and news outlets tell you that digital 

commerce is killing off brick-and-mortar stores. It is true that online 

shopping is informing consumers’ purchases and impacting the world 

of retail, but physical stores are not going anywhere. Here are five 

signs that brick-and-mortar stores are still the kings of retail, from 

Barbara Thau of Forbes:

1. All but one of the top 10 U.S. retailers are physical chains. 

Besides Amazon, the top 10 U.S. retailers are brick-and-mortar 

stores, according to the “Top 100 Retailers” list from the National 

Retail Federation’s STORES magazine.

2. Stores are more profitable than e-commerce. While most of the 

top 10 retailers have e-commerce options, physical stores are 

still the bread and butter of these businesses. We can’t forget 

that even though online shopping is growing, brick-and-mortar 

stores generate higher conversion rates than e-commerce. When 

you factor in elements such as shipping and handling charges, as 

well as the costs of increased returns, a store purchase is more 

profitable than an online order.

3. Amazon purchased Whole Foods. It says a lot when the nation’s 

biggest online retailer buys one of the nation’s biggest brick-

and-mortar chains. Amazon has been dabbling in physical stores 

with the rollout of several Amazon bookstores and its grocery 

format, Amazon Go. Amazon’s purchase of the 460-store, 

$15-billion Whole Foods chain signifies a huge brick-and-mortar 

commitment.

4. Millennials and Generation Z prefer real-life stores. Despite 

the fact that Millennial and Gen Z consumers have grown up in a 

digital era, they still prefer to shop in physical stores. Most global 

Millennials (70 percent) like to buy from brick-and-mortar stores, 

according to CBRE’s study “Millennials: Myths & Realities.” In the 

United States, more than 77 percent of Gen Z consumers say 

brick-and-mortar stores are their preferred shopping channel, 

revealed by Accenture research. Millennials and Gen Z shoppers 

are the future of retail. Millennials have displaced Baby Boomers 

as the nation’s biggest buying group, with an estimated 80 million 

Millennials in the United States who spend approximately $600 

billion each year, according to Accenture. The Gen Z population is 

set to reach 2.6 billion by 2020, with $44 billion in buying power, 

revealed by the “Uniquely Gen Z” study by the IBM Institute of 

Business Value and NRF.

5. Online retailers are being eaten by legacy retailers. In recent 

years, we’ve seen a pattern of traditional retailers buying up 

online-only merchants. Brick-and-mortar retailers are snatching 

up e-commerce sites, because online-only is not a viable retail 

model, according to “The Death of Pureplay Retail” report by 

digital think tank L2. “Walk-in traffic doesn’t exist online,” the 

report says, while physical stores can generate organic traffic. In 

addition, expansion builds brand equity, according to the report.

Era of Change in Retail Means 
Adapting Your Marketing 
Tactics & Mindset
Due to the ever-evolving retail landscape, marketers have never 

been more challenged and somewhat overwhelmed in creating 

marketing strategies that resonate with consumers. Just as retailing 

is continuously being redefined, your marketing strategies and 

mindset have to apapt to capture these changing consumer shopping 

behaviors and preferences. Here are several considerations, from 

Joseph Grano, President and Founder of Next-Mark, for Forbes:

•  Treat customers like clients. Stop thinking of consumers as just 

another transaction, and start recognizing them as clients with 

specific wants and needs. Do more than simply satisfying these 

preferences, and start building and maintaining a renewed and 

trusted relationship with your garden center’s clients. Find ways 

to add value to their lives. The client experience is more than a 

core competency, it is a core value that every one of your store’s 

associates should be passionate about.

•  It’s about the experience. While e-commerce does provide 

convenience and satisfactory customer service, clients still want 

to touch and feel merchandise before making a purchase. Now 

it’s time for marketers to focus on the experience before anything 

else. The creation of a memory motivates customers to think 

of shopping as more than just making a purchase. The retail 

experience has a lot more to do with the environment, culture and 

brand promise, rather than just another day at the mall. 

•  Integrate or fall behind with traditional methods. Your newly 

defined marketing approach needs to unite all facets of marketing, 

including customer service, advertising, social media, public 

relations, events, digital interface, mobile and more. This holistic 

approach will transcend traditional marketing tactics and create a 

new professional mindset and a re-tooled direction to all marketing 

efforts.

•  Reconsider demographics. Marketers need to refocus their 

efforts beyond the perceived demographic (for garden centers, it’s 

traditionally women between 30 and 70 years old) and consider 

a psychographic approach that examines interests, personalities, 

motivations and attitudes, transcending traditional demographic 

thinking. Focus on understanding what clients are passionate about 

and what they expect from each retail experience.

•  Brands still matter. Go beyond just a brand refresh, and conduct a 

brand audit that defines a new threshold for your brand promise. 

Beyond measuring brand recognition and other traditional brand 

metrics, it’s time to concentrate on brand loyalty, your inherent 

brand promise and your brand’s perception in the marketplace. A 

brand audit is a timely re-examination of the inherent traits your 

brand possesses and how it does - or does not - resonate with 

your audience. The brand audit needs to be a regular, 360-degree 

process that includes a thorough re-examination of your internal 

and external publics, benchmarking your current brand perception. 

Now Trending in Garden Retailing . . .
•  If your garden center offers delivery, take care as to how those products are transported. When a package arrives damaged, 87 percent 

of all online shoppers are very likely or likely to call customer service to complain, and 75 percent are very likely or likely to share their 

frustrations with friends and/or family, according to “The State of Online Shopper Delivery Expectations and Actions” study from OSM 

Worldwide.

•  The cost of retail theft is on the rise this year, so be on the lookout for sticky fingers. The average cost per shoplifting incident in retail 

doubled this year to $798.48, revealed by National Retail Federation’s “2017 National Retail Security Survey.”

•  Is your garden center’s return policy hindering sales? About 40 percent of surveyed customers have avoided purchasing a product they 

wanted, because they didn’t want to take the chance of having to return the item, according to a recent Happy Returns survey. 

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

Sincere Thanks to Our GCA Summer Tour Sponsors!

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS
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Enjoy Exclusive Savings & Special Perks: 
IGC Show, August 15-17, 2017! 
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! 

Other benefits include:

•  Two free drink tickets per company  

for Tuesday evening’s free party and 

concert with Blue Öyster Cult

•  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 GCA17 when you register:  www.IGCChicago.com

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

buffet on Wednesday, Aug. 16, 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 324. Your GCA Member 

Badge Ribbon gets you in, so be sure 

to pick it up at the GCA Desk in Aisle 100 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 far back right corner of 

the show floor to the balcony 

above - your GCA Member 

Lounge is directly at the top of 

the stairs in Room 324!


