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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.

Set Your Garden Center Apart 
By Creating That ‘WOW’ 
Brick-and-Mortar Moment
Over the past decade, as the economy has changed, so has the 

brick-and-mortar landscape, according to Rayonne Vossough, 

Owner of Savvy Spaces and contributor for Forbes. As online sales 

increased, what retailers were seeing more and more was that 

when consumers do choose to come in a retail store and shop, their 

attention spans are shorter and the expectation for service, selection 

and presentation is higher. With the average person’s attention span 

at eight seconds or less, there is a very short window to grab your 

customer’s attention.

Customer service and product availability are top priorities for 

many shoppers, but the decor, design and ease of shopping in any 

retail environment are also factors to getting them to purchase. A 

compelling atmosphere and the overall story that your garden center 

tells is important. Shopping is becoming more of an experiential 

event and now, with trending exhibits attracting consumers, such as 

Candytopia, Dream Machine and ColorFactory, retail business owners 

should be focused on enhancing their overall physical environment. 

All touch points, including sight, smell and sound, along with clean, 

easy-to-shop environments with interesting decor and displays are 

what attract customers and encourages them to stay, and ultimately 

spend more money.

The lines of retail and restaurants have also been crossed with 

this focus. More and more, we are seeing blurred lines in this 

category, and business owners are getting creative so that they can 

differentiate themselves from the competition. With food markets 

that cross retail and dining, such as Eataly and the recently opened 

Roman and Williams Guild, a home decor shopping experience as 

well as a café and restaurant, the trend is now shifting. The goal 

is to create an in-store experience different from the competition 

while still encouraging customers to relax, rest or have a drink 

while they shop.

Another differentiating factor to consider in the physical environment 

to attract more customers is a “WOW” moment to share. Consumers 

are consistently photographing and posting their experiences 

on social media now more than ever. An interesting display or 

differentiating factor in your physical store can instantly get shared, 

become viral, and your garden center can quickly flourish.

So, what exactly is a “WOW” factor? It’s all about branding and 

diversification, as well as overall ambiance and design. There should 

be something that makes the physical experience different than the 

other retail store, restaurant or bar next door. Magic Hour Rooftop 

NYC is a carnival-themed bar and restaurant and along with oversized 

topiary animals, neon signs and cartoon like statues, there is an 

actual moving carousel for customers to sit and dine on or have 

drinks. With plenty of photo ops to capture and share on Instagram, 

this is an excellent example of how a smaller business can create buzz 

through a unique and memorable environment. 

The complete experience is paramount in any business and that is 

why brick and mortar is not going away. It has changed, and the bar 

has been raised. Compelling ambiance and interiors are now on the 

forefront of any brick and mortar experience. In addition to having 

a quality food or product as well as selection, customer service and 

location, any new business owner must also grasp that the overall 

environment should be a unique and memorable experience in order 

to succeed.

Here’s What It Takes to Keep 
Up with Your Customers’  
Shopping Expectations

Physical retail is thriving. The National Retail Federation’s Consumer 

View report shows nearly four out of five (79 percent) consumers 

are shopping brick-and-mortar stores, including Millennials and 

Generation Z. Just 34 percent of these demographics are online-

only shoppers.

But simply having a store doesn’t guarantee success. In order to 

succeed, your garden center must adapt and embrace the changing 

role of physical retail, and use your store to your advantage, 

according to Hal Charnley, President of Wiser.

Here are a few ideas from Charnley you can act on today: 

Focus on customer experience: Customer experience is the biggest 

advantage for your brick-and-mortar store. Even digital buyers want 

a tactile experience. Your store is still the best place for shoppers to 

compare products before they buy, engage with associates and in-

store displays, and share their experiences on social media. 

Your store associates play an important role in this process. A 

TimeTrade study shows 90 percent of consumers are more likely 

to buy when helped by a store associate. Work continuously to 

understand gaps in associate knowledge and offer training on new 

products, services and promotions at your garden center.

Checkout is also part of customer experience. Lines are a unique 

challenge for brick-and-mortar stores - and an opportunity to 

leverage technology. Using privacy-compliant sensors and software, 

collect data to understand how long shoppers wait in line and 

work to decrease it over time. Also, empower associates with 

mobile devices to scan customer items and allow them to checkout 

anywhere in the store.

Invest in unified commerce: Unified commerce is the process of 

“unifying” many selling channels to provide a cohesive shopping 

experience and path to purchase. Most (73 percent) of retailers plan 

to have a unified commerce platform by the end of 2019, according 

to Boston Retail Partners.

There are many components to unified commerce. The first and 

most important is marrying the pricing and availability of your online 

product offerings with those in-store. Consumers are smart. They 

don’t want to arrive at your store with one price in their head, only 

to find a different one on the shelf. Unified pricing and promotions at 

the micro-level is vital in building and keeping consumer trust.

Products should also be available across channels. This is where brick-

and-mortar garden centers should consider how online and mobile 

commerce (m-commerce) fit into or impact the in-store experience. 

Shoppers should have access to your store associates with tablets 

or free-standing kiosks where they can buy products in the event 

of an out-of-stock or online-only items. Add signage for buy-online/

pick-up-in-store, and process online returns in a profitable way with 

buy-online/return-in-store. This is all part of the seamless shopping 

experience consumers have come to expect.

A seamless shopping experience also means cohesive branding. 

Match your look and feel, and customer service, across all your 

physical and digital platforms. This includes social media profiles like 

Instagram, where shoppable posts are gaining global popularity.

Leverage pricing intelligence: Pricing intelligence consists of tracking, 

monitoring and analyzing pricing data to understand the market 

and make educated pricing changes at speed and scale. Consumers 

are going to use their smartphones to compare prices at the shelf. 

Incorporating competitive intel into their pricing strategy allows 

retailers to monitor their relative pricing position and put themselves 

in the best possible position to get the sale.

Start by identifying direct competitors in the same category, and 

competitors with similar or same products in other categories.

Maintain shelf health and brand compliance: SKU proliferation 

is a real problem faced by every type of brick-and-mortar retailer, 

including garden centers. Grocery stores, for example, carry 40,000 

more items than they did in the 1990s. It’s no surprise that retailers 

are struggling to gain visibility into what’s happening at the shelf.

There are three big challenges. The first is not being able to detect 

and remedy out-of-stocks quickly enough. The second is display 

compliance. More often than not, displays are set up incorrectly 

or too late, after a promotion is over. The third is shelf placement. 

Retailers often face challenges in being placed next to competitors or 

otherwise occupying an unfavorable position at the shelf.

Mobile crowdsourcing technology is a good solution for all three 

problems. Use in-store monitoring technology to review your shelf 

health and out-of-stocks in your garden center.

Winning in-store requires that retailers embrace and adapt to 

change. Invest in creating a seamless shopping experience across all 

your channels with the right technologies and a cohesive company 

image. Your customers - and your profits - will thank you for it.

Gen Zers Are Extraordinary - 
They’re Disrupting the  
IGC Retail Landscape

If retailers thought Millennials were a tech-driven, hard-to-

understand generation, they might be in for a surprise. Generation Z 

already numbers 2.5 billion across the globe with 60 million in the 

United States alone, according to Craig Guillot of STORES magazine. 

And while many aren’t old enough to drive, these young consumers 

have access to $44 billion in buying power with a high ratio of 

discretionary spending.

Born into the world of connectivity as “digital natives,” Gen Z already 

has the highest digital expectations. Superior customer service is a 

bare minimum, many expect same-day shipping and any retailer that 

doesn’t offer an exceptional mobile experience is seen as irrelevant. 

Despite their digital preferences, members of Gen Z are also more 

traditional shoppers, embracing the in-store experience as a form of 

not only education but entertainment.

To be successful in coming years, garden centers must start appealing 

to this generation now by refining the in-store experience, optimizing 

mobile and social media strategies and creating a digitally connected 

personalized experience across all channels. Here are six ways in 

which Gen Z can be radically different than consumers from other 

generations: 

1. They were born into the digital world. Gen Z, born in 1995 or 

later, is the first generation of “digital natives” to grow up in 

the world of the internet, digital media and devices. Most don’t 

understand what the pre-internet era was like. Technology and 

connectivity have always shaped their attitudes, expectations and 

experiences in everything from how they learn and develop to 

how they consume media and shop. 

Empowered by information, product reviews and high expectations 

for customer service, most have become very smart consumers at 

a young age. While Millennials demand next-day delivery, Gen Z has 

moved that expectation to same-day delivery. A report by Accenture 

found nearly 60 percent of Gen Z respondents say they’d pay $5 extra 

for one-hour deliveries.

Not surprisingly, Gen Z is driving tech further and is far more likely to 

experiment with new services that make shopping easier and faster. 

Accenture found that 73 percent are ready to try voice-activated 

ordering, while 71 percent are interested in automatic replenishment 

programs. Many already express a high rate of interest in things like 

Amazon’s Alexa.

2. They enjoy the brick-and-mortar experience. Although Gen Z 

prefers to do most things digitally, they still enjoy the in-store 

experience, even more so than other generations. According 

to NRF, more than 98 percent still prefer to make purchases in 

bricks-and-mortar stores.

But unlike other generations that may quickly visit a store for instant 

fulfillment or to better learn about products, Gen Z actively pursues 

the store experience. According to the 2017 Generation Z Shopper 

Report by Euclid Analytics, 28 percent visit the store to engage store 

associates, the highest number of any generation.

3. Mobile is everything. If there’s one stereotype that Gen Z lives up 

to, it’s that they’re glued to their mobile devices. While Millennials 

might have not have had their first phone until their 20s, the 

average age of owning a first smartphone in 2016 was age 10, 

according to Tech Crunch. Most of this generation spent their 

formative years learning about the world, interacting with it and 

socializing through mobile devices. Nearly three-quarters of Gen Z 

in the NRF survey said their favorite free-time pursuit is to spend 

time online. Of those, 75 percent said mobile was their primary 

device, one on which they spend an average of five hours per day. 

Despite their digital preferences, members of Generation Z are also 

more traditional shoppers, embracing the in-store experience as a 

form of not only education but entertainment.

Gen Z is also drastically different in the media they consume on 

their phones and how they learn about retailers. They’re less likely 

to be swayed by traditional advertising or celebrity endorsements 

and more by bloggers and their own peers. Instead of searching 

the web or taking the lead from traditional media, most are likely 

to start their search on style and products at YouTube. A report by 

FullScreen found 55 percent of the 18-24 demographic is more likely 

to trust influencers, compared with only 36 percent of the 25-34 

demographic.

4. They’re pragmatic. Because Gen Z came of age in the wake of the 

great recession, most were groomed by their parents with a sense 

of economic caution about the future. It’s driving many of them 

to be more conservative about debt and more pragmatic in their 

spending. 

While they’ll occasionally put out money for premium products, 

it’s when those retailers offer durability and longevity, not because 

it’s cool. With tapered expectations about their future and 

earning potential in traditional jobs, Gen Z has also grown up with 

entrepreneurial ideals and aspirations. Even at a young age, many are 

starting their own YouTube channels to generate income or starting 

their own online companies. A study by the Center for Generational 

Kinetics found that 77 percent of those ages 14-21 are already 

earning their own money, many through entrepreneurial activities.

5. They’ll likely tip the scale on mobile payment adoption. 

While Gen Z currently prefers paying in cash, analysts 

believe their strong connection to mobile devices and digital 

upbringing will make them the generation that finally breaks 

ground on mobile payment. It might already be starting 

to happen as more Gen Zers get bank accounts and start 

spending their own money. 

An Accenture study found that nearly 70 percent of Gen Z is 

interested in making payments via social media. Mobile payments 

are not only being driven by convenience but by the fact that their 

mobile devices are their primary connection to the world. A report 

by Juniper Research found the number of people expected to use 

mobile wallets for payments or money transfers is expected to grow 

by 30 percent by next year.

6. They want to be part of the personalization. Nearly all 

generations now expect a level of personalization in retail, 

but unlike Millennials who want retailers to make them feel 

special, Gen Z wants to be a part of creating that special 

connection. Many enjoy “co-creating” with retailers by 

uploading their own reviews and being a part of the review 

process through social media.
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TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Latest Trends Report Points the 
Way to Good Things Ahead in 
2019 for Indie Garden Centers

Consumers are waking up from their technology daze and turning to 

nature and gardening to find balance and peace, realizing their 

responsibility to save the Earth with sustainable efforts, Garden 

Media reveals in its annual “Garden Trends 2019 Report: Rooted 

Together.”

The report laid out some promising statistics that show gardening is 

on the rise. American gardeners spent a record $47.8 billion in lawn 

and garden retail sales last year. The average household spent $503, 

which is up nearly $100 over the previous year. 

Making up 29 percent of gardening households, 18-34 year olds set 

a record high. Container gardening and landscaping were big sellers 

last year. A majority of landscape architects (83 percent) say that the 

hottest trend is sustainable designs using native plants.

Here are the trends that Garden Media have highlighted for next year 

to help drive foot traffic and sales at your garden center:

•  Indoor Generation: The “Indoor Generation” is disconnected 

from natural rhythms, craving to make a connection with nature. 

The indoors is the new outdoors. Reports show that Americans 

spend approximately 93 percent of their time enclosed indoors 

or in vehicles. Children spend on average less than 1 hour outside 

per day, which is 50 percent less than their parents did as children. 

Bringing nature inside through houseplants adds life, light and 

fresh air to the indoor generation. Thirty percent of all households 

bought at least one houseplant last year, and in the last few years, 

Millennials have been responsible for 31 percent of houseplant 

sales, according to the National Gardening Association. Stock more 

houseplants this year to bring nature to the Indoor Generation.

•  Screen Age: Spending too much time in front of screens is causing 

physical and psychological problems. Blue light from screens can 

cause lack of sleep, obesity, stress and depression. Adults spend 

11 hours a day looking at screens and check their phones every 10 

minutes. It’s essential to cut back on screen time in order to teach 

the younger generations healthy media habits. Instead, turn to 

gardening to instill responsibility, confidence, patience and healthy 

choices. If space is an issue, container gardens could be a fun way to 

get kids involved with gardening. 

•  Golden Hearts: Dubbed the “new environmentalist,” people are 

uniting for good causes to create a healthy future for generations to 

come. Volunteering has offered a sense of fulfillment and 

connection. By 2020, people engaging in “responsible tourism” is 

expected to increase 350 percent to 300 million, according to the 

UN World Tourism Organization. The Collegiate Plant Initiative 

connects students to nature by  

donating plants to college 

campuses. The Million Pollinator 

Garden Challenge doubled its 

numbers last year. Make efforts 

in your local community to plant 

pollinator gardens and donate 

plants to non-profits or schools 

- it’ll be great publicity for your 

garden center while also helping 

the environment.

•  Root to Stem: From brewery grain flour to plastic straws, waste 

that normally ends up in landfills is being upcycled or eliminated 

entirely. One-third of all food globally is wasted each year. Retailers 

around the world are taking action to combat this waste issue. 

The Espoma Company has incorporated a renewable plant-based 

resin for several of its organic fertilizer bags. Coca-Cola, AT&T 

and IKEA are committed to removing single-use plastics, offering 

plant-based food options, sero-emission deliveries and zero landfill 

commitments. One solution you can market to your customers is 

composting, which reduces household waste by almost 40 percent. 

Composting is the “new recycling.”

•  Silence of the Insects: A new biocrisis is emerging - the decline of 

flying insects. A German study published last year shows that the 

population of flying insects has plunged by 75 percent in the past 

30 years. The UN warns 40 percent of pollinators, especially bees 

and butterflies, risk global extinction. New invasive plants and 

insects are spreading rapidly due to lack of natural predators. The 

U.S. Forest Service says invasive species and diseases put 70 million 

acres at risk. The best defense against invasive species is early 

detection and rapid response. Tell your customers to plant insect 

gardens and more native shrubs and trees. A pond or compost heap 

would offer additional habitats. 

•  RoboGardening: With the rapid decrease of insects and even faster 

increase in human populations, gardening will rely on technology to 

propel more change in the years ahead. Planning, planting, watering 

and even weeding can be done remotely. From robotic mowers and 

landscapers to wireless plant sensors and sprinkler systems, high-

tech tools take care of unpleasant tasks and help people become 

better gardeners. For instance, Tertill is a solar-powered robot that 

cuts down weeds for up to three hours. Smartphone apps, like 

PlantsMap, document, organize, map, tag and share information 

about plants. Big box retailer Walmart has filed six patents using 

drones to identify pests attacking crops, monitor crop damage, 

spray pesticides and pollinate crops.

•  Moonstruck: Moon-phase gardening is an idea as old as agriculture, 

popular in folklore and superstition, but new concepts and scientific 

ideas are reconnecting people to their roots. More and more 

people are turning to the moon for sage advice on the best time 

to plant, prune, weed and harvest. Flowers and plants that glow at 

night appeal to the garden entertainer, which is a large percentage 

of consumers. Light-colored plants, such as lamb’s ear, white 

echinacea or white Muscari, reflect the moonlight and glow in a 

night garden. Keep biting bugs away with white marigolds, lavender, 

rosemary and other insect-repelling plants. Moon gardens attract 

different nighttime pollinators.

•  Get Minted: A cool, minty color trend is on its way. No longer 

considered outdated, vintage mint green is making a comeback in 

home decor and in the garden. People are obsessed with this “new 

neutral.” This oxygenating, fresh tone of mint harmonizes science 

and technology with plant life and nature. Global trend forecasting 

network WGSN revealed “neo mint” will dominate the worlds 

of fashion and interiors in 2020. In the garden, mint can be used 

ot refresh customers’ backyards or patio with outdoor furniture 

and garden accessories. Mint-colored flowers bring a spirit of life, 

renewal and energy to the garden. Mint is easy to grow, and it is a 

multi-purpose herb that’s great for pollinators.

The Earnings Outlook Is Rosy 
for Indie Garden Centers

It’s been more than two years since the notion of a retail apocalypse 

took hold in the mainstream media - yet we haven’t seen it arrive. 

Instead of the predicted demise, retailers’ fortunes are looking 

decidedly rosy, according to the National Retail Federation (NRF).

For the first time since 2015, Moody’s Investors Service has raised 

its outlook for the retail sector from “stable” to “positive.” A strong 

U.S. economy, investment in e-commerce and greater efficiencies are 

fueling a better earnings outlook for retailers. 

With high consumer confidence and low unemployment, many 

shoppers feel that they’re in a better place to spend a few more 

dollars than they might have otherwise. This information has sparked 

a higher sales growth projection for the year, with Moody’s predicting 

4.5-5.5 percent sales growth for 2018.

In July, NRF calculated that retail sales hit 4.9 percent, a remarkably 

high growth rate for an industry that’s purportedly in dire straits. In 

fact, growth this year has been so robust that NRF had to revise their 

annual sales forecast upward. Initially, they expected 3.8-4.4 percent 

growth for 2018; now they expect a minimum of 4.5 percent growth, 

and it could be a lot higher if conditions remain as strong as they are. 

Retail is growing faster than the rest of the economy at large.

Like any industry, competitive forces, technological disruption and an 

empowered consumer are creating challenges for some retailers; on 

a national level, however, business is robust. This year will see a net 

growth of more than 2,000 stores, according to IHL Group’s report 

“Retail’s Radical Transformation.” IHL’s data shows that for every 

retailer closing stores, two are opening stores. 

Some segments are doing even better: The food, drug, convenience 

and mass merchants/warehouse category has reported 3.7 

companies adding stores for every one that is closing stores. While 

the lines between the digital and physical shopping experiences are 

no doubt blurring, stores are simply not going away. IHL expects 

stores to be involved in 81 percent of all retail sales in 2021.

Store closures might still be grabbing headlines, but it’s not a story 

representative of the industry at large. According to IHL, 16 retailers 

represent 66 percent of store closures. This is a fundamentally 

important statistic for those that conflate the problems of a few with 

a broader industry malaise. Stories about familiar retailers closing 

stores resonate with many consumers who grew up in malls, reveling 

in the hustle and bustle of shoppers navigating from store to store. 

But what we don’t hear as much about are the thousands of new, 

innovative retail businesses springing up to take their place.

Retail is a highly competitive and dynamic industry, and technology 

is transforming the way people shop and connect with retailers. As 

the industry reimagines itself, there will be losers - but there will also 

be plenty of winners. The reality is that while headlines focus on the 

struggles of a few, the future of the retail industry is in the successes 

of many.

Are You Monitoring Your 
Garden Center’s Business 
Credit Closely Enough?

You don’t need to wait for the new year to resolve to work on your 

garden center’s credit. You might be surprised to know that you don’t 

just have a personal credit score, you also have a business credit 

score for your garden center business to worry about. In a Nav 

survey, 45 percent of responding small business owners did not 

realize they had a business credit score, 72 percent didn’t know 

where to find information on their business credit score and 82 

percent had no idea how to interpret their score. If you fall under any 

of those categories, it’s definitely time to learn more about your 

business’ credit score.

Running a garden center means time is at a premium, so why should 

you invest it in monitoring your business credit? Here are four 

benefits to keeping an eye on your business credit score:

1. More time to dispute incorrect information. Credit bureaus are 

far from perfect, and they make mistakes. This is true for personal 

credit, but almost more so for business credit. Having an incorrect 

tradeline on your garden center’s credit report can wreak havoc if 

not taken care of promptly, and often they are left for months or 

even years.

By keeping an eye on your business credit, you can become aware 

of mistakes and begin the process of filing a dispute with the credit 

bureau. Most credit bureaus have an established process for you to 

not only file a dispute but to track the progress of your complaint 

and help expedite the process as much as possible. Filing a timely 

and correct dispute can help protect you from the nightmare of false 

information on your report.

2. Better decision making when applying for financing. It’s key to 

know where you stand when you apply for financing. If you were 

applying for a mortgage, you’d likely want to know more or less 

where your credit score was at to know what to expect moving 

forward. The logic stands for business credit; by having a keen eye 

on your business credit, you can know better when to apply for the 

financing you need to take your garden center to new heights or help 

cover a rough period or a lull in cash flow. Nav can not only help you 

monitor your credit but match you with the best financing options for 

your business, helping you save time.

3. Catch identity theft early. Just like falsely reported information 

on your report, identity theft can ruin your credit profile and put you 

in a deep hole to climb out of. By setting alerts or just checking in 

regularly, you can be more aware of attempts to steal your identity 

or to use your information to open credit, things that could otherwise 

make life miserable can be a simple inconvenience, and much easier 

to deal with.

4. More accurate goal setting. If your resolution is to work on your 

credit profile, monitoring your business credit is crucial. Keeping your 

goals measurable is key, but so is being able to monitor your progress. 

By monitoring your business credit, you can see just how close you 

are to meeting your goals.

Make an Emotional Connection 
with Customer & You’re More 
Likely to Make the Sale

If retailers can make an emotional connection with a consumer, it will 

pay off in greater spend, according to Motista’s “Leveraging the Value of 

Emotional Connection for Retailers” report. In fact, consumers with an 

emotional connection to a retailer have a 306 percent “better lifetime 

value” than satisfied customers. An emotional connection occurs when 

people connect their values, desires and aspirations to a retailer.

The report includes data gathered from more than 100,000 

consumers of more than 100 retailers in the past two years.

Here are some additional findings from Motista’s report: 

•  Emotionally connected customers spend up to 2x or more with 

their preferred retailers.

•  They shop with a retailer for an average of 5.1 years versus  

3.4 years.

•  They recommend retailers at much higher rates: 30.2 percent 

versus 7.6 percent.

•  Emotionally connected shoppers spent $733 annually with home 

goods retailers, versus only $362 by satisfied customers.

•  Retailers who leverage emotional connections outperform their 

competition in their sectors in driving growth. Their success begins by 

activating emotional connections to drive their overall strategy, such 

as determine the customers with the greatest potential for growth, 

identify the ways to connect with them and motivate profitable 

behaviors, and leverage those emotions to gain net-new customers.

Now Trending in Garden Retailing . . .
•  A personalized, engaging in-store experience is how you win customers of all ages for your garden center. Of the “digital-native” Generation 

Z consumer group, 75 percent prefer shopping in stores with engaging in-store experiences, according to the “Understanding Gen Z” report 

from Synchrony Financial.

•  Today’s consumers value cost and convenience when choosing where to shop in a physical store. Sixty-eight percent of U.S. smartphone 

users say that cost is the prime reason for choosing a brick-and-mortar store, while 55 percent cited the location of the store, reveals a 

study by Uberall, Inc. 
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Save the Dates for Savings & Perks!  
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 registra-

tion 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 opens soon! 

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 just opened for GCA Summer 

Tour Nashville, June 23-26, 2019, 

as organizers continue 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!

http://www.igcshow.com/
https://www.gardencentersofamerica.com/
https://rapidgardenpos.com/
http://www.truevaluecompany.com/Open-a-Store/Garden-Centers/About-Garden-Centers
http://www.bonide.com/
http://www.ballhort.com/

