
Garden Center’s Beer Garden 
Brings In Business with Brews

How can you turn your garden center into a social space that brings 

new people through your doors? Add beer and wine. Take, for 

example, what one IGC retailer is doing in Midland, TX, after noticing 

consumers in the area were having trouble finding a good spot that 

offered craft beer. The Beer Garden at the Garden View Nursery 

carries at least 50 different 

taps, with a range of 

wines, apple ciders and 

craft beers. Owner Jorge 

Hernandez opened it two 

years ago in the nursery 

owned by his father, Jorge 

Hernandez Sr.

The indoor section of the 

Beer Garden is housed inside a greenhouse overflowing with tropical 

and blooming plants, providing the perfect setting for friends and 

families to mingle. 

“We have crazy beers you can’t find in West Texas like bourbon and 

whiskey barrel aged beers,” Hernandez tells OA Online. He adds 

that they’re the only people with Dogfish Head 120 within a 300 

mile radius.

The Beer Garden has live music on Friday and Saturday nights 

from 9 p.m. to 11 p.m. and karaoke on Thursdays and Sundays. 

Karaoke starts at 3:30 p.m. on Sundays, making it a family-friendly 

environment. While the Beer Garden is open to anyone on Sundays, 

from Monday through Saturday, minors are only allowed in before 9 

p.m.; after 9 p.m. it’s 21 and up.

Food is served, and customers can bring their dogs. During “yappy 

hour” on the first Thursday of every month, people can get their dogs 

clipped for $20, sponsored by a local animal shelter. 

Got Controls? Home & Garden 
Pesticides Projected to Reach 
$2.4B by 2020, Up 3% Yearly
Make sure your garden center is equipped to handle all types of 

pesticide needs as the demand for home and garden pesticides in 

U.S. residences is projected to rise 3.1 percent every year to reach 

$2.4 billion by 2020, according to Freedonia’s “Home & Garden 

Pesticides” industry study. Gains in the lawn and garden segment 

will be supported by ongoing growth in new housing completions, 

increasing consumer spending on lawn care and gardening, and 

expanding availability of ready-to-use products in convenient 

packaging. Products that are easy to use and have reduced negative 

health and environmental impacts show the best growth prospects 

going forward, the study suggests. Biopesticide demand is expected 

to grow faster than that for conventional pesticides.

The study shows that insecticides account for the majority of 

pesticides used in the home and garden market, because insect 

controls and repellents are by far the most common pesticides in 

use.  Herbicides will remain the largest product category in lawn 

and garden applications. Gains will be fastest for products used in 

gardening activities, including ornamental and edible gardening. 

The greater variety of ready-to-use products, combination herbicide 

and fertilizer formulations, and products tailored for specific types 

of gardens will support growth going forward. Convenient products 

such as herbicides that can be attached directly to a hose will also 

promote gains in lawn and turf care applications. Herbicides for 

usage on sidewalks and driveways are projected to show the slowest 

growth due to the overall maturity of this segment. 

To read the full study, visit www.freedoniagroup.com.

 

Survey’s Tips for Selling to Your 
DIY Garden Customers
Do-It-Yourself home and garden projects are on the rise, so transform 

your garden center into every DIYer’s dream resource with the 

right tools and instructions for every type of outdoor room project. 

Hometalk, the world’s largest DIY community, reports 60 percent of 

its survey respondents expect to save more than $1,000 per year on 

DIY projects. With 6 million unique monthly users, Hometalk’s users 

alone would save $3.6 billion a year doing it themselves. The cost 

savings for DIYers nationwide could result in tens of billions of dollars.

Other findings from the  

survey include:

•  64 percent of DIYers take on 

projects because they enjoy 

doing them and/or the challenge 

of DIY. Go beyond the basics in 

your DIY project displays - like an 

edible wall garden - to grab their 

attention.

•  37 percent spend 3 hours or 

less researching a project. Make 

sure you have take-ones for 

customers to grab and bring home, and info at your website for 

their DIY surfing pleasure.

•  60 percent believe they take on an equal number of “must-do” 

and “want-to-do” projects. The trick that will really ramp up sales - 

make the “must-dos” “want-to-dos.”

 

Starbucks Takes ‘Experience’ 
Roastery Concept Further with 
Big Plans for NYC
In an effort to bolster growth with larger locations that offer 

experiences to customers, Starbucks is set to open a new Starbucks 

Reserve Roastery & Tasting Room in New York City’s Meatpacking 

District near Chelsea Market by 2018, according to a recent article 

by Bloomberg News. The opening of the original Roastery location in 

Seattle’s Capitol Hill area was reported in our December 2014 GCA 

Garden Retail Trends Report. This new store in planning now will be 

much bigger - the largest in the company’s history, in fact - running 

at 20,000 square feet. It will feature a roasting facility and cafe that 

educates customers about the coffee brewing process and the origins 

of coffee beans. Other outlets are planned, and CEO Howard Schultz 

has said he wants to set up the Roastery format in cities worldwide. 

Last year, Starbucks started experimenting with smaller express 

locations in the United States.
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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.

‘Connected Yard’ App  
Makes Gardening More 
Accessible to Newbies
You read about it first in IGC Magazine’s March 21 edition of The Indie 

e-newsletter - now Scotts Miracle-Gro’s (SMG) “Connected Yard” 

concept is the subject of an article in Fast Company magazine. As part 

of the initiative, SMG’s free iPhone app, Gro, tells users how much 

water their lawn has received and which plants grow best in each 

season by region. The app also lists watering recommendations and 

other tips, like where and where not to plant a garden. 

SMG developed the app as part of an effort to get younger 

consumers gardening, according to Patti Ziegler, SMG’s Chief Digital 

and Marketing Services Officer. She says the company hopes the 

app’s guidance will give them the confidence to get invested in their 

lawns and gardens. 

“Society is changing, and Scotts needs to change with it,” Ziegler tells 

Fast Company. “Consumers appreciate digital solutions, and we want 

to provide the inspiration and education, the means to get them 

active in the category.”

The app was built as an open platform, with the goal of creating an 

environment where entrepreneurs and smart device manufacturers 

become involved. SMG is already working with industry partners, 

including smart irrigation-controller makers Blossom, Lono and 

GreenIQ and smart water-sensor makers PlantLink and Parrot. In the 

future, Ziegler expects that consumers will be able to control their 

sprinklers directly through the Gro app. Additional devices will likely 

come on board as well, integrating through the Connected Yard 

platform’s API, she tells Fast Company.

SMG is also working on developing sensors, and is looking into pulling 

in information from other types of devices, such as cameras, to give 

consumers gardening guidance.

For more on the Connected Yard concept and Gro app,  

visit www.getgro.com.

 

 

 

For Your Spring Edible Sales: 
New Book Calculates ROI of 
Backyard Veggie Gardens
There is now a way for your customers to know which vegetables 

have the best return on investment (ROI) for their home gardens. Mel 

Bartholomew, a former engineer and 

author of the Square Foot Gardening 

books, developed a mathematical 

formula for calculating ROI using data 

from the USDA and price surveys of 

produce costs nationwide. He analyzed 

the 59 most popular vegetables among 

home gardeners and detailed the results 

in Square Foot Gardening High-Value 

Veggies: Homegrown Produce Ranked by 

Value. 

According to Bartholomew, herbs have the highest ROI, with nearly 

$70 of produce for every square foot planted. Potatoes have the 

least ROI with a negative $6 per square foot planted. Here’s the 

breakdown:

Top five high-value crops: 

1.  Herbs

2.   Parsnips

3.  Cherry tomatoes

4. Garlic

5.  Heirloom tomatoes

Bottom five crops:

1.  Potatoes 

2.   Brussel sprouts

3.  Bell pepper

4.  Swiss chard

5. Asparagus

 

Know When to Say ‘When:’ 
How Many Store Promo 
E-mails Are Too Many?
While consumers appreciate electronic communications from 

retailers like you, there is a point when it borders on bothersome. The 

average consumer subscribes to 2.3 retailer e-mail lists and receives 

13.1 e-mails a week from them, according to a survey by First Insight. 

Two-thirds of consumers who receive six or more e-mails a week 

say it is too many. In fact, 61 percent say their favorite retailers send 

them only one or two e-mails each week.

Here are some additional 

findings to note from  

the survey:

•  Only 25 percent of retailer 

e-mails are opened due 

to their lack of relevance 

to the consumer. The average shopper says only about 5 percent of 

retailer e-mails they receive are personally relevant.

•  Forty-three percent say they would open more of retailers’ e-mails 

if they contained personalized suggestions of products that aligned 

with past purchases, rather than promoting products that are 

generally available or on sale.

•  Forty-five percent have unsubscribed from a retailer’s e-mail list in 

the past six months.

 

Before You Take the Leap - 
Omnichannel Comes at a Big 
Cost for Retailers
As more customers turn to different channels to research and browse 

products, more brick-and-mortar stores are turning to omnichannel 

retailing to capture them during their shopping journey. But what 

many retailers don’t realize is that the cost of going multi-channel 

is more than what they’re used to. Antony Karabus, CEO of HRC 

Advisory, notes that the “Amazon effect” has pushed retailers “to 

shed a disproportionate amount of their capital on e-commerce, 

despite the reality that most of their profits are still coming from their 

brick-and-mortar sales.” 

Fulfillment costs alone garner 18 percent on each dollar of sales to 

meet the customer’s expectations of purchasing the product online 

and picking it up in-store, according to a recent survey from EKN 

Research and Aptos (formerly Epicor Retail). Applying that 18 percent 

metric to the $3.07 billion of estimated online sales from last year’s 

Cyber Monday, analysts at EKN and Aptos find that U.S. retailers 

would have spent $540 million on that single day in omnichannel 

retailing efforts to get the product into consumers’ hands.

In omnichannel transactions, runaway order management and 

fulfillment costs can prove devastating to retailers’ bottom lines, 

says Aptos CEO Noel Goggin. A large majority of retailers surveyed 

(80 percent) found an increase of 5.07 percent in order management 

and fulfillment costs compared with last year. The biggest order 

management-related challenge they face, according to 50 percent of 

retailers, was “devising sustainable fulfillment strategies in the wake 

of consumers’ expectations for free shipping.”

Now Trending in Garden Retailing . . .
•  Physical stores still beat online. If an item is available online or in a nearby store, 71 percent of consumers will buy the product in the store, 

27 percent will buy it online and only 3 percent will buy it on their mobile device, according to TimeTrade’s “State of Retail 2016” report.

•  Product demos generate more sales. Ninety-eight percent of consumers say they’re more likely to purchase a product after experiencing 

it at a live event, and 87 percent say live events are more effective than TV commercials, according to research from Event Marketing 

Institute.

•  How to distinguish your store with customers? Answer their e-mails. Shockingly, 32 percent of retailers do not respond to customer service 

requests, and when they do, 92 percent do not follow up with customers to see if they are satisfied with the response, according to 

SuperOffice’s “2016 Customer Service Benchmark Report.”
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Join GCA’s and the IGC Show’s 
Social Network
#GCAtour & #IGCshow

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS

Registration Now Open!
GCA Summer Tour, Portland, OR 
June 26-29
All aboard the GCA 

Summer Tour as it heads 

to Portland, OR, for an 

exclusive behind-the-

scenes look at the garden 

centers that make this 

Northwestern market a 

hub of retail innovation. 

Portland has been called 

a treasure trove of merchandising and retail inspiration, so be sure to 

pack your notebook and camera!

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

member discount - your GCA Membership saves you $200!

Enjoy Exclusive Savings & Special Perks at 
IGC Show Chicago &  
EIGC - The Eastern Show for IGCs
GCA Members save $100 on each IGC Retailer Conference Passport 

registration during the early bird registration period, and $60 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 

IGC Show Party & Concert

•  Special reserved seating at the concerts 

- come early, seating is limited!

•  Access to the GCA Member Lounge at 

IGC Show Chicago, with a special catered lunch buffet available at 

your convenience

Enter the promo code IGCGCA when you register: 

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

IGC Show Chicago Registration: Click here. 

August 2-4, 2016
Valley Forge Casino Resort,  

Philadelphia Metro Area, PA

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

http://www.gardencentersofamerica.com/event-2085694
http://www.eigcshow.com
http://www.igcshow.com

