
Apple to Set Up Shop In DC’s 
Carnegie Library as Part of 
Ramped-Up Store Experience 

The customer experience is everything these days, and Apple knows 

it. The tech giant has started setting up shop in distinctive historic 

buildings, soon to include Washington D.C.’s Carnegie Library in 

Mount Vernon Square, to ramp up its in-store experience. Apple 

officials say they plan to restore Carnegie Library and make it a place 

to hold free public concerts, art exhibitions, workshops for teachers 

and coding classes for children, according to Jonathan O’Connell of 

The Washington Post.  

As part of the ramp-up, at the Carnegies site, Apple is planning a 

“Genius Grove,” a tree-lined sales floor where Apple associates 

demonstrate how to use the company’s products, in the space 

where the library used to house the city’s book collection. The 

building’s former reading rooms will showcase Apple products. 

Apple’s designers will focus on restoring the library’s historic 

character, while discreetly displaying the company’s signage and 

logo throughout the building. A new skylight above a central events 

area is planned as well. 

When Apple signed a letter of intent to lease the library last year, 

D.C. Mayor Muriel E. Bowser said, in a statement, that an Apple 

store there “could link D.C.’s rich history to our continued economic 

renaissance, will demonstrate the strength of our retail market 

and will tell companies across the globe that the District is open 

for business.” Currently, the Carnegie Library houses offices for 

the Historical Society of Washington, D.C., which will remain once 

Apple moves into the building, and provides a venue rental space for 

weddings and receptions. 

Finding buildings that have rich histories with their communities is 

part of the experience Apple is trying to create for its customers, B.J. 

Siegel, Apple Retail’s Senior Design Director tells The Washington 

Post. In recent years, Apple has opened stores in a former restaurant 

in New York’s Grand Central Terminal, a Depression-era storefront in 

Brooklyn and a 130-year-old former bank in Paris. 

Apple received a historic preservation award in New York for its 

work restoring such buildings. Angela Ahrendts, Apple’s Senior Vice 

President for Retail, says becoming more than just a store to buy 

things is essential for Apple’s future.

Trial store-experience programs in Apple stores around the country 

have included presentations from local photographers and artists, 

as well as concerts and talks from nationally known figures and 

musicians. Apple released a full list of events and hands-on classes, 

collectively called “Today at Apple,” planned for its stores last month.

Click here to read more about Apple’s plans for Carnegie Library.

Three Ways Tech Can Help 
Your Garden Center Deliver 
Better Customer Service
How you care for and serve your customers is key to your garden 

center’s ability to increase customer satisfaction, loyalty and sales. 

The secret to success for IGCs is to provide customers with a smooth, 

fast experience. Here are three ways your garden center can deliver 

a customer care experience, with help from technology, that far 

exceeds people’s expectations, from Radial’s “Top Six Customer Care 

Trends to Thrive in the Age of the Consumer” report:

1. Self-service: One of the hottest customer care trends, self-service 

allows customers to find answers quickly and easily on their own. 

Artificial intelligence (AI) is transforming customer care by powering 

self-service features. Nearly eight out of 10 businesses have either 

implemented an AI solution or plan to by 2020, according to Oracle’s 

study, “Can Virtual Experiences Replace Reality?” Chatbots, the most 

recognizable AI customer care applications, answer basic questions 

and guide consumers on their shopping journey. They can be 

employed through online web chat, text, mobile apps or social media. 

2. Mobile: The shift to mobile over the past few years is driving 

the way your garden center’s customers research, shop and buy. 

Consumers love to text, especially Millennials, so it’s no wonder they 

prefer to text retailers for service issues. In fact, a Harris Poll, titled 

“Throw Out that Throwback Customer Service Experience: How to 

Bring Customer Support into the New Digital Day” by Tim Dreyer, 

reveals that 81 percent of consumers are frustrated when they’re 

stuck on either the phone or a computer while waiting for customer 

service assistance, and 64 percent of them say they would rather text 

than call. 

In addition to offering consumers more convenience and choice of 

communication, texting can also be more cost-effective than calling 

because your staff can handle more than one text interaction at a 

time. Consumers tend to open text messages within a few minutes 

of receiving them, so texting provides faster service, has higher 

customer satisfaction rates and doesn’t waste your staff’s time 

leaving voicemails or sending e-mails.

3. Advanced analytics: Every consumer who contacts your 

customer support channels has valuable data and insights to share 

- information you can use to dramatically improve your garden 

center’s customer experience. Advanced analytics are essential for 

understanding what customers are likely to do next and what steps 

your business should take to provide better customer care in the 

future. The insights gathered can inform merchandising strategies, 

product mix and website functionality.

The Ups & Downs of Social 
Media: How to Make It to  
Work for Your Store
Social media is helpful in that it gives your garden center insights 

on your customers in order to market and sell to them better, and 

it shows you what your competitors are doing. While social media 

has its benefits, though, there are some real dangers associated 

with it, too. 

One of the main downsides is that it encourages us to expect instant 

gratification and validation, according to Gail Gardner of Small 

Business Trends. If we are not watchful, we can start to depend on 

it for affirmation, even bringing those expectations into our work 

environments. Social media might create unrealistic expectations 

- for IGC owners, managers and staff. Owners and managers 

shouldn’t put unnecessary stress on staff to complete projects 

faster, while employees shouldn’t get annoyed if they don’t get what 

they want immediately. 

Customers expect instant results online, so if your garden center 

doesn’t address a problem immediately, people may perceive you 

as failing. If they think you’ve blown it as a company, social media 

gives unsatisfied customers the opportunity to bash your brand and 

destroy your reputation on a massive scale. On the other hand, if 

you do address an issue, but do so in a manner that comes off as 

impersonal, that negativity can inflict widespread damage in a very 

short amount of time, causing a PR nightmare for your company.

Always set boundaries for your employees in regards to personal 

social media use, meaning don’t let it encroach on their interactions 

with customers. 

Remember that people will talk about your company whether you’re 

on social media or not, so don’t think that you’re avoiding a PR 

disaster by holding off on creating profiles for your store. In addition, 

if you stay off of social media, you miss opportunities to build 

relationships with your followers and develop more loyal customers.

Social media is a double-edged sword - the very same qualities that 

can make it dangerous also make it a great resource for businesses. 

For example, 67 percent of Twitter users who follow a brand are 

more likely to buy the brand’s products, according to social media 

expert Tom Funk. 

Here are some principles that Gardner says will build your network 

without destroying your brand:

•  You need to be sincere in all your interactions with customers. 

Connect with people who have similar interests and values as you.

•  Be vulnerable with your customers, and make it clear that you are 

for them and that their interests are your interests.

•  Make sure you provide value to your customers. Help them before 

you ask them for a favor.

Latest trends in garden center retailing from America’s only association focused exclusively on the needs of Independent Garden Centers.
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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.

Facebook Tests Loyalty 
Program Centered on QR 
Codes, Brick & Mortar Stores
One to watch for your garden center’s social marketing plan: 

Facebook is testing a new feature, called Rewards, that allows users 

to scan a personalized QR code to receive discounts on items they 

buy at select brick-and-mortar stores, according to Josh Constine 

of TechCrunch. Rewards can be found under the More tab on the 

Facebook mobile app.

“To help businesses continue to connect with customers where 

they are, we’re running a small test that enables people to use the 

Facebook app to collect and redeem rewards when they make a 

purchase at a participating store,” Facebook tells TechCrunch. 

Users could earn free discounts just for having a Facebook 

account, while participating retailers can draw foot traffic to their 

stores. Potentially, people could earn rewards by scanning their 

QR code every time they come to a shop, building up points like a 

loyalty program. 

This is not the first time that Facebook has debuted a rewards-based 

program. Facebook launched Offers in 2012, enabling retailers to 

feature downloadable coupons or discounts for online purchases. 

Now, after Offers was revamped last year, they can be redeemed 

online and in-store. 

Physical Stores Still Rule,  
Plus Other Top Retail Trends 
for Your Watchlist
Today’s consumer demands personalization, as well as excellent 

and fast customer service. To meet - and exceed - these demands, 

retailers need to enhance and integrate the physical and digital 

channels. Here are some trends your garden center can utilize to 

compete in today’s retail climate, from John Howard, Senior Vice 

President of Applied Predictive Technologies:

1. Brick-and-mortar has a lot of life left. Brick-and-mortar stores 

are still relevant in the customer’s omnichannel shopping journey. 

Big boxes are opening small-format stores to better connect their 

physical and digital channels. Your garden center is already one step 

ahead with your smaller storefront.

2. Not showrooming, but smart use of store space. Retailers 

are focusing new and existing locations on educating customers 

about their products, rather than just on getting sales. Some of 

these “showrooms” have no inventory. Target’s Open House in San 

Francisco does not resemble a traditional Target store, rather it acts 

as a showcase to consumers about “smart” home devices. Retailers 

must balance the desire to educate and entertain with the ability 

to make the sale. Make sure your garden center offers help to your 

customers on a wide range of gardening topics, in addition to the 

products to go with the project.

3. Experiences build the brand. Consumers want a unique experience 

when they shop your garden center. Like other retailers, you should 

offer new programs and workshops that will deliver this experience. 

Experimentation with in-store experiences is key to ensuring new 

programs don’t just drive traffic but also sales and customer loyalty. 

4. Minimum effort means maximum sales. Taking advantage of 

new technologies, retailers are making it easier for customers to 

find and buy exactly what they’re looking for. Saks Fifth Avenue has 

incorporated Salesfloor technology that allows shoppers to chat with 

sales staff at nearby stores and make appointments to meet. Retailers 

are also introducing faster shipping and buy online/pick up in-store 

services to expedite delivery. 

It’s Time to Rethink These Four 
Elements of Your Experience
Even though e-commerce has grown, the physical retail store is still 

king. Many customers want to see, feel and try out merchandise 

before they make a purchase, according to the Adobe Marketing 

Cloud’s white paper “Retail Stores of the Future: Four Key Focus Areas 

for Building Them Today.”

Brick-and-mortar stores are expected to account for an estimated 90 

percent of global retail sales in 2018, according to “Euclid’s U.S. Retail 

Benchmarks” report. Shoppers are using technology across a variety 

of channels to aid their shopping experience. 

An increase in digital marketing technologies is turning what once 

was a disconnected in-store experience into a connected one by 

bringing the best of online shopping to physical stores. Customers can  

now share their shopping behaviors and preferences with retailers in 

order to receive a more personalized in-store experience.

To transcend retailing of the past and become a retail store of the 

future, your garden center needs to transform your approaches in 

these four areas, from Adobe Marketing Cloud:

•  Merchandising: Many brick-and-mortar retailers are offering 

new technologies that blur the line between entertainment 

and merchandising, giving customers more control over how 

they interact with stores. The goal is to differentiate on factors 

other than price, and enrich shopping your garden center by 

giving consumers unique experiences they can’t find online. 

“Merchantainment” blends entertainment content and product 

information to make the shopping experience more immersive 

and fun. As an example, Neiman Marcus is testing at select stores 

a memory mirror, an interactive mirror with a video screen and 

camera that allows shoppers to see themselves in outfits from 

360 degrees, and compare outfits on split screens. It also stores 

customers’ saved images, so they can retrieve them during their 

next shopping trip. An interactive kiosk at your garden center could 

allow customers to upload pictures of their landscapes or gardens 

to see how a specific plant might look. 

•  Engagement: Make your garden center’s in-store experience more 

immersive with hands-on educational classes and workshops 

that cover a wide range of customer’s gardening needs. With 

“clienteling,” retailers arm sales associates with mobile and 

digital technologies to gather and retrieve info on the customer, 

so they may create a more personalized experience. Shelf 

talkers incorporate bright, eye-catching visuals, while delivering 

information about the product.

•  Personalization: Retailers can use screens, beacons, and geo-

conquering and geo-fencing to deliver more personalized content 

based on a customer’s interactions, interests and location. 

RFID chips within products can track product engagement. As 

customers touch and pick up products, display screens can 

present information when customers are most engaged, making 

shopping more playful, personalized and immersive. Personalized 

experiences can simplify the process of finding the right products 

in-store, showing related products to stimulate sales and customer 

efficiency, and even interacting with social content such as 

consumer reviews. For retailers, in-store digital displays can link 

to back-end systems and even streamline inventory management, 

product manufacturing, visual merchandising, store layouts and 

product placement to optimize the flow of foot traffic. Imagine how 

much plant information, personalized recommendations and design 

tips you could deliver to your garden center customers with these 

technologies. 

•  Convenience: 24-hour merchandising is another emerging retail 

trend powered by digital technologies. Sprinkles Cupcakes in Los 

Angeles makes it easy for its customers to get their cupcake fix any 

time of the day via its cupcake ATM. Consider making your garden 

center’s offerings available 24/7 through your website or a satellite 

location. Some retailers are using iBeacons, an advanced location 

transmitter that can incorporate alerts for deals and accept mobile 

payments from customers. If they wish, shoppers can let retailers 

know their micro-location, what they are looking at and how long 

they are looking at it. The retailer, via a digital shopping concierge, 

can then send personalized, relevant messages and deals to 

consumers that pertain to their needs.

Now Trending in Garden Retailing . . .
•  Online reviews pack a powerful punch across all generations, but some of the younger shoppers aren’t so forthcoming with their opinions. 

Although 95 percent of Generation Z consumers read online product reviews, 62 percent have never written one, according to 

PowerReviews’ “Centennial Shopper Study.”

•  Consumers love to support small businesses. Ninety percent of Americans shop at a small business at least once a week, while 42 percent 

frequent small businesses three or more times weekly, says SCORE and Kimco Realty.

•  Retailers may be underperforming when it comes to delivering an exceptional customer experience. On a scale of 0 to 100, brick-and-mortar 

and online-only retailers scored an average Customer Experience Index (CEI) score of 33, according to the “IBM 2017 Customer Experience 

Index Study.”

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

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS
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Enjoy Exclusive Savings & Special Perks: 
IGC Show, August 15-17, 2017! 
GCA Members save $260 on each IGC Retailer Conference All-Access 

Pass registration during the early bird registration period, and $100 

off each IGC Show Monday Garden Center Bus Tour registration! 

Other benefits include:

•  Two free drink tickets per company  

for Tuesday evening’s free party and 

concert with Blue Öyster Cult

•  Special reserved seating at the concert 

- come early, seating is limited!

•  Access to the GCA Member Lounge, 

with a special catered lunch buffet available at your convenience

Enter promo code GCA17 when you register:  www.IGCChicago.com

EARLY BIRD SAVINGS STILL IN EFFECT!

GCA Summer Tour, June 25-28, 2017 
Newport News/Virginia Beach, VA
GCA Summer Tour 2017 heads to 

Virginia for an exclusive behind-the-

scenes look at garden center operations 

from Richmond to Newport News to 

Virginia Beach. Be sure to pack your 

notebook and camera to capture all of 

the merchandising and indie retailing 

inspirations in store! 

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 GCA Summer Tour Sponsors!
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