
‘Gotta Catch ’Em All!’ 
Pokemon GO’s Potential for 
Grabbing More Retail Sales  
Is Shaping Up for IGCs

Pokemon GO is driving customer foot traffic to malls, retail shops and 

business districts as millions of gamers hunt for Pokemon characters 

to catch and add to their collection - but most are not buying more 

yet, according to several news reports spotlighted in an article by 

Judy Mottl from Retail Customer Experience. Instead, gamers are 

seeking out Pokemon Gyms for training Pokemon and PokeStops for 

collecting free game items. Retailers would be smart to welcome the 

gamers as they, too, get hungry and are always on the lookout for a 

good deal. 

“It is like with anything in marketing - the more engaged you are with 

your customer, the better the return. Simply being a PokeStop or Gym 

is great, but embracing the craze and making the Pokemon Trainers 

feel acknowledged and welcome is going to make them more likely 

to spend,” Stacey Kane, CMO of East Coast Wings & Grill, says in the 

article. “Also there is the case for just being relevant. If the entire 

country is talking about Pokemon, why wouldn’t your brand be taking 

part of the conversation?” 

As a Forbes article explains, some retailers are taking advantage of 

the popular game craze through new marketing, signage and being 

welcoming to players overall. Sandy’s Back Porch Garden Center in 

Belleville, IL, capitalized on the craze by creating their own Pokemon 

GO promotion, where the retailer posted physical pictures of Pikachu 

and other Pokemon characters near plants or other items that were 

on sale throughout the store over the course of 10 days in July. 

Customers could follow the characters on Facebook to see what was 

on sale for that day. Another example is the Crystal Bridges Museum 

of American Art in Bentonville, AR, which photographed Pokemon 

and PokeStops on their grounds and blogged it out to followers to 

draw in traffic. 

“The best approach you can take is to make that impact positive 

by embracing the game and making the Pokemon GO experience a 

memorable one for both you and your potential customers,” writes 

Forbes contributor Jason Evangelho in the article.

His column notes Niantic Labs is being overwhelmed by requests 

to be included in the game and are investigating potential ways 

local businesses can become a Gym or PokeStop, if they’re not 

already programmed into the app. The company will be announcing 

sponsored “locations” in the game.

Good News for Garden 
Centers! Consumer Spending,  
Full-Year Sales On the Rise
Good news for all of us in IGC retail - consumer spending is on 

the rise. It increased steadily for the third straight month in June, 

suggesting Americans will remain the primary driver of economic 

growth this year, according to an article in The Wall Street Journal. 

Personal consumption increased 0.4 percent in June from a month 

earlier, reports the U.S. Department of Commerce, even though 

incomes rose more slowly at 0.2 percent for the month.

Personal spending outperformed its previous predictions of rising 

by 0.3 percent in June, but income was 0.1 percent short of its 

projection of 0.3 percent.

Consumer spending also rose 0.4 percent in May and was up 1 

percent in April. Each of those gains outpaced income growth.

Household spending accounts for more than two-thirds of economic 

output in the U.S., and has been a mainstay of the expansion. 

Consumer expenditures were a bright spot for the economy during 

the second quarter, advancing at the fastest rate in more than a year. 

The gain offset weaker business and government spending. 

Brand Loyalty Is Not a 
Shopping Driver for Millennials
Independent garden centers will need to do some serious marketing 

and brand shifting going forward, given that Millennials aren’t as loyal 

or brand committed as previous generations, according to Daymon 

Worldwide’s report “The Next World: How Millennials Will Shape 

Retail.” By the year 2030, the Millennial generation will be the biggest 

consumer base, outgrowing any other generation, in the United 

States, Daymon Worldwide President of International Vasco Brinca 

points out in the study’s release. 

The global research project polled more than 7,000 Millennials and 

Generation Xers in 14 countries worldwide. The data was analyzed 

to identify the main differences between these generations’ beliefs, 

attitudes, behaviors, consumption patterns, shopper journeys, value 

of brands and relationships with technology.

Here are some of the insights from the survey to keep in mind for 

your garden center:

•  Millennials are unstructured shoppers who shop frequently and 

for a long period of time. They visit a higher number of stores and 

with an increased frequency compared to their Gex X counterparts, 

visiting supermarkets and small neighborhood stores on average of 

seven times a week.

•  Millennials are less loyal to and are disaffected by brands than Gen 

X. Twenty-nine percent of Millennials and 35 percent of Gen X say 

they “usually buy the same brand, but will try others on occasion,” 

while 26 percent of Millennials say they are likely to “buy whatever 

brand they feel like at the time.”

•  Millennials may be likely to purchase a private label brand because 

of “good price/quality ratio,” an “improvement to quality” or a 

“lowest price” factor.

•  Millennials are experience-driven, and, being a generation that 

wants to share, they spend on average 50 minutes more a day 

online than previous generations. With that being said, 48 percent 

of those surveyed say that being with friends and family is how they 

want and wish to spend their free time.

•  Millennials participate in other activities, such as sports (33 

percent), theater/cinema (36 percent), nature watching and 

gardening (26 percent) and outdoor activities like hunting/fishing (7 

percent).

•  With 63.5 percent of respondents citing financial stability, it is by 

far the most important aspiration for both Millennials and Gen X 

around the world.

Homeownership Hits 50-Year 
Low As Price, Availability 
Impact Housing Market 
The U.S. homeownership rate fell to the lowest in more than 50 

years as rising prices put buying out of reach for many renters, 

according to a Census Bureau report, featured in a recent 

Bloomberg article. The share of Americans who own their homes 

was 62.9 percent in the second quarter, the lowest since 1965. It 

was the second straight quarterly decrease, down from 63.5 percent 

in the previous three months.

The drop extends a years-long decline from the last housing 

boom, in part because of tight credit and a shift toward renting 

in the aftermath of the crash. First-time buyers have been 

struggling to find affordable properties as low mortgage rates and 

an improving job market spur competition for a tight supply of 

listings. Home prices rose 5.2 percent in May from a year earlier, 

according to the S&P CoreLogic Case-Shiller index of values 

in 20 cities.

One of the biggest hurdles now is affordability since home prices are 

rising much faster than incomes, making it difficult for buyers to save 

for a down payment, explains Mark Vitner, a Senior Economist at 

Wells Fargo Securities, LLC, in Charlotte, NC.

The decline may be the result of young people leaving parents’ 

homes and entering the rental market, which dilutes the number of 

owner-occupant households, says Ralph McLaughlin, Chief Economist 

for data provider Trulia. He says the change from a year earlier, when 

the rate was 63.4 percent, isn’t statistically significant because of the 

margin of error of 0.5 percentage points.

According to McLaughlin, the drop in the homeownership rate this 

quarter to historical lows isn’t necessarily a bad sign - it is because 

renter households are growing at a much faster rate than owner 

households.

The homeownership rate for Americans ages 18-34 fell to 34.1 

percent in the second quarter from 34.8 percent a year earlier. 

The decline is within the margin of error for that age group of 0.8 

percentage points. 
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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.

Credit Card Companies 
Charged with Blame for  
EMV’s Slow Implementation
Ten months have passed since the October 2015 deadline for U.S. 

retailers to be ready to accept new chip-and-signature credit cards, 

and retailers are still experiencing issues with the chip readers, 

according to a recent article in STORES Magazine. The card industry 

has portrayed retailers as slow to accept the new cards, but retailers 

say the holdup has been the card industry’s months-long delays in 

certifying the new equipment, which merchants have spent billions of 

dollars to install. Some retailers are being hit with a huge increase in 

chargebacks for fraudulent transactions, blamed on the lack of EMV 

acceptance, even though new chip readers are in place waiting for 

certification. 

Before October, the bank ate the fraud cost if a credit card was 

counterfeit - but under the card industry’s new rules, if a chip card 

used in a non-chip reader turns out to be counterfeit, the retailer gets 

stuck with the fraud cost. That applies even if the card reader is a chip 

reader that has yet to be certified. 

Only 20 percent of U.S. credit card transactions and 10 percent of 

debit transactions are occurring today with a chip card inserted into a 

chip-enabled terminal, estimates Julie Conroy, Research Director with 

the Aite Group, a global research and advisory firm. 

MasterCard says 68 percent of its credit cards featured chips by May 

and that 1.4 million merchant locations were accepting the cards. 

Visa says it has 300 million chip cards that are being accepted at 1.2 

million locations. 

A National Retail Federation (NRF) survey conducted this spring found 

that 48 percent of responding retailers had already implemented 

EMV or expected to have done so by the end of June, and that 86 

percent expect to have systems operating by the end of 2016. Of 

those that have not, 57 percent say they have installed the equipment 

but are waiting for certification, and 60 percent of that group say 

they have been waiting six months or more. 

The certification issue is also “frustrating and confusing” for 

consumers, who see the new machines but don’t know whether to 

swipe or insert their cards, says NRF Vice President for Government 

Affairs and Public Relations J. Craig Shearman. “Those readers 

are evidence that retailers have done their part by installing the 

equipment,” Shearman says in the article. “It’s the card industry 

that’s dropped the ball by not coming out and giving the approval 

that allows retailers to turn them on.” 

A number of retailers have reported dramatic increases in 

chargebacks blamed on chip cards being used at non-chip readers, 

with some saying the size of the increase appears to be out of 

proportion with the number of chip cards in consumers’ hands. 

The charges are automatically written off as EMV-related without 

giving retailers a chance to respond and prove that the charges were 

legitimate or dispute whether a chip card was even used. 

At the same time that banks are hitting retailers with more 

chargebacks, MasterCard claims the cards reduced counterfeit fraud 

27 percent in January compared with January last year. Visa and 

MasterCard acknowledged the certification delays and chargeback 

issues in mid-June, when they said they would streamline testing 

requirements and provide more resources in an attempt to cut the 

certification wait time in half. 

Visa said it would no longer issue chargebacks on transactions below 

$25 and would hold merchants responsible for no more than 10 

fraudulent incidents per customer account. MasterCard said it would 

take its own steps to reduce chargebacks but did not provide details. 

While EMV may reduce in-store fraud, critics say EMV does nothing 

to improve security in online transactions where the chip plays no 

role. Experts expect credit card fraud to move online as in-store card 

security improves. 

A May report from Aite Group estimates that online and other card-

not-present fraud will cost U.S. retailers and financial institutions $7.2 

billion by the end of 2020.

Come On, Get Happy!  
Study Shows Gardening 
Improves Well-Being
Sell it to your customers: Gardening has a positive impact on mental 

health, a recent study by the University of Florida (UF) reveals, 

reported in an article from Akron Beacon Journal by Mary Beth 

Breckenridge. The researchers found that healthy women who 

took part in group gardening activities experienced more vigor and 

friendliness afterward, as well as significantly less stress, anxiety, 

anger, confusion and fatigue. 

Charles Guy, a Professor of Plant Physiology and Biochemistry at UF 

and the leader of the study, explains that the research followed only 

women because they wanted to study the effects of gardening on 

brain activity, and women’s brains process visual stimuli differently 

than men’s do. By keeping men out of the study, the researchers 

could eliminate that processing difference as a factor.

Twice a week over a period of six weeks, approximately half of the 

23 women in the study planted seeds, propagated plants and tasted 

herbs as a group. They underwent brain scans and other observations 

before and after the group gardening sessions to measure the effects 

on their mental health. 

The measurements were compared to those of a control group 

of women who did not participate in the gardening therapy. The 

differences were significant enough that they couldn’t be chalked up 

to chance, Guy says. 

Physical activity was partly responsible for the enhanced sense 

of well-being, and Guy says the participants also benefited from 

interacting with plants and other people, as well as cognitive activities 

like deciding what to plant and where.

Guy hopes that the medical community and especially health 

insurance companies will come to recognize the gardening therapy as 

an effective approach to maintaining optimal mental health. 

This initial research was just a small pilot study, intended to 

determine whether enough evidence exists to justify more extensive 

research, he explains. He’s encouraged by the results and hopes to 

seek grant funding for a more extensive study.

Digital Retail Expectations:  
What You Need to Know to Sell 
to Millennials, Boomers Alike
Unlike their older counterparts, Millennials are digital natives, with 

preferences and behaviors that continually shake up our IGC retail 

world. Now, new marketing efforts are being tested to provide 

personalized customer service to this younger demographic without 

or alienating older shoppers. The majority of Millennials (58 percent) 

find it easy to shop on a mobile device, compared with just three in 

10 Baby Boomers. In order to win Millennials’ loyalty, independent 

garden centers need a digital shopping platform that provides a 

seamless experience across different devices.

Note these three shifts in consumer attitudes and behaviors, from Jill 

Standish, Senior Managing Director of Retail at Accenture:

1. Personalizaton for some: Imagine equipping your garden center 

associates with tablets that have access to customer data so they 

can offer plant or decor suggestions to shoppers based on their 

past purchases. Fifty-eight percent of Millennials think receiving 

such advice in-store would be “cool,” compared to just 30 percent 

of Baby Boomers. While most Millennials would likely find value in 

personalized advice when shopping, retailers need to tailor their 

offer based on preference.

2. E-commerce is not for everyone: Eight-five percent of Millennials 

shop online, compared to 70 percent of Baby Boomers. While it 

may be second nature for Millennials to research products online 

and read customer reviews before making a purchase, they are 

also more open to going to stores for the experience. Fifty-four 

percent of Baby Boomers like to look online to check a product’s 

availability before going to the store, but only 44 percent of 

Millennials want this option. Then, 30 percent of Millennials 

expect to make more purchases in-store in the future, compared 

to just 19 percent of Baby Boomers. Garden centers need to 

focus on the in-store experience as well as digital to appeal across 

generations. Brick-and-mortar retailers have an opportunity to 

differentiate themselves from their online-only competitors.

3. Expectation of delivery options: Most Millennials (55 percent) 

say they are likely to use new fulfillment options like “instacart” 

methods from retailers, compared to 44 percent of Generation 

X consumers and 30 percent of Baby Boomers. For IGC retailers, 

there’s a challenge on total cost of fulfillment and how it impacts 

margin. With expectations around free shipping and free returns, 

most retailers are showing less margin on digital purchases than 

store purchases. 

Now Trending in Garden Retailing . . .
•  More than three-quarters of retailers surveyed say EMV implementation has been their top payment-related challenge over the past year, 

according to the National Retail Federation’s “The State of Retail Payments 2016” study, conducted by Forrester Research.

•  Price matters to the younger set. Eighty-nine percent of Generation Z shoppers consider themselves price-conscious shoppers, and 62 

percent prefer to spend their money on an experience over purchasing something material, from Interactions Consumer Experience 

Marketing’s August 2016 Retail Perceptions report. 

•  American and Canadian consumers crave a more personalized experience like the one they get online, according to iVend Retail’s “Great 

Omnichannel Expectations” report. Forty-six percent of shoppers say they receive online offers based on what they buy, but don’t receive 

targeted offers in-store. 
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TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Enjoy Exclusive Savings & Special Perks at 
IGC Show Chicago August 16-18! 
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 redemption at Tuesday evening’s 

free IGC Show Party & Concert with 

REO Speedwagon

•  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 the promo code IGCGCA when you register: Click here. 

 

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

JUST ANNOUNCED FOR NEXT SUMMER 2017!

GCA Summer Tour2017 
Norfolk/Virginia Beach, VA
Next year’s GCA Summer Tour is headed 

to Norfolk/Virginia Beach, VA, for an 

exclusive behind-the-scenes look at 

garden center operations from Virginia 

Beach to Newport News and Richmond. 

Be sure to pack your notebook and 

camera to capture all the merchandising 

and indie retailing inspirations! 

LOOK FOR EXACT DATES & MORE  
DETAILS SOON!


