
Mental Wellness the Focus of 
2018 Gardening Trends

Fueled by the 24/7 connectivity of today’s society and armed by the 

public discontent shown in TV, movies and social media, depression 

and anxiety levels in consumers are rising at alarming rates 

worldwide, according to the Garden Media Group. In fact, the World 

Health Organization believes anxiety will be the No. 1 health issue by 

2030, outranking obesity. 

As a result, consumers are surrounding themselves with air purifying 

plants, creating quiet meditation spaces and eating plant-based diets 

to combat the effects of anxiety. To reflect this rising global consumer 

trend, the theme of the Garden Media Group’s 2018 Garden Trends 

Report is “Nature’s Rx for Mental Wellness.” 

Here are seven elements that you can expect to see play out over this 

year, as customers take these steps to reinforce their own mental - 

and physical - wellness:

1. Climate Controlled: Unpredictable climate conditions have 

challenged the way consumers garden. As a result, gardeners are 

seeking out resilient, weather-hardy plants that can withstand 

extreme weather conditions. Indoor gardening is another solution, 

allowing customers to garden year-round and control the climate. 

Here are four climate controlled gardens that you can market to 

your customers who are having issues with extreme conditions:

 •  Wind-resistant gardens include plants that have flexible 

stems and small, narrow leaves, such as native grasses, 

evergreen trees, lavender, yarrow and stonecrop. Let 

customers know that planting large trees and shrubs can 

block wind, while small retaining walls and an extra layer of 

mulch help with windy areas.

 •  Desert gardens feature drought- and salt-tolerant plans, 

like date palm, euphorbia, fennel, irises, poppies, cacti and 

succulents.

 •  Rain gardens include water-resistant natives, such as black 

chokeberry, meadowsweet shrubs, Joe-Pye weed, Colorado 

blue spruce, bayberry, ferns and winterberry. Customers 

can improve drainage by using absorbent soils and pervious 

surfaces, and edging puddles and creating paths through 

low-lying areas with sand or stones.

 •  Freeze-proof gardens feature cold hardy trees, like Douglas 

fir, spruce, birch and maples, as well as hellebores, sedge and 

hosta plants. A blanket of mulch, compost and leaves can 

help customers protect plants’ roots.

2. Social Network: Independent garden centers should make 

an effort to change how customers view plants, shifting from 

seeing them as objects in a sea of mulch to a social network 

with communities of interrelated species. Instead of focusing 

on maintenance of each individual plant, put the emphasis on 

management of all the plantings. Future private and public 

gardens, such as the Delaware Botanic Gardens (DBG), will reflect 

the communal living by planting in “eco-tones,” plants that work 

in harmony, Gregg Tepper, Director of Horticulture at DBG, tells 

the Garden Media Group.

3. Imperfect Gardening: Wabi-Sabi is an ancient Japanese practice 

that appreciates imperfections in life and the ability to age 

gracefully. Wabi-Sabi gardens imitate nature in a way that 

allows you to relax and appreciate their humble and imperfect 

forms, including the weeds. Expect customers to want to create 

imperfect gardens with natural, sustainable and locally sourced 

organic materials. Even HGTV acknowledges that homeowners 

are using natural materials, such as metal, stone or wood, over 

plastic. Repurposing items, such as old iron gates or gardening 

tools that weather over time, will be big. Customers will also opt 

for untreated lawns that resemble prairies over treated sod.

4. Breathing Room: As a result of being connected around the 

clock, consumers are craving to “turn off” the noise and have a 

quiet place to relax, leading them to create breathing rooms that 

are filled with plants to clean the air and clear the mind. These 

rooms enable people to connect with nature and create a small 

oasis to retreat from our fast-paced society. Hanging gardens 

and flower pot pendants are the next big thing indoors. You can 

help customers adorn their breathing rooms with a green canopy 

complete with palms, ferns, orchids, rhipsalis philodendrons and 

other leafy plants.

5. Make A Splash: Water will be incorporated in some big ways into 

customers’ gardens this year. In fact, the majority of the gardens 

at the Royal Horticultural Society’s Chelsea Flower Show last 

year featured 

elements of 

water. One 

way we will see 

water make 

it’s way into 

the garden - 

besides the 

obvious - is 

rainscaping. 

Capturing 

rainwater 

where it 

falls and 

soaking it in 

recharges local 

groundwater, while saving water. The trend by some utility 

companies to pay homeowners to save water is taking root. 

From tree canopies to ground covers, slowing water down, 

filtering it with plants and creating areas to capture water before 

it hits the ground is essential to a healthy water management, 

Sam Lemheney, Chief of Shows and Events at the Pennsylvania 

Horticultural Society, tells the Garden Media Group. 

6. Grow Your Own Protein: Livestock uses more environmental 

resources to feed, grow and harvest than non-animal based 

proteins. As a result, consumers are turning to plant-based foods, 

which require less land, water, fuel and other resources to grow, 

making them more eco-friendly. If your customers want to start 

growing a plant-based diet in their own homes, here is what you 

need to stock up on: edamame, peas, quinoa, broccoli, corn, 

asparagus, spinach, kale, millet and sunflower seeds.

7. Purple Reign: According to the USDA, purple antioxidants, or 

anthocyanins, help fight cancer, have anti-aging benefits, reduce 

obesity, promote mental strength and protect the heart. Here 

are 11 purple “superfoods” that customers can grow at home, so 

be sure to carry these at your garden center: acai berries, beets, 

black raspberries, blackberries, blueberries, goji berries, eggplant, 

plums, purple cabbage, purple carrots and purple sweet potatoes.

Millennials Shake Up the 
Outdoor Recreation Market As 
Equipment Sales Slip

Outdoor equipment sales are suffering at the hands of Millennials’ 

changing shopping habits, according to analysts and reported by 

Associated Press writers Dan Elliott and James Anderson. This younger 

consumer base is causing shifts all over the retail spectrum, and 

outdoor recreation is just one sector that’s experiencing changes. 

Industry retail sales peaked at $18.9 billion from December 2016 

through November 2017, which is down 6 percent from the previous 

12 months, calculates the NPD Group. 

Millennials are not as likely as Generation X to purchase outdoor gear 

that is made for extreme conditions, Matt Powell, the NPD Group’s 

Senior Adviser for the sports industry, tells the Associated Press. 

Instead, Millennials are favoring clothes and sporting goods that are 

less specialized and more versatile.

These younger consumers are characterized as outdoorsy and 

environmentally friendly types who support preservation and 

sustainability, Powell says, but they maintain a more lighthearted 

approach on health and fitness that involves their friends, differing 

from their predecessors.

Adidas is focusing on consumers in their 20s and younger, Greg 

Thomsen, U.S. Managing Director of Adidas Outdoors, tells Associated 

Press. He explains that Millennials like Adidas’ Flyloft jacket, which 

isn’t suitable for severely cold weather but still works for outdoor 

recreation. It’s reasonably priced, easy to care for and more versatile 

than a specialized outdoor jacket - it can be worn for a day on the 

mountains or a night on the town.

While some retailers and manufacturers have adapted to these shifts, 

the overall industry has not.

Customers Expect Fast & Free 
Delivery on Online Orders, As 
Told By NRF’s Consumer View
The National Retail Federation’s (NRF) quarterly Consumer View 

report reveals some telling information about customer behavior 

and shopping trends related to stores, online channels, brand loyalty, 

technology and more. When consumers shop in-store or online, 

they are usually looking for something specific and want to be able 

to find it easily. And when they shop online, they expect to get their 

merchandise delivered quickly and for free.

“Consumers today want what they want when they want it and they 

don’t expect to pay a premium to get it fast,” Mark Mathews, NRF 

Vice President for Research Development and Industry Analysis, 

says. “When they walk into a store they want to find their item, and 

find it easily, especially if they’ve researched it online beforehand. 

And whether it’s next-day or pickup-in-store, quick delivery of online 

purchases at little or no extra charge is growing so fast that it’s 

something shoppers are coming to expect.”

Here are some additional insights from the report:

•  Fifty-eight percent rated being able to find what they want quickly 

and easily as their top factor in determining where to shop

•  Shopping “just to browse” has shifted to being more popular online 

(done by 46 percent of those surveyed) than in stores (27 percent).

•  Among those shopping online, 68 percent expect free shipping 

even on purchases of less than $50, with 47 percent saying they 

typically back out if shipping isn’t free. And 38 percent expect two-

day shipping to be free, while 24 percent expect free same-day 

shipping.

•  The quality of customer service is also a top factor in deciding 

where to shop, cited by 44 percent, along with speed and simplicity 

of checkout (42 percent) and the ability to try out products (20 

percent).

•  Consumers said their overall experience with a brand or retailer 

is important in determining which to buy from and how often (79 

percent each) and how loyal or connected they feel (77 percent).

•  The survey found 59 percent of consumers are interested in 

special events retailers hold to draw customers into stores or onto 

websites, including the ability to try out products, exclusive access 

to sales, demonstrations and product tutorials.

•  Millennials are particularly enthusiastic about special events - 44 

percent said they were “very interested” compared with 25 percent 

of consumers overall. And Millennial men (60 percent) were more 

likely to be “very” interested than Millennial women (28 percent).

•  The report said fewer than a third of consumers were aware of 

technological innovations such as 3D printing or making purchases 

through social media (29 percent each), in-app store navigation (28 

percent), in-store digital displays (25 percent) or retail messaging 

apps and online chat (24 percent).

•  Among those that were, messaging apps and chat were the 

technology that had most often been tried (65 percent), while 

in-app store navigation was most-cited as improving the shopping 

experience (63 percent).
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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.

Deciphering the Tax Act: 
What’s In Store for Retail?
The 2017 Tax Cuts & Jobs Act brought sweeping changes for 

taxpayers nationwide, and the retail industry is specifically poised 

to gain from the reform, according to Amber Gorski, Tax Law Editor, 

Bloomberg Tax. The most important - and most talked about - change 

is the reduction in the corporate tax rate from the current 35 percent 

to 21 percent. Retailers have generally faced higher effective tax rates 

than multinational businesses in other industries, so they are among 

the bigger beneficiaries of the reduced corporate tax rate. 

The steep reduction will help boost corporate earnings and cash flow 

for retailers. Many economists believe that the reduced corporate tax 

rate will allow employers to create new jobs, while encouraging U.S. 

retailers to invest more in their domestic operations, in addition to 

overseas ones.

Big business benefits more from the tax cut, but small independent 

operations are also set to benefit from the new rules. Congressional 

representatives settled on a 20 percent deduction for a taxpayer’s 

domestic qualified business income (QBI). But the break isn’t for 

everyone - taxpayers with pass-through income from specified 

service businesses in fields including, but not limited to health, law, 

accounting, actuarial science, performing arts, and other trades or 

businesses where the principal asset of such trade or business is the 

reputation or skill of one or more of its employees or owners, are 

subject to limitations.

The act also simplifies accounting rules for small retailers in that it 

exempts smaller businesses from having to account for inventories. It 

also amends the average gross receipts test, increasing the three-year 

average gross receipts threshold to $25 million, which permits certain 

small businesses to use the cash method of accounting and exempts 

them from the application of the inventory and uniform capitalization 

rules. 

The act increases business expensing limitations under section 179 

to $1,000,000, which is double the previously allowed amount, 

subject to a $2.5 million phaseout. It extends section 179 property 

to include income qualified improvement property as well as many 

improvements (roofs, heating, ventilation, air-conditioning property, 

fire protection and alarm systems, and security systems) to non-

residential real property. Retailers contemplating, or in the midst of 

renovating or updating their space, need to be sure to incorporate 

relevant improvements.

The act also provides for temporary 100 percent expensing for 

certain business assets, which is a substantial increase from the 

previously allowed 50 percent.

Get Your Associates to Sell 
More With These Techniques
Training your salespeople to upsell and cross-sell items when your 

customers make purchases can bring significant differences to your 

store’s overall income, profitability and long-term loyalty, according 

to Rieva Lesonsky of Small Business Trends.

Here are some tips on how to implement upselling and cross-selling 

into customer interactions:

1. Do have appropriate inventory. In order to upsell, you’ll need 

similar products at varying price points. Keep them within the 

same general range. In order to cross-sell, you’ll need accessories 

or related products that work with the primary products you 

carry.

2. Don’t jump right in to suggest products. Asking enough questions 

to understand the customer’s needs is key to successful upselling. 

For example, if a customer comes in looking for a colorful petunia, 

you could ask where she plans to plant it, what price she had in 

mind, etc. The answers will help you tailor the cross-sell or upsell. 

3. Do educate employees about your products. The more they 

know about your inventory and how items complement or relate 

to each other, the better they’ll be at making smart suggestions.

4. Don’t be afraid to use a little peer pressure. Tell the customer 

how the product she’s looking for is one of your store’s best-

sellers and that you have trouble keeping it in stock.

5. Do focus on benefits, not features. Always focus on how the 

product you’re trying to upsell or cross-sell will benefit the 

customer - not on its features.

6. Don’t fake it. Your interest and concern for the customer must 

be genuine, or they’ll know you’re just trying to sell them more 

products.

7. Do make it simple. Particularly when cross-selling, the purchase 

process needs to be seamless. Don’t keep customers waiting 

while you search for a complementary product. Have ancillary 

products stocked and ready to go.

8. Don’t wait until checkout. Upselling and cross-selling should 

start on the sales floor. You’ll have more success by approaching 

customers while they are browsing, touching or examining 

merchandise. Once they’re at the checkout counter, most 

customers just want to hurry up and get out of the store.

9. Do know when to say when. Listen to the customer for the signs 

when you’ve crossed the line from “consultative selling” to “pushy 

salesperson.” If you’ve attempted the upsell/cross-sell twice and it 

doesn’t work, let it go.

10. Don’t show disappointment. Keep the same friendly and helpful 

demeanor no matter what. Take the customer to the register and 

thank her for her business.

Five Shopping Preferences 
You Didn’t Know About Baby 
Boomers & Millennials

When going head-to-head with e-commerce retailers, brick-and-

mortar stores need to embrace new technologies, like mobile 

apps, to stay competitive and attract shoppers, according to Pavel 

Radda, Senior Director of Market Intelligence at Aruba, a Hewlett 

Packard Enterprise company. Embracing mobile apps to create an 

omnichannel shopping experience can bridge the gap between digital 

and physical to bring customers back into stores while also increasing 

brand loyalty. In addition, by understanding customers’ habits and 

needs, retailers can create a personalized and efficient shopping 

experience that will keep their customers coming back for more.

Aruba conducted a global study of more than 350 shoppers. The 

study reveals that Millennials use retail mobile apps significantly 

more than Baby Boomers but also are more attracted to brands 

with loyalty apps and were less cost-conscious than their elder 

counterparts.

Here are five facts you need to know about your Millennial and Baby 

Boomer customers that can help drive more foot traffic:

1. Everyone is loyal, but some are more loyal than others. 

Millennials love their loyalty apps, with 66.3 percent indicating 

they are more likely to shop from stores where they are part of 

the loyalty program versus only 33.3 percent of Baby Boomers. 

For Baby Boomers, price was the biggest driver for a purchase 

decision, with 40.7 percent indicating it’s more important than a 

loyalty program versus only 22.5 percent of Millennials.

2. It’s all about the in-app features. When asked what incentives 

encourage consumers to download and use a retail mobile app, 

these features were listed: For Millennials, the first is a parking 

spot locator; second, product availability and comparison; and 

third, digital payment. For Baby Boomers, the first is product 

availability and comparison; second, find a sales associate; and 

third, obtain special incentives or coupons. Baby Boomers treat 

retail mobile apps as a tool to aid more traditional shopping 

habits, while Millennials use them for speed and convenience.

3. It’s not if they have it, it’s about how often they use it. Getting 

buyers to download a mobile app by drawing them in with a 

special incentive may result in a high volume of one-time users, 

but it’s all about how often they use the app. Millennials use retail 

apps more frequently than Baby Boomers, with 61.8 percent 

indicating they use them 1-5 times a week versus 48.2 percent for 

Baby Boomers. 

4. No sales associate? There’s an app for that. Since younger 

generations have grown up with portable electronics as part of 

their daily lives, they are more accustomed to interacting with 

electronic kiosks. When asked how they prefer to search for 

products inside retail stores, 53.9 percent of Millennials prefer 

using a mobile app versus a sales associate. In contrast, Baby 

Boomers favored human interaction with 44.4 percent opting to 

use an app to find products.

5. To eat out or to eat in, that is the question. Younger generations 

are accustomed to eating out more and cooking at home less 

frequently, especially with the variety of food and cost-efficient 

options available today. When asked what kinds of retail mobile 

apps they use most frequently, Millennials’ top selection was 

mobile ordering for express food pick-up (55.1 percent versus 

33.3 percent of Baby Boomers). Conversely, Baby Boomers’ top 

selection was grocery and convenience store apps (40.7 percent 

versus 18 percent Millennials) as they tend to eat at home more 

often.

Floor Sensors Provide Valuable 
Retail Data to Assist Sales

In an effort to gain valuable insight into consumer habits, retailers 

are turning to floor sensors provided by Milwaukee-based startup 

Scanalytics to track customers’ movements throughout the store, 

according to Ivan Moreno of Associated Press. Scanalytics’ floor 

sensors can also be used in office buildings to reduce energy costs, 

as well as in nursing homes to determine when someone falls. The 

company has worked with 150 customers in the United States, and 

about 60 percent are retailers, Scanalytics Co-founder and CEO Joe 

Scanlin tells Associated Press.

The data is captured when the sensors read a customer’s unique foot 

compressions, tracking that individual’s path to a digital display and 

how long the person spends in front of it. Based on data gathered 

over time, the sensors can tell a retailer the best time to offer a 

coupon or change the display before the customer loses interest.

The cost for the sensors ranges from $20-$1,000 per month, 

depending on the square footage and add-on applications to analyze 

data or interact with digital signs, says Scanlin. He notes that the 

sensors do not collect personal identifying information about 

customers.

Other technologies are currently in use in the retail setting to track 

customer movements. Fragrance maker Jo Malone uses laser and 

motion sensors to tell when a product is picked up but not purchased, 

using the information to make recommendations for similar items on 

an interactive display. Prism employs artificial intelligence with video 

cameras to analyze body motions, giving retailers the opportunity 

to deliver customized coupons to shoppers in real time on a digital 

shelf or on their mobile phones, Jon Nordmark, CEO of Iterate.ai, tells 

Associated Press. 

Now Trending in Garden Retailing . . .
•  Make sure your store’s shopping experience is as easy and seamless as possible, as the top reasons consumers choose to shop in-store are 

convenience and preference. Approximately seven in 10 consumers say they usually visit a store because they need something right away 

(69 percent) or because they prefer to shop in stores (66 percent), according to the National Retail Federation’s (NRF) Consumer View report. 

•  Mobile phones have become an essential part of the shopping journey. Eighty-three percent of U.S. consumers say comparing prices when 

shopping is a top three reason for using their mobile phone, while 80 percent use their phones for product information and 78 percent use 

theirs to search for store promotions when shopping in-store, reports Mood Media’s “The State of Brick & Mortar 2017” report.

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

Sincere Thanks to Our 2018 GCA Summer Tour Sponsors!

TAKE ADVANTAGE OF YOUR GCA MEMBERSHIP BENEFITS
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Enjoy Exclusive Savings & Special Perks: 
IGC Show, August 14-16, 2018! 
GCA Members save $260 on each ‘All-Access Pass’ registration for 

the Continuing Education @ IGC program during the early bird 

registration period, and $100 off each IGC Show Monday Garden 

Center Bus Tour registration! 

•  Two free drink tickets per company  

for Tuesday’s free party and concert 

with The Marshall Tucker Band

•  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 GCAPERKS when you register:  www.IGCShow.com

ANNOUNCING FEATURED TOUR STOPS!
GCA Summer Tour, June 24-27, 2018 
Seattle, Washington
Explore urban IGCs in some of Seattle’s 

most beautiful neighborhoods, along 

with one-of-a-kind garden retailers 

in the city’s picturesque outskirts, 

while networking with IGC retailers 

from across the country. Three days of 

inspiration and networking are yours.

Click here now to register and read more about what’s in store for 

GCA Summer Tour Seattle. Log in to receive your member discount - 

your GCA Membership saves you $200!
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