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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.

NRF Revises Forecast: Retail 
Sales Expected Even Higher
The National Retail Federation (NRF) increased its retail sales forecast 

for 2018, saying sales are expected to grow more than previously 

predicted thanks to tax reform and other positive economic inputs 

but warning that tariffs threaten to dampen consumer confidence.

NRF now expects 2018 retail sales to increase at a minimum of 4.5 

percent over 2017, rather than the 3.8 to 4.4 percent range forecast 

earlier this year. The numbers exclude automobiles, gasoline stations 

and restaurants.

“Higher wages, gains in disposable income, a strong job market and 

record-high household net worth have all set the stage for very 

robust growth in the nation’s consumer-driven economy,” NRF 

President and CEO Matthew Shay says. “Tax reform and economic 

stimulus have created jobs and put more money in consumers’ 

pockets, and retailers are seeing it in their bottom line. We knew this 

would be a good year, but the first half turned out to be even better 

than expected. However, a tremendous amount of uncertainty about 

the second half remains. It could be a banner year for the industry, or 

we could keep chugging along at the current rate.”

Retail sales in the first half of 2018 grew 4.8 percent year-over-year 

and have been up 4.4 percent year-over-year in the most recent 

three-month moving average. NRF now expects gross domestic 

product for the year to grow at the higher end of the 2.5 to 3 percent 

range it forecast earlier.

“We don’t want to see these economic gains derailed by protectionist 

trade policy,” Shay says. “With retailers ramping up imports and 

stocking their warehouses before most of the proposed tariffs will 

take effect, an immediate impact on prices on consumer goods is 

unlikely, but that won’t last for long. And just the mere talk of tariffs 

negatively impacts consumer and business confidence, leading to a 

decline in spending. It’s time to replace tariffs and talk of trade wars 

with diplomacy and policies that strengthen recent gains, not kill 

them.”

Tariffs of 25 percent on $34 billion worth of Chinese goods took 

effect in July, and are scheduled to take effect this month on 

another $16 billion, but both lists include a relatively low number 

of consumer products. Another round of tariffs on $200 billion in 

goods from China that would include a broader array of consumer 

items is currently under consideration and is expected to be finalized 

in September. Imports, meanwhile, have been at record levels this 

summer as retailers bring merchandise into the country before the 

tariffs can take effect, according to NRF’s Global Port Tracker report.

“There are many factors that can impact our forecast, but our overall 

outlook is optimistic,” NRF Chief Economist Jack Kleinhenz says. 

“Spending was weaker than expected at the beginning of the first 

quarter but has grown more rapidly since then and we continue to 

anticipate strong sales during the second half of 2018.”

He continues, “Despite this upgrade in our forecast, uncertainty 

surrounding the trade war and higher-than-expected inflation due 

in part to increased oil prices could make consumers cautious during 

the fall season.”

In addition to expectations for this year’s spending, Kleinhenz says 

the revised forecast takes into account government revisions to retail 

sales, personal income and consumption numbers from 2016 and 

2017 that affect year-to-year comparisons.

Kleinhenz says total retail sales have grown year-over-year every 

month since November 2009, and retail sales as calculated by NRF, 

which excludes automobiles, gasoline stations and restaurants, have 

increased year-over-year in all but three months since the beginning 

of 2010.

These Shoppers Could Be  
Your Garden Center’s  
Next Loyal Following!

Every independent garden center has at least one target audience 

- usually women ages 30 to late 60s. These audiences are defined 

by standard factors, such as demographics and interests, but within 

those groups, there are characteristics of shoppers that aren’t 

necessarily trackable by analytics software, according to Pamela 

Hazelton of PracticalEcommerce.

To gain a real foothold, you have to look beyond what Google tells 

you. Savvy independent retailers target both the young and old, the 

lazy and the fit, even those recovering from ailments. Multiple target 

audiences, each one marketed to by the right means, is why retailers 

are so successful.

No matter how many plants, garden supplies or gifts you sell, there 

are likely specific groups of people you’re ignoring. Here are five 

types of shoppers to consider focusing on in the coming months.

1. More than half of those who will be attending college this year: 

The back-to-college shopping season is just kicking off, and the 

majority of online stores are targeting college-bound teens who 

will live in a dorm room. However, nearly 55 percent of those 

returning to college don’t fit that demographic, as they will live 

in a home or an apartment. Twenty percent are over age 30, 

which means they are more apt to be intrigued by products that 

help them organize and add value to their lives. Put more focus 

on simplicity and quality, rather than just overall price. Plus, 

offer unique solutions to problems they might not have already 

identified.

2. DIYers and “life hackers:” These are people who love to use 

products for alternate purposes. “Life hacks,” as they call them, 

and do-it-yourself sites are online staples to millions of people. 

By recognizing alternate uses for various product lines, you can 

target an entirely separate group of people. Integrate these 

alternate uses in product images, video and descriptions to help 

seal the deal. Search for other uses of products - chances are 

you’ll find several. Then, stage photos and video, and include 

ideas on the product page on your website.

3. The wannabe minimalists: How do you sell more to people 

who have a desire to own less? By proving the real value of the 

product. This is great for items that replace the need for several 

others. Use trigger words that convey organization, multiple uses, 

quality and long lasting. These types of shoppers focus more on 

the value a product will have in their lives rather than the upfront 

cost. 

4. The ones who prefer locally made: Display prominent labels 

and signage for products that are made in your local county or 

state. A simple “Made in the USA” badge, for example, can often 

help close the sale. If you stock handmade art from local artists, 

feature a biography and other information about the artist. 

5. The ones who have everything, but aren’t spendthrifts: These 

types of shoppers usually have to be convinced that the product 

is better than one they already have. They are looking for all the 

key features and full details. They need to see images and video, 

and read customer reviews to find out what others like them think 

about the product. Consider including this information on product 

and plant signage in-store.

Instagram Hacks that  
Will Help Your Garden  
Center Look Its Best
As the numbers indicate, more and more retailers are creating 

business accounts on Instagram to reach their target audience and 

promote their stores, according to Hugh Beaulac of All Business. The 

Instagram community has grown to more than 800 million users, 

and they share more than 95 million posts a day. There are 25 million 

business profiles on Instagram.

Seventy percent of U.S. companies use Instagram for marketing. Sixty 

percent of Instagrammers say that they have learned about a product 

or service on the platform.

Promoting your garden center on Instagram pays off as it helps to 

build brand awareness; establish communication with clients; reach 

potential clients; handle negative feedback; increase brand loyalty; 

and promote solutions, not products.

Even though Instagram marketing is booming, it’s become more 

difficult to stand out from the crowd. While running an Instagram 

business account for your garden center, be aware of these problems 

that can occur:

1. The niche is competitive. To succeed with Instagram, you need 

to be highly active, you need to be picky about your posts and 

you have to constantly seek out ways to beat your competitors. 

Understand that engagement 

matters; make sure users want 

to interact with your content. 

The problem is competitors are 

fighting for the same audience, 

posting content daily. Therefore, 

people are spoiled with the 

information; they simply aren’t 

interested in what you post until 

you’re a famous retailer with an 

already-established reputation. 

So, how can you survive in a competitive environment?

Follow your competitors: Keeping an eye on your competitors helps 

you to avoid making their mistakes. Figure out what’s popular and 

stay one step ahead of them.

Be creative: Many topics have been covered to death on the web, but 

you can keep your content fresh by looking for new angles; a little 

creativity is all you need.

Get active: Due to Instagram’s algorithm, not every post will get seen 

on a news feed. Thus, you need to hook an audience and make them 

want to visit your account. One way is to like and comment on posts 

your target audience shares.

2. Overplanning doesn’t always work. Having a pre-written content 

plan can be helpful, but planning doesn’t work every time.

Reason #1: You use tools. If you use Later or Buffer, you know that 

scheduled posts will not publish on their own since Instagram 

does not allow such apps to post directly to the platform. You can, 

however, receive notifications on your phone for when scheduled 

posts should be published.

Reason #2: You post at the same time daily. Sticking to a schedule 

is great, but you need to be flexible when it comes to reaching your 

target audience. To achieve maximum reach, you need to post when 

your audience is active. People are active at different times, so use 

Instagram statistics to determine the best times to post.

Reason #3: You don’t pay attention to breaking news. From time to 

time, life can’t be planned. If you want to be successful, you need 

to know what’s causing the current buzz and then write situational 

posts to attract an audience. 

3. Figuring out the right content may involve a lot of trial and error. 

If you think your work is done after a post is published, here’s 

some bad news: Promoting your garden center on Instagram is 

not just about posting content - it’s about achieving high-level 

business goals. The more people you attract, the better.

After you publish a post, you should: like people who have interacted 

with the post, answer all comments and analyze impressions/

engagement. If you see that your post isn’t popular with your 

audience, you need to figure out what’s wrong with the post. 

No matter which tool you use - whether it’s Instagram Insights, 

Socialbakers or Squarelovin - it’s important to find out which posts 

get the most engagement.

Once you know what suits your audience’s needs the most, you can 

adjust your marketing strategy to save time and get better results. 

After all, it’s nearly impossible to give your followers what they need 

in one click, even if you know their expectations.

4. Subscribers want to feel accepted. We want to feel valued. As 

human beings, your followers want to feel that they matter, and it 

doesn’t cost much time or effort to give them what they want:

Tag people in your posts. While it’s normal to tag a friend, it’s not 

typical for retailers to tag their followers. Doing so, however, is an 

actionable way to draw people’s attention and make other followers 

keep an eye on your posts.

Give user-generated content (UGC) a try. The best thing about 

modern digital marketing is you can rely on your followers when 

it comes to content creation. Social media users today are eager 

to share reviews and often include photos with their feedback. 

Encourage followers to create content for you by running Instagram 

contests, featuring the best publications and tracking your store’s 

mentions. Seventy-six percent of people find content posted by other 

consumers to be more honest than brand content. Take advantage 

of the power of UGC as it’s a proven way to get high-quality content, 

without having to invest very much.

Communicate with followers via direct messages. Engaging in private 

communication with your audience and addressing problems they may 

have with your store is a great way to establish long-term connections, 

as long as you don’t try to promote your business. Establish a strong 

connection with your audience, and then offer a solution - not a 

product. Once you have a number of loyal followers who trust your 

garden center, you can promote your product with ease.

5. You need to stay mobile 24/7. When you run social media 

accounts for your garden center, get ready to receive questions 

and complaints from your customers. As more people feel 

comfortable communicating with retailers on social media, this 

is where you will be hearing from them. However, be aware that 

only 32 percent of social media complainers are happy with a 

company’s response time, and 42 percent of customers expect 

stores to reply within 60 minutes. Moreover, it’s been proven that 

many complaints are never answered. 

No matter what your business niche is, you need to think about your 

customers’ satisfaction. Reply to requests as fast as you can. Being 

active all day long is a proven way to satisfy customers’ needs and 

give them what they want.

6. Followers may not see your posts. The new algorithm will show a 

post to more people if your audience has reacted positively to the 

post. But it becomes a catch-22 - you need your followers to like/

comment on a post to reach more people, but the post may not 

be reaching your followers if no one has interacted with the post.

Thus, you need to look for other options to deliver your message. 

One way is to run an ad campaign, but this can be expensive. If you’re 

a small garden center owner and don’t have a budget for ads, there 

are other ways to promote your product:

Influencer marketing. People trust opinion leaders, and you can 

collaborate with Instagram stars to promote your product. You can 

send your product for a review or pay for a sponsored post.

Crossposting. Become familiar with #follow4follow and #like4like 

hashtags. Here, another account publishes information about your 

store, and then you do the same in return. The benefit is both 

retailers enter already-established communities.

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

ALERT! What’s It Costing  
Your Store’s Bottom Line? 
Retail Fraud Is On the Rise

Retail fraud is escalating at a rapid pace - and so are related costs. 

Every dollar of fraud costs merchants $2.94, up from $2.77 a year ago, 

which is a 6 percent increase, according to the “2018 True Cost of 

Fraud” annual report from LexisNexis Risk Solutions.

Mobile commerce continues to be the sector most susceptible to 

fraud, particularly with identity fraud. For mid- to large-size mobile 

commerce retailers that sell digital goods, 39 percent of the fraud 

losses were from identity theft, including synthetic identities.

The volume of successful fraudulent attempts jumped from a monthly 

average of 238 to 306 transactions, year-on-year. But there is some 

good news in that the number of thwarted fraudulent transactions 

rose from 257 to 313 transactions. But despite preventing fraudulent 

transactions, retailers are still behind the eight-ball.

“Retailers are more likely to be tracking where they’ve successfully 

thwarted fraud rather than also tracking where they’ve been able to 

prevent it from occurring,” says Kimberly Sutherland, Senior Director 

Fraud and Identity Management Strategy at LexisNexis Risk Solutions. 

“This approach lessens the overall effectiveness of preventing fraud, 

given that fraudsters are adept at testing for areas that are less of a 

focus by merchants, and change their attack points accordingly.”

Here are some additional findings from the study:

•  Digital goods merchants who layer core, identity and fraud 

transaction solutions have lower fraud costs ($2.88 for every $1 of 

fraud) than those that use only a limited set of core solutions (up to 

$3.61 per $1 of fraud).

•  The LexisNexis Fraud Multiplier, a tool that measures the cost for 

each dollar of fraud loss, has risen most sharply, year-on-year, 

among those selling digital goods through the mobile channel. For 

every $1 of fraud, mid- to large-mobile commerce merchants selling 

digital goods are hit with an average cost of $3.29, as opposed to 

their physical goods-only counterparts at $2.78.

Five Strategies to Help You  
Tackle the Tough Decisions at 
Your Garden Center

Decisions - or, more accurately, indecision - can cause a drag on 

your time for days, weeks, months, or even years. But choosing well 

doesn’t always have to mean choosing slowly. Time-management 

coach Elizabeth Grace Saunders has developed a handful of strategies 

for cutting down the time it takes to make tough decisions. First 

you need to lay the groundwork, then you can pick and choose your 

tactic, depending on the type of tough call you’re trying to make, and 

how much time you’ve got to make it. 

To start, you need to set yourself up for decision-making success. This 

involves three fundamental elements:

Book time to think. Decision-making is a task, and it deserves more 

attention than what you can devote to it when you wake up late at 

night worrying about that urgent issue you still haven’t resolved. For 

smaller decisions, you may only need to set aside 30 minutes or an 

hour; for larger ones, you might schedule a few hours over the course 

of two to three weeks. But whatever you do, add these time blocks to 

your calendar and to-do lists on a regular basis.

Define the decision. Before delving into deciding, get clear on the 

nature of the choice you’re making. Defining the key factors that both 

go into and will be affected by your decision helps you quickly discern 

whether - and why - you’re excited about a particular option. 

Think through your options. Instead of limiting yourself to a “yes” 

or “no” choice, brainstorm all the possible options before making a 

decision - you may find compromises and alternatives that weren’t 

easy to see initially. In fact, consider, too, whether you actually need 

to make a decision. In some cases it’s fine to simply let a choice pass 

by without committing either way.

Once you’re familiar with these decision-making basics, you can pick 

one or two tactics for deciding more quickly. Here are five great 

options, each suited to different situations and personality types:

1. Fall back on your values. Having clear values that you try to live by 

can make tough decisions easier. When it comes time to a decision 

about work travel, making a big purchase or other challenges of 

business, you’ll immediately recognize whether choosing a certain 

course of action would violate one of those values or guide rules.

2. Talk it through. Some people are verbal processors, they organize 

their thoughts by talking them out. If that’s you, then having a 

discussion could be your fastest route to a decision. You don’t 

need to speak with someone who’s knowledgeable on the topic. 

You just need a good listener who’ll give you time and space to 

hear out your monologue and occasionally reflect back to you 

what you’ve shared. You’re likely come to a decision by the end of 

the conversation, even if the other person says very little.

3. Ask for perspective. Sometimes you need more than just a 

sounding board, you actually need advice. Asking someone else 

for their opinion typically works best when you’re considering 

doing something that you’ve never done before, and when you 

know someone who’s experienced in that domain. When you’re 

leaning in a given direction already, seeking out wise counsel 

can help you reach a smart decision faster. Just be careful not to 

blindly accept advice. A choice that may make sense for someone 

else might not be right for you. If you find yourself uncomfortable 

with what they’ve proposed, you don’t have to go through with it, 

but you may find the conversation nudged you toward a decision 

anyhow.

4. Test it out first. In some cases, you can test out a decision before 

actually making it. In those moments when you’re exposing 

yourself to a new experience, your body tends to signal to you 

whether an unfamiliar situation “feels right” or just “feels off.”

5. Listen to your hopes. When you’re really struggling with a 

decision, it’s often because your mind thinks one thing is practical 

while your heart wants something else. Pay attention to what you 

hope will happen. For example, when you ask another garden 

center owner for advice, what are you hoping he or she will tell 

you to do or not do? Or if you had to make a decision based on a 

coin toss, which side would you hope it lands on? We’re not purely 

rational creatures. It’s right - and good - to listen to your hopes 

because they often give you deeper insight into the decisions you 

actually want to make.

Worried About the Social 
Media Exodus? Here’s How 
Your Store Can Respond

A growing number of Gen Z consumers are leaving social media - or 

at least taking breaks, according to a new study conducted by Hill 

Holliday. What do you, as a small independent garden center owner, 

need to know to keep Gen Z engaged on social media?

Thirty-four percent of 18- to 24-year-olds vow to give up social media 

for good, while 64 percent are considering “taking a break” from it, 

reveals the study titled “Meet Gen Z: The Social Generation.” If you’ve 

invested a lot of time and effort in your social media marketing to this 

generation, is it time to panic?

Not yet. Here’s what you need to know about Generation Z’s 

potential social media exodus - and how to keep them tuned in to 

your garden center.

More than four in 10 survey respondents say social media makes 

them feel anxious, sad or depressed. Specifically, 29 percent say 

social media has made them feel insecure or hurt their feelings, while 

22 percent say social media has made them feel like they’re missing 

out.

But why the sudden interest in quitting social media? Here are some 

insights from the study:

•  Thirty-five percent say there’s too much negativity on social media.

•  Twenty-six percent say they’re not interested in the content they 

see.

•  Eighteen percent say social media is too commercialized.

At the same time, 77 percent of those surveyed say social media 

offers more benefits than drawbacks:

•  Sixty-one percent say social media has a positive impact on self-

confidence.

•  Sixty-six percent say social media makes it easier to connect with 

people.

•  Seventy-one percent say social media has a positive effect on their 

friendships.

Social media also has plenty of benefits for small business owners 

hoping to reach this audience. Consider:

•  Fifty-seven percent of survey respondents have made a purchase 

because of a social media influencer.

•  Fifty-five percent have made a purchase because of an ad in their 

social media feed.

•  Forty percent have made a purchase because of a link posted by a 

business.

Here are three ways to keep your Generation Z social followers 

connected with your garden center:

1. Accentuate the positive. Take a look at the tone of your social 

media posts. Gen Z doesn’t want to see negativity, snarkiness or 

criticism. Instead, focus on what they see as the positive aspects 

of social media. Encourage connection with others. Make your 

social media pages a two-way dialogue - if your followers post 

something, respond. Invite followers to bring a friend or family 

member in to your garden center. Get involved in a charitable 

cause and promote it on social media to get your customers 

involved, too. Gen Z will love it if you use your social media 

presence as a force for good.

2. Make it relevant. More than one-fourth of users say the content 

they see on social media doesn’t interest them, and 41 percent 

say they waste too much time on social media. Gen Z sees 

social media as a place to stay in touch with friends, and dislikes 

interruptions by businesses tooting their own horns. If you want 

your followers to stay connected with your garden center, make 

sure the content you post is worth their time. Target them to 

specific followers based on their interests, social media behavior, 

location, groups and more.

3. Don’t be too promotional. The majority (65 percent) of survey 

respondents do follow retailers on social media - primarily 

because they want to get alerted to discounts and promotions. 

However, there’s a fine line between promoting your garden 

center and doing a “hard sell.” Follow the 80/20 rule with your 

content: Just 20 percent of it should be promotional, while the 

rest should offer valuable, entertaining, shareable information for 

your customers.

Make Checkout at Your Online 
Store Quick & Convenient,  
Or It Could Cost You Sales

Complicated online checkout is taking a toll on digital sales and long-

term customer loyalty. Eighty-seven percent of online shoppers will 

abandon their carts during the checkout process if it is too long or 

too complicated, according to new data from Splitit. In addition to 

abandoning their carts, 55 percent of consumers would never return 

to that retailer’s site.

Here are some additional findings from the survey:

•  Cart abandonment rates hover at about 70 percent overall, and 

older shoppers seem to have the least patience. 

•  Ninety percent of those aged 55 and older would not complete 

a long or complicated checkout process. This is compared to 83 

percent of Millennials, who said they would not follow through with 

a lengthy checkout.

•  A mere 7 percent of those over the age of 55 would exit a lengthy 

checkout but return to the site later, compared to only 12 percent 

of Millennials.

•  Excessive advertisements in the checkout process also make 

consumers less inclined to complete an online purchase, with 25 

percent of respondents citing it as the reason for abandoning their 

carts. 

•  Millennials were less bothered by ads, with only 19 percent 

reporting that too many ads during the checkout process would 

cause them to abandon their cart. 

•  This contrasts with 28 percent of those aged 45 and older who 

would abandon their cart if they felt there were too many ads.

Now Trending in Garden Retailing . . .
•  A convenient store location is very important to the shopper’s decision-making process, especially to Millennials. Fifty-one percent of 

Millennials report a store’s location as the most important factor when deciding where to make a purchase, according to “The Rise of Small 

Format Retail” report by Koupon.

•  An accurate, up-to-date website full of product information and handy gardening tips is just as crucial to your garden center’s success as your 

physical store. Emphasizing the importance of a consistent online and in-store experience for your garden center, almost a third of consumers 

said that online research was a key motivator for subsequently visiting a physical store, reveals the “Analogue to Automated: Retail in the 

Connected Age” report by Displaydata and Planet Retail RNG.

•  Regardless of party affiliation, at least three out of every five retail small business owners anticipate a negative business response if a 

Border Adjustment Tax (BAT) is enacted, according to the National Retail Federation Retail Small Business Owner survey conducted by GfK. 
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Save the Dates for Savings & Perks!  
IGC Show, August 13-15, 2019 
GCA Members save $260 on each All Access Pass registration for the 

Continuing Education @ IGC program during the early bird registra-

tion period, and $100 off each IGC Show Store Tour registration! 

•  Two free drink tickets per company  

for Tuesday’s free party and concert

•  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

Registration opens soon! Stay tuned for 

your exclusive GCA Member promo code. 

JUST ANNOUNCED FOR NEXT SUMMER 2019!

GCA Summer Tour 2019 
Nashville, Tennessee 
June 23-26, 2019
Nashville offers so many opportunities 

for us to line up a spectacular itinerary, 

and we are currently in the process of 

scouting garden centers and networking 

venues in person. We are excited 

about being able to secure great rates 

for our host hotel, which will be within steps of Music Row, home 

to many restaurants and bars, such as Blake Shelton’s Ole Red, 

Jason Aldean’s Kitchen & Rooftop Bar and Florida Georgia Line’s 

restaurant, FGL House. - Cheryl Morey, GCA Executive Vice President

Watch for more announcements about GCA Summer Tour Nashville in 

the weeks ahead at www.GardenCentersofAmerica.com 

http://www.truevaluecompany.com/Open-a-Store/Garden-Centers/About-Garden-Centers
https://glenhavenhomeholiday.com/
https://rapidgardenpos.com/
http://www.bonide.com/
https://www.espoma.com/
https://www.fitt-usa.com/
https://www.georgetownusa.com/
https://www.botanicalinterests.com/
http://pacifichomegarden.com/
https://lgrmag.com/
http://www.sungro.com/
http://www.outdoorartcanvas.com/
http://www.ballhort.com/
http://www.gardencentersofamerica.com

