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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.

Sometimes It’s Better Not to 
Ask, ‘Can I Help You?’  
Recent Survey Says
Ninety-five percent of consumers want to be left alone while 

shopping unless they need a store associate’s help, according 

to a new consumer survey by HRC Retail Advisory. According to 

the survey, many shoppers are moving away from the hands-on, 

personalized service from store associates, and instead turning to 

their friends and family via social media to share pictures and gather 

opinions before they buy, particularly in apparel.

To better understand what drives shoppers into stores, and what 

they like to see when they get there, HRC recently polled 2,900 North 

American consumers about their shopping habits and preferences, 

revealing that a majority of shoppers are looking to in-store 

technology for customer service.

Here are some additional insights from the survey: 

•  Approximately 85 percent of consumers surveyed want to be able 

to check prices at price scanners throughout a store, rather than 

having to ask a sales associate for pricing information.

•  Sixty-nine percent of shoppers say that being able to order a 

technology product online and then pick it up in store is important, 

likely where they can see it and test it before buying, with a similar 

65 percent saying it is important for apparel.

•  Nearly 52 percent of all respondents say that an in-store personal 

shopper who helps them choose products is important when 

shopping for technology items. But, most respondents still 

preferred technology over personal service, with 76 percent rating 

an in-store app that will provide personal recommendations as 

important.

•  Only 19 percent of overall respondents say that retailers’ special 

events designed to create communities were an important part 

of a store’s offering, particularly when shopping for apparel and 

beauty products. Events may grow in importance in years to come, 

however, as a slightly higher 24 percent of Gen Z shoppers listed 

them as an important store feature.

•  Nearly 34 percent of all respondents ranked receiving promotional 

and sales information sent directly to their smartphone upon 

entering the store as important.

•  Nearly 30 percent of respondents say that being able to pay a sales 

associate from anywhere in the store was important, an indication 

that digital scanning technologies will play a growing role in retail.

•  Nearly 70 percent of Generation Z and 63 percent of Millennial 

respondents are turning to social media to share pictures and 

gather opinions from their friends and family before they buy, 

particularly in apparel.

•  Free in-store Wi-Fi was ranked as important by 30 percent of 

respondents overall, and the rate was higher among younger 

generations, who tend to seek opinions from their social networks 

and share photos via social media when they shop.

•  About 29 percent of overall respondents ranked in-store apps that 

would provide personal recommendations as an important store 

feature, versus only 17 percent who ranked sales associates that 

would help you choose as important.

Apple’s New Seattle Store On 
Trend with Brick-and-Mortar 
Retailers As Community Hubs 

Apple stores have long been destinations, able to attract large and 

loyal crowds on the strength of - and hype around - the company’s 

products and the standout design of the spaces themselves. But 

even Apple has been tweaking its store formula in recent years to 

emphasize activities over purchases, a trend that more retailers 

are embracing to keep their physical presence relevant as digital 

commerce accounts for an ever-greater share of sales, according to 

an article by Benjamin Romano of The Seattle Times.

The centerpiece of the tech giant’s new store in Seattle’s University 

Village, just steps away from its old one, is an open central area called 

the forum. It’s outfitted with a movie-theater-sized, super-high-

definition video display surrounded by wood and leather seating, 

the starting point for guided photography walks or coding classes for 

kids.

The broader store is designed to be a semipublic gathering space, 

where you could come and just hang out in a custom-built teak 

Adirondack chair on a broad white terrazzo porch, admire the 

anodized aluminum trim details and maybe drop $1,000 on a new 

iPhone while you’re there.

Since 2015, Apple has been building its new flagship stores and 

remodeling others around this concept, which supports the 

company’s revamped program of free daily classes, events and 

entertainment.

“We really want that town-hall feeling to be the anchor of the store,” 

BJ Siegel, Apple’s Senior Director Of Store Design, tells The Seattle 

Times.

The store has five entrances composed of 9-foot-wide glass panels 

that reach to the 14-foot ceilings and pivot open, letting the breeze 

flow through and intentionally blurring the line between the interior 

retail space and the surrounding porches. In a light well inside, a 

Japanese maple grows surrounded by ferns. A raised planting bed 

filled with Bowhall maples whose leaves will turn bright red in the 

fall separates the new Apple store from the old one’s glass and metal 

facade. The green roof, invisible from ground level, is planted with 

sedum and already frequented by honey bees.

The old store, which opened in 2003, will close, having seen some 

10 million visitors. The old store’s 210 employees are all expected to 

work in the new store, which is about 50 percent larger, Siegel says. 

He confirms the exterior spaces are larger than the interior retail 

space.

More stores, whether they be long-standing retailers or online sellers 

opening their first physical locations, are being designed with events 

in mind. Independent garden centers that don’t host too many events 

or educational workshops should take notice that the bigger retailers 

and online sellers with brick-and-mortar locations are starting to 

build stores with the community in mind. Garden centers are primed 

to be community’s meeting place with their beautiful settings and 

focus on supporting the local economy.

“You cannot be the store you were 15 years ago,” Rosie O’Neill, 

Co-founder and Co-CEO of Sugarfina, tells The Seattle Times. She 

described a collaboration with Hello Kitty that drew a 400-person line 

to Sugarfina’s store inside a Vancouver, B.C., Nordstrom, and even a 

wedding held in the chain’s Pasadena location.

“Those are the kinds of things you cannot get online,” O’Neill said at 

the Future Stores retail conference in Seattle. “Those are the things 

that are going to bring shoppers in and make them feel like going to 

your store is an event and something they want to do more often.”

University Village, styled as a “lifestyle center” and surrounded by 

upscale neighborhoods, has long sought to provide entertainment 

and other experiences that go alongside shopping, such as summer 

concerts and a Tuesday playdate with activities for kids.

“In the last three years, we’re seeing more retailers create their own 

events,” Susie Plummer, Vice President and General Manager of 

University Village, tells The Seattle Times, citing Williams Sonoma’s 

partnerships with local chefs for cooking classes. There are also 

crafting camps for kids, Sunday-morning workouts, running meetups 

and gardening classes.

These events get people into stores and help retailers build an affinity 

for their brands, Plummer says. They’re “not necessarily all about 

sales-driven goals.”

You Need to Make Marketing 
a Priority for Your Garden 
Center’s Long-Term Success

When starting a new business, so many components compete for 

an entrepreneur’s time and attention, putting certain aspects of the 

business on the back burner. As it turns out, marketing is one of those 

business functions that often end up as an underfunded afterthought, 

according to Small Business Computing and IT Business Edge.

A new study from business financing specialist Kabbage and research 

firm Bredin makes a good case for prioritizing marketing in the early 

stages of a small business. Kabbage and Bredin recently polled 500 

independent retailers in the U.S. in various stages of growth. Nearly 

a quarter (24 percent) had been around for more than 20 years and 

nearly a third (29 percent) had been in operation for 10 to 19 years. 

Another 29 percent were in business five to nine years, while 15 

percent were just starting their journey at one to four years. In 2017, 

more than half of those companies generated sales of $1 million to 

over $5 million.

The top challenge facing independent business owners is finding new 

customers, including garden centers, the study reveals. This elevates 

the role of new marketing strategies to the top priority of workers 

focused on acquiring future customers and growing the business.

Despite its crucial function, marketing is often near the bottom 

on the list of spending priorities, as low as five percent of annual 

expenditures, well below payroll, rent and IT investments. Although 

garden center owners wish they had spent more on marketing - two 

to five times more in fact - they often fall short.

For example, during their first year in operation, marketing made 

up 7 percent of all costs for independent retailers, although owners 

wished they had spent 28 percent.

A similar story plays out as the years roll on, even for decades-

old companies. Independent retailers in operation for 20 years or 

more devote 11 percent of their spending to marketing. However, 

they wish they were devoting nearly a quarter (23 percent) of their 

spending to acquiring new customers.

When spending more on marketing isn’t an option, how are 

independent garden centers supposed to get new customers through 

the door?

“I encourage business owners to start building their marketing 

programs early with no to minimal budgets by focusing on PR, 

reviews and social media,” Victoria Treyger, Kabbage’s Chief Revenue 

Officer, says. “PR makes a big impact when just starting out, as it 

allows you tell your unique story to a broad audience at a low cost.”

Managing social media profiles, such as Facebook, Instagram, Twitter 

and Pinterest, for your garden center is a big, low-cost step in the 

right direction. When you have more money for the marketing 

budget, build on the social media following you have already 

attracted through targeted ads on Facebook and Instagram.

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

Sincere Thanks to Our 2018 GCA Summer Tour 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 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 Tuesday’s free party and concert 

with The Marshall Tucker Band

•  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 GCAPERKS when you register:  www.IGCShow.com

How to Get More Customers 
to Engage with Your Garden 
Center at Facebook
In the fast-paced world of social media, it’s not easy to get 

people to stop and engage with your garden center on Facebook, 

especially now that organic visibility is being limited for businesses 

on the platform, according to Social Media Examiner. Yet, organic 

engagement is crucial for your Facebook page’s success, because 

Facebook uses it as the quality signal: The more people who engage 

with your page, the more people will see your garden center’s next 

update on Facebook.

Comments are the most 

effective method to garner 

Facebook engagement, 

thanks to the “queuing 

up” psychology: More and 

more people feel inclined 

to engage when they see 

an already active discussion 

in the thread.

So how do you attract 

more comments to your 

store’s Facebook page 

posts and page post ads? 

Here are a few effective 

tactics to try:

1. Post open and closed 

questions to spur 

responses. Asking 

questions is the most 

efficient method of 

engaging someone, be it your blog reader or Facebook follower. 

Questions trigger the natural human reflex called instinctive 

elaboration. This reflex forces people to pause and start looking 

for or formulate an answer. Asking questions on your Facebook 

wall will also help you understand your audience better and create 

buying personas.

Keep the following guidelines in mind while you brainstorm, play 

and experiment to find the right formula to engage your community. 

A good question typically has some of these qualities: open, it 

promotes an open-ended discussion; timely, it revolves around a 

current trend or a hot topic; and easy, it doesn’t require too much 

thinking and invites an impulsive or emotional answer.

A bad question tends to have some of these characteristics: loaded, 

it contains an answer; political, as a retailer, you’ll be accused of 

either taking a side or failing to do so; and complicated/philosophical/

rhetorical, it requires some research and much thinking.

2. Structure posts to elicit quick comment replies. The best way to 

get people to do something is to ask. This rule works like a charm 

in marketing, too. If you want more comments, ask people to 

comment and make it easy for them. But don’t forget to make it 

fun and entertaining.

Instead of actually asking users to comment, use these types of posts 

to promote discussion:

•  Caption this: Post a funny picture and ask your followers to come up 

with funny captions.

•  Fill in the blank: Come up with a funny or edgy sentence and invite 

your audience to fill in the blank.

•  Multiple choice: Ask your audience to help you choose something. 

To illustrate, give them the power to choose your store cat’s name 

or the charity for your next event.

3. Use comments as a conduit to your opt-in. If you have a valuable 

offer your followers would like to receive, why not use your 

comments to shorten the opt-in cycle? Mobile Monkey is an 

innovative Facebook Messenger marketing platform that lets you 

turn your garden center’s page comments into leads. It offers both 

free and paid plans.

First, sign up for an account and authenticate your Facebook account. 

Then choose a page, and a thread, for which you want to enable the 

auto-responder. Craft your auto-responder so that it’s both generic 

and authentic. The tool will send an auto-message through Facebook 

Messenger each time someone comments on your thread that 

encourages them to engage further with you.

While the tips above can help you bring more discussion to the posts 

on your Facebook page, remember that individual interaction from 

your personal account can help build that engagement, too. People 

are more likely to join in when they see other people commenting.

New Study Shows Soft, 
Ambient Music Could Boost 
Sales of Healthy Edibles

Music is the ultimate mood-setter: Faster beats ignite excitement, 

while slower songs encourage relaxation. Ambient music and 

background noise are especially important in the retail setting 

to create a certain atmosphere and experience that encourages 

shoppers to buy. 

One study, published by the Journal of the Academy of Marketing 

Sciences and coauthored by Dipayan Biswas, Kaisa Lund and 

Courtney Szocs, examined whether manipulating music volume and 

tempo might also influence customers’ food purchases in retail and 

restaurant settings. 

The findings confirm that the volume of ambient music directly 

impacts consumers’ heart rate. Softer music produced a calming 

effect, encouraging shoppers to choose more healthy food options; 

while louder environments with fast-paced music caused stimulation 

and stress, inspiring customers to buy unhealthy food items.

For independent garden centers with in-store cafes or health food 

departments, soft ambient music that is played at low volume 

can help increase food sales. The same method can be applied 

for produce and veggie and herb sales - soft, relaxing tunes can 

encourage shoppers to make those healthy choices. 

Retail Costs Are Rising, 
Is It Time to Raise Prices?
It’s not just your electric bill that’s getting pricier - all types of 

expenses are rising for independent retailers, including your garden 

center, as inflation grabs hold across the economy, according to an 

article by Stan Choe of AP News. That has owners more likely to raise 

their own prices than at any time in the last decade. Are you raising 

the prices on your garden center’s products and services, especially 

on specialties like landscaping and container plantings?

The percentage of independent retailers raising their prices in May 

jumped to the highest level since 2008, at a net 19 percent, according 

to a survey by the National Federation of Independent Business. 

And more seem set to follow suit. A little more than a quarter of 

independent retailers say they plan to raise their prices over the next 

three months, the highest level since 2008.

They’re following ground already trod by some big rivals. Amazon 

announced an increase in its annual Prime membership fee by $20 to 

$119.

“Smart retailers raise their prices, and the failing ones say they can’t,” 

Bob Phibbs, CEO of The Retail Doctor consulting group, tells AP News.

The risk of losing 

customers by raising 

prices is always real, 

particularly after a long 

low-inflation economy. 

But the pressure is on 

to join the tide as labor 

costs keep climbing. The 

unemployment rate is 

at an 18-year low, and 

minimum wages are rising, which increases competition for workers.

Here are some issues to keep in mind while mulling how to cover 

increased costs:

•  Don’t assume switching to lower-cost items can fix everything. 

Phibbs tells of a restaurant in Brooklyn that used to serve freshly 

baked bread with its dinners, but its new owners decided that was 

too expensive and switched to prepackaged dinner rolls. Sales 

dropped off in the ensuing months because the bread was one of 

the main draws for customers.

•  Consider raising prices only on some products or services, rather 

than across the board. The products and services that are selling 

the best are the ones already proven to be what customers want. 

So they should be the ones that customers will be most willing to 

pay more for.

•  Give some advance warning. Let customers know a week or so 

beforehand that price increases are coming for some items, with 

a short explanation that it’s to help maintain quality and that you 

appreciate their understanding.

•  Make sure your employees are on board. They’re the ones who will 

face the brunt of questions and complaints from customers. They 

may also have questions of their own.

•  Consider that this may actually be the best moment to raise prices. 

The economy is growing, unemployment is low and consumer 

confidence is close to its highest level since 2000.

“Things don’t stay this good forever,” Phibbs says. “Now is the time to 

be making money.”

Sales Tax Ruling Helps Create 
Level Playing Field For Indie 
Retailers, According to NRF
The National Retail Federation (NRF) issued the following statement 

from NRF President and CEO Matthew Shay in response to a U.S. 

Supreme Court ruling in South Dakota v. Wayfair allowing states to 

require online sellers to collect sales tax the same as local stores.

“Retailers have been waiting for this day for more than two decades. 

The retail industry is changing, and the Supreme Court has acted 

correctly in recognizing that it’s time for outdated sales tax policies to 

change as well. This ruling clears the way for a fair and level playing 

field where all retailers compete under the same sales tax rules 

whether they sell merchandise online, in-store or both.”

The court upheld a 2016 

South Dakota law that 

requires online merchants 

with more than $100,000 in 

annual sales to state residents 

or 200 transactions with state 

residents to collect sales tax.

NRF argued in a friend-of-the-court brief last year that the court’s 

1992 Quill Corp. v. North Dakota decision was outdated and that 

sales tax collection is no longer the burden it might once have been 

due to changes in technology. In the brief, NRF cited a wide variety of 

software available to automatically collect the sales tax owed, much 

of its available free or at low cost.

NRF and other retail groups said in a second brief filed this year that 

lack of uniform collection is “inflicting extreme harm and unfairness” 

on local retailers by “distorting the retail market in favor of absentee 

e-commerce.”

The court agreed, noting, “It is unfair and unjust to those 

competitors, both local and out of state, who must remit the tax; 

to the consumers who pay the tax; and to the states that seek fair 

enforcement of the sales tax, a tax many states for many years have 

considered an indispensable source for raising revenue.”

Now Trending in Garden Retailing . . .
•  Now is a good time for garden retailing. Despite the popularity of online shopping, brick-and-mortar stores are not a thing of the past - they’re 

here to stay. In fact, more retailers say they will be opening stores this year, rather than closing them, according to the National Retail 

Federation and Forrester’s “State of Retailing Online” report.

•  Does your garden center’s advertising get your customers giggling? In traditional advertising, humor and social good are the top themes for 

getting attention, says 57 percent of readers surveyed by Bustle. Cause-related, motivational spots and real-life scenarios were mentioned 

by about one-third of respondents.

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

buffet on Wednesday, Aug. 15, 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 320. Your GCA Member 

Badge Ribbon gets you in, so be sure 

to pick it up at the GCA Desk at Booth 216 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 

back center of the show floor 

to the balcony above - your 

GCA Member Lounge is directly 

at the top of the stairs in Room 

320!
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