
Hydroponic Vertical Garden 
Gets Off the Ground with 
Kickstarter Campaign

Meet Herbert, the latest entry to the indoor growing scene, 

developed by Ponix Systems. The system hangs on the wall and 

incorporates both a hydroponic system for fast growth and LED lights 

for energy efficient lighting. The hydroponic system grows plants in 

a water-based nutrient solution that uses 90 percent less water than 

soil-based systems. Herbert is said to be 40 percent faster compared 

to traditional growing methods.

Up to 15 plants fit in the system, from salad greens to herbs to fruits. 

Herbert even has an iOS and Android application for mobile devices 

so that the user can adjust the light settings on-the-go or follow 

growing instructions for the system. 

By the end of last month, the Kickstarter crowdfunding campaign for 

Herbert raised more than five times the desired amount to get the 

growing unit off the ground. To watch the Kickstarter video about 

Herbert, click here.

 

 

‘Hyperlocal Targeting’ Isn’t Just 
a Marketing Trend, It’s a Must 
for IGCs to Remain Relevant
Hyperlocal targeting, or marketing to customers in your area based 

on their location, can potentially help you meet their immediate 

needs, according to Search Engine Land Columnist Jim Yu. Customers 

use search engines to seek out products and retailers who offer 

such products in their area. The amount of “near me” and “nearby” 

searches on Google doubled between 2014 and 2015, with 80 

percent of those searches happening on a mobile device, according to 

Google Trends data from March 2015. 

In an effort to better serve users by personalizing their results based 

on their exact location, Google is narrowing down the search results 

to a smaller geographic area. Retailers that have a poor online 

presence and do not prepare for the impending hyperlocal trends 

could end up seeing a drop in foot and online traffic, as well as 

detrimental effects to their garden center brand and visibility. That is 

why understanding how to optimize your garden center’s content so 

that users find you in the hyperlocal results is more important than 

ever. Here are some tips:

1. Master the basics. For your marketing strategy to succeed, you 

need to make sure that you have your garden center’s Google My 

Business page ready and optimized. Fill out every field relevant to 

your business, ensure that your page has high-quality and appealing 

pictures and verify that your store is listed in all the correct categories 

within Google. Encourage past satisfied customers to leave reviews 

to improve your garden center’s reputation. Every element added to 

your Google My Business page can provide important signals to assist 

with hyperlocal ranking and audience targeting. 

2. Focus on your city and points of interest. Develop localized 

website content that will interest people in your area. If your garden 

center has a restaurant or cafe, one page on your site should focus 

on issues related to food lovers in the area rather than general 

information that would interest people everywhere. Your content 

can also focus on local points of interest, such as landmarks and 

destinations, that people might use when looking around the area. 

For example, in Williamsburg, VA, people might search for “garden 

centers near Colonial Williamsburg.”

3. Create local landing pages for each of your garden center 

locations. To maximize your appearance in search results, you want 

to have a local landing page for each of your store locations. This 

will allow you to optimize the content for each place and develop 

content that is more personalized for customers in that specific area. 

Use keywords related to your location, such as the name of your city 

and your ZIP code. Research some keywords to find those that are 

applicable to your garden center and would be the most beneficial.

4. Include any business-related structured data markup on your 

content pages. In order to provide Google with as much information 

as possible about your garden center, you may want to consider 

incorporating structured data markup (also known as schema 

markup) on your website pages where appropriate. With structured 

data markup, you can precisely define details, including business type, 

hours, address, latitude and longitude, phone number and more. 

Structured data markup removes any guesswork for Google and 

makes it clear exactly what information is being presented on your 

page. If you have multiple locations, include the appropriate markup 

on each one to ensure that potential clients can find your location 

nearest to them.

5. Track your progress on a local level. Monitor the local search 

engine results pages serving your particular area, and track your 

keyword rankings at each location. Use this data to gain insight into 

the online local searches of your target market, which you can then 

use to shape your marketing strategies to the specific wants and 

needs of your customers.

Learn more about how to use Google to power your garden center’s 

marketing at this summer’s IGC Retailer Conference. Mary Ellen 

Bates, a leading expert in customized information research, will show 

you how during her track, one of five interactive educational focuses 

at the IGC Show, August 15-17 at Chicago’s Navy Pier. Click here for 

full details.

New Infographic Demonstrates 
the Power of Plants
Consumer horticulture has many positive benefits to our society, 

contributing $196 billion to the U.S. economy and creating more 

than 2 million jobs, according to the National Initiative for Consumer 

Horticulture’s (NICH) “#PlantsDoThat, Horticulture: The Art, Science & 

Business of Plants” infographic, developed using data gathered by Dr. 

Charlie Hall at Texas A&M University. Plants are noted to benefit our 

society in these ways:

•  Plants in the workplace reduce employee sick time by 14 percent.

•  Well-landscaped homes are more valuable, and since homes 

represent 25 percent of personal wealth, outdoor plants positively 

impact personal finances.

•  Twenty-five percent of Americans grow berries, veggies or fruit 

trees. 

•  Shaded roadways save 60 percent of repaving costs.

•  America’s public gardens generate $2.3 billion in tourism spending.
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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.

Spring’s Optimism: U.S. Sees 
Growth in Economy, Surge in 
Consumer Confidence
Economic growth in the United States beat expectations in the fourth 

quarter of 2016, growing 2.1 percent in the final three months, 

according to the U.S. Bureau of Economic Analysis’ (BEA) third 

estimate of growth and reported by Myles Udland of Yahoo Finance. 

Economists predicted GDP growth to come in at 2 percent. 

Personal consumption topped economists’ expectations and 

dismissed earlier disappointing estimates by growing 3.5 percent 

during the fourth quarter. Consumption accounts for about 70 

percent of GDP. 

The BEA says in its release that “the general picture of economic 

growth remains largely the same.”

In addition to the better-than-expected consumption figure, 

other elements that boosted fourth quarter growth include fixed 

investment in both the residential and non-residential markets, as 

well as state and local government spending. Federal government 

spending dragged on GDP, while imports, which subtract from GDP, 

increased.

Growth for the first quarter of 2017 should come in at 1 percent, 

according to a GDP tracking measure published by the Atlanta Fed, 

but most Wall Street economists forecast growth closer to 2 percent. 

Adding to the good news - U.S. consumer confidence hit a 16-

year high last month, jumping to 125.6, which is the highest it’s 

been since December 2000, according to The Conference Board’s 

monthly survey and reported by Akin Oyedele from Business Insider. 

Consumers were more positive about the labor market and economic 

conditions. The amount of people who expected jobs to be plentiful 

also rose to a 16-year high.

 

Not Your Mother’s Loyalty 
Program: Today’s Consumers 
Aren’t Always Won with 
Traditional Approaches
Is your garden center’s loyalty program working? Retailers are 

throwing away billions of dollars every year on reward programs that 

fail to capture customers’ loyalty as they did in the past, according to 

Accenture’s report “Seeing Beyond the Loyalty Illusion: It’s Time You 

Invest More Wisely.” The study, which gauged the experiences and 

attitudes of 25,426 consumers worldwide about their current loyalty 

relationships with brands and organizations, found that millions of 

loyalty points are going unused, and the majority of U.S. shoppers (78 

percent) are retracting their loyalties at alarming rates.

“Every consumer has a natural instinct around what makes them stick 

to a brand,” Robert Wollan, Senior Managing Director, Global Lead 

of Advanced Customer Strategy at Accenture Strategy, says. “The 

traditional low-price and reliable-service mechanics are no longer as 

effective at driving loyalty. New languages of loyalty have emerged.”

Here are additional findings from the report:

•  Fifty-nine percent of U.S. consumers feel loyal to brands that 

present them with small tokens of appreciation that reward their 

loyalty, such as personalized discounts, gift cards and special offers.

•  Forty-one percent of U.S. consumers are loyal to brands that enable 

them to personalize products, or interact with retailers through 

customers’ preferred channels of communication (51 percent).

 Eighty-one percent feel loyal to brands that respect their time 

and leave them alone, and those that safeguard and protect their 

personal information (85 percent).

•  U.S. consumers are loyal to brands that actively engage them 

to help design or co-create products or services (44 percent), or 

that present them with new experiences, products or services (41 

percent). Furthermore, 33 percent are loyal to brands that engage 

them in “multi-sensory” experiences with new technologies, such 

as virtual or augmented reality.

•  Shoppers trust brands that their family and friends do business 

with (42 percent), or that actively support shared causes, such as 

charities or public campaigns (37 percent).

Beware of Over-Discounting - 
Avoid the Downward Spiral
Discounting can grab your customers’ attention and generate quick 

sales, according to Affirm’s “Discounters’ Dilemma: How to Build a 

Brand Without Promotional Discounts” report. But discounting too 

often presents a steep cost for retailers. Consumers are increasingly 

shopping online - not just because it is more convenient but because 

it is easier to find better prices, according to a recent study from Pew 

Research. This means discounting could aid in customer acquisition 

for your garden center, but not in creating loyal customers and long-

lasting relationships.

Affirm presents these top reasons to avoid overusing discounts as a 

promotional tactic and what your garden center can do instead:

1. Your garden center’s brand will look cheap. When retailers 

discount too much, it negatively affects the store brand’s identity. 

Customers start to think that the retailer is a discount retailer, making 

them believe that they shouldn’t pay the regular price for your 

products. Consumers could also associate the brands you carry as 

discount brands. Further, discounting attracts bargain hunters who 

shop purely on price and jump from brand to brand in search of that 

best deal.

2. Discounting creates a downward spiral of lower pricing. By 

offering frequent discounts, retailers create the expectation that 

another discount is around the corner, generating a “wait-and-see” 

effect. “Consumers want deals, and they’re willing to wait for them,” 

C. Britt Beemer, Chairman of the consumer research firm America’s 

Research Group, says. “When you train customers to shop at big 

discounts, that customer is not going to change.” This creates a 

series of sales peaks during the discount period and valleys when the 

customer is waiting for the next sale.

3. The antidote to the downward spiral: buyer psychology. 

Discounting introduces the idea of affordability to the consumer, 

facilitating the purchase. Instill that affordability without diluting your 

garden center’s brand by offering flexible, honest financing on large 

purchases like patio furniture. Financing enables retailers to anchor 

such prices with terms like “pricing as low as” and “per month” in 

their marketing strategies. 

Now Trending in Garden Retailing . . .
•  Gen Z’s reach extends across generations. Ninety-three percent of parents with Gen Z children say their kids have at least some say in their 

frequent purchase decisions, according to Digiday.

•  Your in-store customer experience should be your No. 1 priority this year. If customers have a great in-store experience, they are 74 percent 

more likely to recommend your store to a friend, family member or colleague, according to the ForeSee Experience Index - U.S. Retail.

•  Forty-nine percent of consumers would be willing to pay more for products or services if you offered a highly personalized in-store 

experience, according to TimeTrade’s “The State of Retail 2017” report.

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 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!
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