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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.

NRF’s Forecast Reveals ‘State 
of the Economy is Sound’
A recent forecast from the National Retail Federation (NRF) that retail 

sales during 2019 will increase between 3.8 percent and 4.4 percent 

to more than $3.8 trillion, despite threats from an ongoing trade 

war, the volatile stock market and the effects of the government 

shutdown.

“We believe the underlying state of the economy is sound,” NRF 

President and CEO Matthew Shay says. “More people are working, 

they’re making more money, their taxes are lower and their 

confidence remains high. The biggest priority is to ensure that our 

economy continues to grow and to avoid self-inflicted wounds. It’s 

time for artificial problems like trade wars and shutdowns to end, and 

to focus on prosperity, not politics.”

Preliminary estimates show that retail sales during 2018 grew 4.6 

percent over 2017 to $3.68 trillion, exceeding NRF’s forecast of at 

least 4.5 percent growth. The number includes online and other non-

store sales, which were up 10.4 percent at $682.8 billion. That met 

NRF’s forecast of 10-12 percent online growth, and online is expected 

to grow in the same 10-12 percent range again this year. The numbers 

exclude automobile dealers, gasoline stations and restaurants.

Growth of between 3.8 percent and 4.4 percent would result in total 

2019 retail sales of between $3.82 trillion and $3.84 trillion. Based 

on growth of 10-12 percent, online sales would total between $751.1 

billion and $764.8 billion, which are included in the total.

The 2018 results are based on Commerce Department data up 

through November but include NRF estimates for December, because 

the agency was closed during the recent government shutdown and 

had not released December figures.

“We are not seeing any deterioration in the financial health of the 

consumer,” NRF Chief Economist Jack Kleinhenz says. “Consumers are 

in better shape than any time in the last few years. Most important 

for the year ahead will be the ongoing strength in the job market, 

which will support the consumer income and spending that are both 

key drivers of the economy. The bottom line is that the economy is 

in a good place despite the ups and downs of the stock market and 

other uncertainties. Growth remains solid.”

NRF expects the overall economy to gain an average of 170,000 jobs 

per month, down from 220,000 in 2018, and that unemployment 

– currently at 4 percent – will drop to 3.5 percent by the end of the 

year. Gross domestic product is likely to grow about 2.5 percent over 

2018.

Kleinhenz said inflation and interest rates are expected to remain low 

this year and that retail sales have been helped by recent reductions 

in gasoline prices.

Retailers so far have been able to largely mitigate the impact of new 

tariffs on steel, aluminum and goods from China imposed in the past 

year. But tariffs could drive up the cost of consumer products and 

affect business direction and profits this year, particularly if tariffs on 

$200 billion in Chinese products rise from 10 percent to 25 percent as 

currently scheduled for the beginning of this month, he says.

The Hottest Gardening Trends 
That Will Raise Your Garden 
Center’s Bottom Line!

Americans are gardening in record numbers, and Monrovia released 

a report reflecting this year’s most captivating garden trends. The 

2019 Monrovia trend report predicts Americans will develop a 

deeper connection to the natural world, seeking out carefully curated 

plants and gardens that reflect their intense interest in cultivating 

highly personal, leafy refuges in a time of stress and chaos.

“In our 2017 and 2018 trends reports, we began tracking how 

a generation of Millennials - one out of five new gardeners are 

Millennials, according to the National Gardening Association - rooted 

in technology was becoming more biophilic, and how that deep 

yearning for connection to nature was impacting issues from food 

waste to water use to soil health,” Jonathan Pedersen, Monrovia 

spokesperson, says. “What we see in 2019 are the strands coming 

together to show a compelling path forward.”

Here are highlights of the seven top 2019 trends in gardening:

•  The Slow Garden Movement: The same trends that Millennials are 

driving across consumer brands - transparency, sustainability, hand-

crafted, experiential and authenticity - are showing up in gardens 

and garden centers nationwide.

•  Architecture Rules: Garden designers will use plants with plenty of 

intriguing, often formal, shapes, forms, textures and branching 

habits within otherwise naturalistic gardens, resulting in a delightful 

yin-yang effect.

•  Desperately Seeking Season: 

With seasonal changes that are 

less distinct and predictable, 

marked by longer summers and 

shorter winters, gardens that 

dramatically, graphically evolve 

over the seasons are becoming 

even more prized.

•  Do it For Me!: Consumer 

research has identified a 

growing segment of “Do It 

for Me” homeowners who 

want the beauty and seasonal 

rhythm of a landscaped space, but may not have the time to make 

this happen.

• �Working�Overtime: With home lots getting smaller and less time 

for gardening, consumers are snapping up “one-and-done” plants 

that do double or even triple duty in the landscape.

•  One-Stop Garden Shop: Seeking more than the free Wi-Fi and 

caffeine buzz offered at your local coffee shop, consumers are 

flocking to garden centers as a newer, fresher take on the “third 

place.”

•  Into the Woods: Cool, mossy and damp, small space woodland 

gardens bring a welcome sense of organic zen and a respite from 

digital overload, especially in dense urban areas where they can 

help to mitigate the effects of pollution.

Other trends worth watching include colors turning to the brighter 

side, the return of televised gardening programming, all-green 

gardens (yes, they’re coming back) and urban gardens that are as 

prized as any estate landscape.

Visit Monrovia’s website to read the entire 2019 top gardening trends 

report.

 

No-Show Associates Directly 
Impact Employee Engagement - 
Find Out How

Rampant unplanned retail store associate absence is detrimental to 

employee engagement, staff productivity, team morale and stress 

management, according to a Global Retail Absence survey, “What 

Came First: Retail Absenteeism or Low Engagement?” issued by The 

Workforce Institute at Kronos and conducted with Coleman Parkes 

Research.

The issue is critical for retailers, as 78 percent acknowledge 

employee engagement is key to organizational success, and more 

than half agree that poor employee engagement causes increased 

absenteeism.

The study analyzed responses from 800 retail managers across 

Australia, Canada, France, Germany, the U.K. and the United States.

Other highlights from the survey include:

•  Unplanned absence and poor engagement fuel chaos and drive 

employee turnover.

•  Retailers worldwide estimate 7 percent of labor hours are 

scheduled but not worked, and many view unplanned absence 

as one of their organization’s most difficult, complex and time-

consuming issues.

•  Retail managers in the U.K. (63 percent), United States (63 percent) 

and Germany (61 percent) feel strongest that poor employee 

engagement has a big impact on unplanned employee absence.

•  More than half of retailers worldwide (52 percent) see a direct 

correlation between poor employee engagement and increased 

staff turnover, with retailers in the United States (61 percent) and 

U.K. (55 percent) seeing the strongest connection.

•  Retailers worldwide believe absenteeism has a big impact on 

customer satisfaction (47 percent) and store revenue (42 percent) 

- which are the top two metrics retailers said they used to measure 

productivity.

•  Retailers recognize that a greater focus on work-life balance (62 

percent) and workforce scheduling technology (59 percent) would 

have a positive impact on productivity.

•  Globally, nearly half of all retailers (43 percent) are not using an 

automated solution to manage individual work preferences and 

availability.

•  One-third of retail managers (34 percent) say managing shift-swap 

requests is one of the biggest workforce management challenges 

they face as an organization.

•  France (59 percent) and the United States (53 percent) lead the way 

using shift-swap technology, but elsewhere adoption falls short - 

especially in the U.K. (44 percent) and Canada (40 percent).

Only 23 percent of retailers worldwide enable self-service shift 

swapping on a mobile device.

“When making allowances for unplanned employee absence by 

over-staffing or over-scheduling - as 88 percent of retailers worldwide 

do - you react to the problem rather than correcting it. This reactive 

nature creates unnecessary work for managers and poses a risk to 

customer satisfaction,” says Joyce Maroney, Executive Director, The 

Workforce Institute at Kronos, in the release.

The Retail Trinity For Your 
Garden Center’s Success: Music, 
Visuals & Scent

When it comes to choosing in-store shopping over online, your store’s 

atmosphere is key, according to the study “Elevating the Customer 

Experience: The Impact of Sensory Marketing” by in-store media 

solutions company Mood Media.

Seventy-eight percent of shoppers globally say an enjoyable in-store 

atmosphere is a key factor in their decision to choose in-store over 

e-commerce, reveals the study. Music ranked as the No. 1 factor to 

improve a shopper’s mood in-store, with an overall positive impact 

on 85 percent of shoppers. But not just any music will do, as 57 

percent of shoppers would disengage if retailers make poor music 

choices. The report identified an enjoyable store atmosphere as the 

right combination of music, visuals and scent.

The study explored the impact of a store’s atmosphere - including 

sensory elements - on the overall shopping experience, as well as 

what drives certain customer behaviors, such as revisiting a store or 

making a purchase. It surveyed more than 10,000 consumers across 

10 countries worldwide, including the U.S.

Specific U.S. shopper highlights from Mood Media’s study include:

•  Tactile factors: Forty-three percent of U.S. consumers say, “the 

ability to touch, feel and try the product” is the thing they like 

most about shopping in-store, the No. 1 factor cited by global 

respondents as well.

•  An enjoyable atmosphere with attention to detail matters: Eighty-

four percent say an enjoyable in-store atmosphere (with music, 

visuals and scent) is a key factor in deciding to make purchases in-

store over online. Countries that come in even higher include Spain 

at 89 percent, China at 88 percent and the U.K. at 86 percent.

•  Music impacts dwell times: Forty-five percent have spent longer in 

a store than they otherwise would have, because they “enjoyed the 

music,” which lines up with the global result of 46 percent.

•  Visual inspiration: Forty-three percent say they have been 

influenced by digital screens in-store, which is in line with global 

findings. Younger generations of Americans cite an even stronger 

proclivity toward being inspired by in-store digital screens - 62 

percent of 18- to 24-year-olds, and 63 percent of 25- to 34-year-

olds.

•  Personalization drives sales and brand affinity: “Feeling like the 

experience is personalized to me” when shopping made 41 percent 

of respondents “more likely to want to buy something” and 45 

percent feel like they “want to come back.”

•  Social media behavior: Thirty-one percent have shared an in-store 

experience on social media recently, with 25- to 34-year-olds 

coming in at 57 percent, nearly double the overall U.S. social media 

statistic. The United States is second only to China, with Chinese 

consumers ranking most active in terms of in-store social media 

use, at 56 percent overall.

“Consistent with our 2017 State of Brick & Mortar study, we found 

that the physical store remains important to the majority of people 

around the world, with the experiential element playing a large role 

in consumers’ decision to choose brick & mortar over e-commerce,” 

Scott Moore, Global Senior VP of Marketing and Creative Content for 

Mood Media, says. “It also further highlights that brick-and-mortar 

businesses have to give consumers a reason to get off the sofa and 

into the store, and part of that reason lies in providing them an 

elevated sensorial experience.”
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Survey: Shopping Your Brick-
and-Mortar Garden Center Is 
Emotionally Satisfying

Consumers are more likely to feel satisfied with their purchases when 

shopping in-store, rather than with pure-play e-commerce retailers, 

according to a study by DXC Technology.

The study also found that more than 60 percent of respondents are 

confident with their purchases when they make them in-store and 

strongly appreciate the ability to return products conveniently and 

hassle-free to retail locations. Fifty-four percent rate their overall in-

store shopping experiences as emotionally satisfying.

In addition, more than 70 percent of consumers prefer to shop 

for consumer goods either in-store or online from retailers with a 

physical presence, as opposed to 29 percent who shop primarily 

online.

The survey revealed that showrooming strengthens brick-and-mortar 

stores, with 36 percent of consumers buying in-store after exploring 

products online. Ninety-four percent of shoppers say a store 

associate’s help is important in feeling confident they are buying the 

right product, which means the knowledge of your garden center’s 

staff is imperative to an emotionally satisfying in-store experience.

Here are some additional insights from the survey:

•  Same-day or next-day delivery or in-store-pickup options are not 

key differentiators unless companies are trying to reach specific 

groups or segments of customers.

•  Same-day or next-day delivery represents about 9 percent of total 

shopping, while Generation X and Millennials use it more (33 and 28 

percent respectively).

•  Buying online and picking up in-store also represents 9 percent of 

total shopping, while Millennials and Generation Z again use it more 

(24 and 13 percent respectively).

•  While some claim that traditional loyalty programs don’t matter, 57 

percent of shoppers say online promotions are important.

The survey also highlighted different ways retailers can build strong 

engagement through services and process improvements to give 

shoppers the confidence they need. According to the survey:

•  Seventy percent of respondents feel confident they are buying the 

right products when stores offer free, no-hassle returns.

•  When making purchase decisions, 66 percent of consumers rely on 

customer ratings and reviews and technical product information (55 

percent).

•  Useful and relevant search and navigation results were important 

for 59 percent of respondents, which challenges retailers to bring 

interactive navigation into the store through consumers’ own 

devices and augmented reality signage.

•  Only 38 percent of respondents have used personalized 

convenience services. Specifically, 24 percent have purchased 

subscription retail or meal kit services, 15 percent have tried 

augmented or virtual reality applications for additional product 

information, 11 percent have used personalized assisted online 

shopping services and 8 percent have bought personalized products 

or tailor-made clothes fitted online.

Gardening Could Help You 
Live to 100 Years Old!

Dan Buettner has studied five places around the world where 

residents are famed for their longevity: Okinawa, Japan; Nicoya, Costa 

Rica; Icaria, Greece; Loma Linda, California, USA, and Sardinia, Italy, 

according to an article published by Jamie Feldmar of BBC.

People living in these so-called “blue zones” have certain factors 

in common: social support networks, daily exercise habits and a 

plant-based diet, for starters. But they share another unexpected 

commonality. In each community, people are gardening well into old 

age - their 80s, 90s and beyond.

Could nurturing your green thumb help you live to 100? If so, that’s 

just another benefit you could use to market gardening and your 

garden center to consumers.

Mood Elevator - It is well-known that an outdoor lifestyle with 

moderate physical activity is linked to longer life, and gardening is 

an easy way to accomplish both. “If you garden, you’re getting some 

low-intensity physical activity most days, and you tend to work 

routinely,” says Buettner.

He believes there is evidence that gardeners live longer and are 

less stressed. A variety of studies confirm this, pointing to both the 

physical and mental health benefits of gardening.

In a recent Dutch study, researchers asked participants to complete 

a stressful task, then split them into two groups. One group read 

indoors and the other gardened outdoors for 30 minutes. The group 

that read reported that their mood “further deteriorated,” while the 

gardeners not only had lower levels of the stress hormone cortisol 

afterwards, they also felt “fully restored” to a good mood.

Australian researchers following men and women in their 60s found 

that those who regularly gardened had a 36 percent lower risk of 

dementia than their non-gardening counterparts.

And preliminary studies among elderly people suffering from 

cognitive issues, such as dementia and Alzheimer’s, report benefits 

from garden settings and horticulture therapy. Sunlight and fresh air, 

for example, help agitated elders feel calmer, while the colors and 

textures of various plants and vegetables can improve visual and 

tactile ability.

There is no panacea for growing old but, the science suggests, 

gardening does appear to improve our quality of life as we age.

Let Nature Nurture You - It’s not just about health effects, either: The 

social benefits of gardening can also increase longevity. Dr. Bradley 

Willcox of the University of Hawaii studies centenarians in Okinawa, 

which has the world’s highest ratio of centenarians, at approximately 

50 per 100,000 people. Many residents maintain small personal 

gardens well into old age.

He says that gardening helps with other essential, if somewhat more 

ephemeral, factors in increasing longevity. “In Okinawa, they say that 

anybody who grows old healthfully needs an ikigai, or reason for 

living. Gardening gives you that something to get up for every day.”

On top of that, explains Willcox, Okinawans value the concept of 

yuimaru, or a high level of social connectedness. “Getting together 

at a local market, bringing your produce and sharing your latest 

creations from the garden is a big social activity,” he says. “That 

certainly helps people feel grounded and connected.”

A sense of connection to other people is important, but so, too, is 

the individual connection to nature. One Harvard University study 

showed that people who were surrounded by lush greenery lived 

longer, with a lower chance of developing cancer or respiratory 

illnesses.

Doctors in Scotland can now prescribe a walk in nature to treat a 

variety of ailments, including reducing blood pressure and anxiety, 

and to improve overall happiness. Gardening - even on a small plot in 

an urban area - is a simple way to incorporate more nature into your 

daily life.

Finally, there is also a dietary component to longevity that gardening 

can help with. Researchers have demonstrated a link between 

the “Mediterranean diet” - rich in vegetables, fruits, whole grains, 

legumes, nuts, fish and olive oil - and slower aging.

Willcox says the fundamental principle of eating an abundance of 

fresh vegetables, ideally from local gardens and markets, is important 

to longevity, whether the diet is technically Mediterranean or not. In 

Okinawa, for example, most people grow vegetables, such as bitter 

melon and sweet potatoes, in their gardens.

“When you eat vegetables that you’ve grown yourself, it changes 

everything - they taste more delicious, and it really makes a 

difference in the health qualities (vitamins, minerals, phytoactive 

compounds, etc.) of the food itself,” says Willcox. Buettner, the “blue 

zones” expert, recommends a diet of “90 percent plants, especially 

greens and beans,” and points out a simple truth: Gardeners are 

more likely to plant what they want to eat.

Farming for a Longer Life? If gardening is good, is farming even 

better? Many of the lifestyle factors associated with longevity, such as 

living in the country and getting lots of exercise, apply to farmers as 

well.

Some evidence suggests that farming is one of the healthiest 

occupations. One Australian study showed that farmers were a third 

less likely to suffer from a chronic illness, and 40 percent less likely to 

visit a general physician than non-farm workers. Researchers from the 

United States compared mortality rates among farmers against rates 

for the general population and found farmers less likely to die from 

cancer, heart diseases or diabetes. And studies in Sweden and France 

have also shown farmers are healthier than non-farmers.

Dr. Masahiko Gemma of Waseda University in Tokyo studied self-

employed farmers in the central province of Saitama, who were 

found to have a longer life expectancy than non-farmers and work 

later into life. Many of Gemma’s respondents were part-time farmers 

or retirees, and he describes many of their responsibilities as “similar 

to the work of maintaining a garden.”

“Small family farms are common in Japanese agriculture,” says 

Gemma, explaining that his survey did not include farmers working 

for large-scale corporate operations. He found that self-employed 

farmers enjoyed statistically significant and positive changes in 

psychological and physical conditions before and after engaging in 

light farming activities. “Our guess is that farming work contributes to 

the maintenance of good health and spirits.”

Reality Check - Although Gemma’s findings are heartening, not 

all farming resembles the traditional, low-tech Japanese model he 

describes. Agriculture is an industry in most of the Western world, 

and farmers can experience difficult or dangerous working conditions, 

high debt and increasingly automated processes. It’s difficult, then, to 

view farming as a magic bullet against aging.

Neither farming nor gardening will ultimately guarantee a longer 

lifespan. But some of the lifestyle factors associated with both - 

namely going outside, engaging in light physical activity and eating a 

healthy plant-based diet - just might. In the end, it’s all about balance.

“I use the analogy of a chair,” Willcox says. “Diet, physical activity, 

mental engagement and social connection are the four legs. If you 

don’t have one of them, you fall out of balance, and it can shorten 

life expectancy. Longevity isn’t about one single factor - it’s about not 

working too hard to share a constellation of them all.”

Collecting the Right Customer 
Feedback & How You Can Make 
It Work for Your Store

Customer feedback surveys are big business. But before you switch 

off, there is no reason why retailers of all sizes cannot benefit from 

them - even your independent family-owned garden center, 

according to Lane Mann of Phoenix CX. The problem for you as a 

small business owner is where to start? How can you be sure you are 

talking to the right people and delivering a good survey experience?

The people who take part in feedback surveys believe that the 

companies they are responding to genuinely care about their 

customers; this is likely a contributing factor as to why they answer 

a survey in the first place. If constructed well, these surveys not only 

provide retailers with key data on how to improve the customer 

purchase experience, but also create the perception of a company 

that truly cares about their customers.

The fact is that customer feedback surveys are one of the most 

accessible types of surveys for the small business owner looking to 

improve the purchase experience they give their customers. Used 

to get a temperature reading of what the customer thinks about a 

particular product or service, they generally aren’t scoped out to 

answer difficult questions or to probe very deeply into potential 

product innovations. So, the entry level is fairly simple.

Starting�out�on�your�customer�feedback�journey:�If you are reaching 

out to your customer base for feedback, keep in mind that they 

are your customers. That means, remember the mindset they will 

be in when they approach your survey. If you can, try to make the 

setting for your “discussion” as close to your garden center’s in-store 

experience as you can. 

If it is an online survey, use your store’s colors. If it is a phone call, 

have interviewers or customer service reps that are a similar age 

and speak in a similar pace. Again, they are your customers, so make 

sure the survey doesn’t take too long or has seemingly redundant 

questions. The last thing your garden center needs is to annoy 

customers in the pursuit of ways to make your goods and services 

better.

How to reach out to people? Since we are discussing how to make 

the experience better for the respondent, it might be helpful to know 

how people prefer to be reached for these kinds of surveys. Phoenix 

CX’s recent research among 1,000 people shows that the answer is 

e-mail invites. Customers are more likely to provide feedback via an 

e-mail or “receipt prompt,” followed by a phone conversation with a 

live person and regular old snail mail. 

On the other hand, customers are far less likely to provide feedback 

via in-app pop-ups, text messages, website pop-ups and robo calls. 

These bottom four methods are inexpensive, which is nice, and some 

of them can be very targeted, but you should make sure that you are 

not hurting your garden center’s overall reputation while procuring 

information from them.

Do�I�need�to�incentivize? Why should your respondents care? 

Occasionally, people are happy to give you their feedback out of 

the goodness of their heart, while other times they need another 

reason. Especially if you are working with a small group of potential 

respondents, it could be important just to get an additional 0.5 

percent response rate increase. Incentives can get you over that 

hump. 

Ideally, a $5 or higher gift card will go a long way. However, after 

summing up the cost of the card and shipping, your budget may be in 

the red depending on how many completed surveys you are looking 

for. There is another incentive scheme that can be less expensive 

but can still increase response rates: sweepstakes. They can be 

complicated to conduct and legal issues may make you skittish of 

this option, but if you get the right firm to run it for you, it can get 

you under budget and allow you to deliver the insights you need to 

impress your colleagues.

So what kind of people are taking part in customer feedback surveys? 

A study by Phoenix CX shows that more than 60 percent of people 

say they have answered a customer experience or satisfaction survey 

in the past quarter. 

Now Trending in Garden Retailing . . .
•  Special events to highlight your garden center, your products and your services leave a lasting impression with your customers. About�82�

percent�of�shoppers�who�have�attended�a�special�event�at�a�retail�store�say�they�are�interested�in�similar�events�in�the�future, says the 

National Retail Federation’s (NRF) Consumer View Winter 2018/2019 report.

•  Sending your customers e-mails with specially curated product selections will increase their loyalty to your store. About�60�percent�of�

consumers�surveyed�say�they�were�willing�to�share�details�about�products�they�like�with�retailers�for�personalized�marketing�purposes, 

according to a study by Forrester.

•   Debit and credit card swipe fees are still a highly debated topic among small business owners. Seventy-one percent oppose removing the 

limits�on�how�high�banks�can�raise�debit�card�swipe�fees. In addition, two-thirds�(67�percent)�want�to�see�credit�card�swipe�fees�addressed,�

according to NRF’s Small Business Survey. 
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Registration�Now�Open,�Early�Savings!� 
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 registration 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. 

REGISTRATION NOW OPEN!

GCA�Summer�Tour�2019 
Nashville,�Tennessee 
June�23-26,�2019
Registration with early bird extra 

savings are now open for GCA Summer 

Tour Nashville, June 23-26, as organizers 

continue to map out an itinerary of 

retail education and inspiration for the 

16th-annual event. New next summer, 

at the conclusion of each visit, the store’s owners and key leadership 

will join the 2019 group for a question-and-answer session that will 

allow GCA Tour-goers to dive deeper into the best practices driving 

each store’s profitability.

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

member discount - your GCA Membership saves you $200!

Sincere Thanks to Our 2019 GCA Summer Tour Sponsors!
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