
Hip Retail Districts Could 
Change the Face of 
Mainstream Retail

Retail’s edgy present, soon to evolve into its mainstream future, 

is popping up in urban neighborhoods nationwide where food 

concepts like Whole Foods’ 365 and Ahold’s bfresh have taken root, 

according to the “Cool Streets” report from Garrick Brown, VP of 

Retail Research for real estate firm Cushman & Wakefield. The report 

indexed the top 100 hip retail districts where retailers focused on 

Millennial shoppers and their preferences for frugality and experience 

are paving the way to the hottest retail concepts of tomorrow, giving 

independent garden center retailers ideas on areas where they may 

want to set up shop in order to expand their brand and appeal to the 

next generation of consumers. 

Retail offerings in these spaces tend to be restaurant heavy and 

“experiential” in nature, like the 365 concept by Whole Foods, which 

opened in May in the Silver Lake neighborhood of Los Angeles. The 

365 concept utilizes a smaller urban footprint and the inventory 

consists of internal brands, so price points are cheaper, according to 

Brown. He continues to say that 365 will feature ever-changing pop-

up retail space in the stores for temporary tenants like vinyl record 

retailers and tattoo parlors.

Garden centers can follow Whole Foods’ model by creating smaller 

express locations in urban areas that feature locally-grown (or home-

grown) produce and plants, as well as locally-sourced art, apparel and 

other crafts from artists in the area. 

In addition to Los Angeles’ Silver Lake neighborhood, some of the 

other areas highlighted in the “Cool Streets” report include: Sunset 

Park and Williamsburg, Brooklyn, NY; Logan Square, Chicago, IL; Over-

the-Rhine, Cincinnati, OH; River North, Denver, CO; Wynwood, Miami, 

FL; the North Loop, Minneapolis, MN; Roosevelt Row, Phoenix, AZ; 

Carytown, Richmond, VA; East Village, San Diego, CA; Jackson Square, 

San Francisco, CA; the Delmar Loop, St. Louis, MO; Queen West, 

Toronto, Ontario; Mount Pleasant, Vancouver, British Columbia; and 

Shaw, Washington D.C.

Gardeners Get Crafty to 
Prevent Food Waste: Sharing & 
Preserving Are Key
Spelling good news for garden centers that sell edibles, the benefits 

of gardening, such as fresh, healthy produce and money savings, 

are attractive to consumers - about one out of three households (36 

percent) participates in edible gardening, according to the “National 

Gardening Survey” from 

the National Gardening 

Marketing Research 

Company. Of those 

households, vegetables 

(86 percent) are the most 

likely to be growing in the 

garden, followed by herbs 

(60 percent) and fruit (50 

percent), revealed in ORC 

International’s research 

conducted on behalf of 

Jarden Home Brands, 

the makers of Ball home 

canning products. One 

third of gardeners (32 percent) said their favorite seasonal crop was 

tomatoes. 

ORC International’s research revealed these additonal findings:

•  Fifty-eight percent of gardeners believe home-grown food is 

healthier, while 51 percent say it saves money.

•  Seventy-seven percent of gardeners have canned, frozen or 

dehydrated foods to preserve them, and 33 percent of whom are 

Millennials.

•  Seventy-one percent of gardeners share more than half of the food 

that they grow in their gardens.

•  Forty percent of gardeners plan to preserve half or more of the 

food they grow this season, and 44 percent freeze it for later use.

•  Only 9 percent toss it out, citing two main reasons: Their gardens 

yielded more than expected (44 percent), or their produce spoiled 

before they were able to use it (40 percent).

•  One quarter of gardeners are city dwellers, suggesting they likely 

have limited outdoor space.

Shock Finding: If Millennials 
Don’t Have Time for Cereal, 
How Will They Ever Garden? 
It comes as no surprise to many independent garden center retailers 

that Millennials, or Generation Y, crave quick, convenient hobbies, 

as many of them are short on time or too attached to their digital 

devices. But this finding will come as a shock to not only the 

independent retailing industy, but to the food industry as well: A bowl 

of cereal has been regarded as an effortless, convenient breakfast 

option for decades, but in the eyes of today’s youth, cereal isn’t easy 

enough, according to Roberto Ferdman of The Washington Post. 

Almost 40 percent of Millennials said cereal was an inconvenient 

breakfast choice because they had to clean up after eating it, 

according to Mintel’s 2015 report, published in The New York Times 

article by Kim Severson. 

Outlined in Severson’s article, the cereal industry is struggling; sales 

have tumbled by almost 30 percent over the last 15 years, and the 

future remains uncertain. Contributing to the decline, many people 

eat breakfast on the go, so they choose breakfast sandwiches or 

yogurt for convenience. Some aren’t eating breakfast at all.

The reason why convenience is increasingly important isn’t due to 

Millennials’ laziness - many actually need it. Families are working 

more than ever and don’t have time to cook. Almost two-thirds of 

households are supported by two working parents today, according 

to the Bureau of Labor Statistics, which is the highest reading on 

record. 

But the backlash against cereal bowls speaks to the truth about 

American households today. Eighty-two percent of parents said they 

were asked to do chores as children, revealed in a 2014 national 

survey by Braun Research. But only 28 percent said they required 

their children to do chores. This generational shift in raising kids is 

how even the most mundane of responsibilities, like washing dishes, 

is turning into unthinkable nuisances.

It leaves garden center retailers questioning how this generational 

shift will affect the therapeutic, yet laborious, activity of gardening. 

One way to appeal to Millennials’ need for convenience would be to 

incorporate more grab-and-go container gardens of plants that don’t 

require much maintenance, like succulents, but still provide beauty. 

Even better, if you have a DIFM container maintenance service, 

advertise that to Millennials, letting them know they can still have 

landscaped homes without spending the time in their yards. 
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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.

Amp Up Your Customer 
Service Game: These Trends 
Are Here to Help
The landscape of brick-and-mortar retail is changing, according to 

Radial’s “Leveraging the Top Trends in Customer Service” report. 

Consumers expect retailers to interact with them in various new 

and innovative ways to know their shopping preferences at each 

interaction, despite the channel. Nine out of 10 brands believe they 

provide good customer service, yet, only one in 10 customers agree, 

according to research from Lee Resources.

In its report, Radial covers these major trends shaping the customer 

experience and explains how retailers can use them to gain a strategic 

advantage:

1.  The Social Media Explosion: Garden centers’ store associates 

need to exercise strong judgment with social media inquiries. 

These interactions can spread faster than any other channel, so 

employees should respond accordingly based on set processes, 

procedures and brand guidelines. Also, ensure that your staff has 

a process for managing negative feedback on social media.

2. Device Hopping: Standardize your service approach, as well as 

the look and feel of your brand, across all channels. If you have 

a chat service on your website, make sure those capabilities are 

optimized for your mobile store in case the customer switches 

from browsing by computer to mobile device.

3. Knowledge (Not Content) Is King: If garden centers want to 

remain relevant, they will need to make investments in both 

technology and process to enable a true 360-degree customer 

view that allows store associates to easily access customer 

information, as well as order and interaction history, to 

personalize the shopping experience. Ensure that all customer 

information at all points along their customer service journey, 

regardless of the touch point, is relevant. 

4. Resolution Has Become Hyper-Critical: Use this three-step 

approach: people, process and technology. Garden retailers must 

empower their associates to take action in fully resolving issues 

by establishing standardized processes. Have the right tools that 

will enable your employees to view policies and procedures, 

execute them properly and keep the consumer experience at the 

forefront, making the customer feel valued and that the resolution 

to their issue is acceptable.

5. The Growing Appetite for Self-Service: Implement listening 

tools and analytics to identify and understand the most frequent 

contact requests about your products, in addition to the most 

common pain points, that might be best handled in a self-serve 

fashion. Setting up self-help online will decrease the number of 

contacts and cost. Self-service options should include help on your 

website, app, phone system and social media sites. 

Is This the Face of Your Future 
Store Associates?
The future is here, and it comes in the form of a new humanoid 

robot from Softbank Robotics named “Pepper” and the first digital 

commerce application from MasterCard. By pairing with consumers’ 

MasterCard MasterPass digital payment accounts, Pepper will take 

orders and offer personalized service at Pizza Hut Restaurants in 

Asia. According to Dan Berthiaume of Chain Store Age, consumers 

will greet Pepper and pair their MasterPass account to the robot by 

tapping the Pepper icon within the wallet or by scanning a QR code 

on the tablet that the robot holds.

After pairing, Pepper will 

provide personalized 

recommendations and offers, 

additional information on 

products, and assistance 

in paying for items. Pizza 

Hut Restaurants Asia P/L 

will be the inaugural launch 

partner, with an in-store pilot 

expected by the end of 2016.

There are limitations to how 

deeply Pepper can engage 

in conversation with a 

consumer or determine their 

unstated needs. Also, Pepper 

cannot currently stock shelves or retrieve items.

But garden center associates should still be wary - within the United 

States, Lowe’s has been running a robotic pilot at its Orchard Supply 

Hardware subsidiary, where robots assist customers in finding specific 

products and obtaining real-time information on promotions and 

inventory levels. They also remotely connect with expert employees 

to answer project questions.

You Thought Millennials 
Were Challenging Enough - 
Tailor Your Retailing Efforts to 
Capture These Types

There are five distinct types of 

Millennial shoppers, and each 

one poses a challenge to your 

garden center, according to the 

“Consumer Moments of Truth” 

report by Cue Connect. “Retailers 

who want to win big are going 

to be forced to approach their 

brand from a place of empathy,” 

Berkley Bowen, CEO and 

Founder of Cue Connect, says 

in an article by Retail Customer 

Experience. “Millennials have to 

feel understood and are insatiable 

when it comes to immediacy for 

more personalized touch points 

and better service.”

Here are some insights on all five types of Millennial consumers:

1.  Social Shopper: Nearly 50 percent of consumers are either 

somewhat or very much influenced by friends and family when 

making a purchasing decision. Capture customer reviews in-

store or on your website, then place them on signage near the 

product, or in the product’s description online, to show how other 

customers feel about and use said product.

2. The Bargain Hunter: About 7.4 percent are more likely to buy 

from a retailer’s website when the retailer e-mails them a discount 

code. Create personalized discount codes or coupons based on 

customers’ purchasing histories, and watch the revenue flow in.

3. Elite Shopper: About 47.6 percent claimed that they feel most 

valued by retailers who reward them with loyalty points. Gauge 

your customers for a type of loyalty program that would appeal 

to them. Then, once the program is set up, create rewards and 

incentives that will make consumers shop your garden center over 

your competitors’ stores.

4. Impulse Buyer: Almost 50 percent have made a purchase based 

on the “suggested items” option on a retailer’s website. Keep a 

list of complementary products on signage, or in the product’s 

description online, to spur impulse sales.

5. Frugal Frannie: About 37.2 percent claimed they’re motivated 

to shop only when they absolutely need something. In your 

merchandising, or in the product’s description online, express 

how the product is essential to the customer’s lifestyle and what 

purpose it will serve.

Now Trending in Garden Retailing . . .
•  Having trouble converting browsers into buyers? Consider the impact of digital coupons. Fifty-one percent of consumers are cool with 

getting digital coupons after leaving a store for the products they browsed but didn’t purchase, according to RichRelevance’s “Creepy or 

Cool: 2016 Consumer Survey.”

•  Compiling data on customer behaviors and preferences for online and in-store shopping is necessary to provide a seamless customer 

experience across all channels. Sixty-seven percent of North American shoppers believe retailers should have a single view of them as a 

customer, from iVend Retail’s “Great Omnichannel Expectations” report. 

•  “Buy online, pick up in-store” is a feature shoppers seek out to make their shopping experience more convenient. Fifty-seven percent of U.S. 

and Canadian consumers said they have ordered an item online for collection in-store, according to iVend Retail’s “Great Omnichannel 

Expectations” report.
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TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Enjoy Exclusive Savings & Special Perks at 
IGC Show Chicago &  
EIGC - The Eastern Show for IGCs
GCA Members save $260 on each EIGC/IGC Retailer Conference All-

Access Pass registration during the early bird registration period, 

and $100 off each EIGC/IGC Show Monday Garden Center Bus Tour 

registration! 

Other benefits include:

•  Two free drink tickets per company  

for redemption at Tuesday evening’s 

EIGC/IGC Show Party & Concert

•  Special reserved seating at the concerts 

- come early, seating is limited!

•  Access to the GCA Member Lounge at IGC Show Chicago, with a 

special catered lunch buffet available at your convenience

Enter the promo code IGCGCA when you register: 

EIGC - The Eastern Show for IGCs Registration: Click here. 

IGC Show Chicago Registration: Click here. 

 

August 2-4, 2016
Valley Forge Casino Resort,  

Philadelphia Metro Area, PA

August 16-18, 2016
Navy Pier Festival Hall,  
Downtown Chicago, IL

Party
Flooronthe

Free Beer & Munchies 
LIVE Jimmy Buffett Music Tribute

Wednesday, Aug. 3

It’s On! 4-6 pm Wednesday 
on the EIGC Show Floor

Sponsored By

Keep writing orders into the afternoon to the tropical tunes of 
Jimmy Buffett. Enjoy free cold beer and appetizers.  
Get ready for a great time at EIGC Show 2016!


