
Latest trends in garden center retailing from America’s only association focused exclusively on the needs of Independent Garden Centers.

May 2019

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.

Millennials Really ‘Dig’ 
Gardening, New Survey Shows
The just-released 2019 National Gardening Survey, published by the 

National Gardening Association’s research division, GardenResearch.

com, reveals new and important information regarding the $50+ 

billion lawn and garden industry. Overall, lawn and garden spending 

increased in 2018 to $52.3 billion, despite a slight decrease in 

household participation.

The lion’s share of spending in the lawn and garden industry is 

led by wealthy households; however, Millennial households once 

again report strong levels of participation, spending, and perhaps 

most importantly, planned future purchases. The 2019 National 

Gardening Survey reveals that 38 percent 

of 18-34-year-olds plan to spend more 

on lawn and garden activities in 2019, 

compared to the overall average of 29 

percent.

Younger respondents (18-34-year-olds) 

accounted for a quarter of estimated 

lawn and garden spending in 2018, 

despite having lower household 

incomes than others and being more 

likely to live in an apartment or condo. 

Household participation in lawn and garden activities among younger 

households largely matches other age groups but has grown at a 

higher rate than others since 2014. 

In his article on Bloomberg.com, Matthew Boyle wrote: “American 

Millennials have been accused of dooming all sorts of things: beer, 

golf, cereal. But the cohort is credited with reviving the once-

moribund market for houseplants. In the past three years, U.S. 

sales have surged almost 50 percent to $1.7 billion, according to the 

National Gardening Association. With many Millennials delaying 

parenthood, plants have become the new pets, fulfilling a desire to 

connect to nature and the blossoming ‘wellness’ movement. For a 

group that embraces experiences and travel, moreover, plants give 

Gen-Yers something to care for that won’t die - or soil the rug - when 

they’re not around.”

The 222-page National Gardening Survey is now available at 

gardenresearch.com.

Run a Fair Family-Owned 
Store, Don’t Offer Special 
Treatment to Your Teens

Given the family-owned nature of the garden center industry, it is 

typical for garden retailers to hire their teenage children. But these 

small business owners should be ready to treat their new staffers like 

any other employee - and be prepared for some additional parent/

child friction when problems arise, according to an article by Joyce 

Rosenberg of AP News.

Here are three things garden center owners should do when their 

teen comes to work:

1. Create a plan. Just as owners should do when they hire part-time 

help, they should have a plan for what their teens are going to 

be doing. This plan needs to be communicated to the teen, and 

to managers and co-workers who will be working with the young 

staffer.

2. Set expectations. Owners need to speak with their children so 

they know what to expect, and what’s expected of them. Mike 

Young, Owner of seven Freddy’s Frozen Custard & Steakburger 

stores in Iowa, tells AP News of what he said to his teens, “Their 

last name would not be helpful to them, and in fact would make 

their jobs harder.” And, that co-workers would be looking to see 

if the bosses’ kids had to follow the same rules and standards as 

employees did. “If they were not, then our kids, the managers, 

and my wife and I would all lose credibility,” Young says. Teens 

also need to know that at work, their mothers and fathers are first 

and foremost their bosses. 

Owners also need to prepare managers and other employees, 

informing them that the bosses’ children shouldn’t get special 

treatment, and that if there are problems, the owner needs to be 

told, David Lewis, CEO of OperationsInc, tells AP News. “There needs 

to be a level of communication up front that explains what the 

expectations are,” he says.

3. Check in with your teen’s supervisors and co-workers. Even 

when employees have been told to inform the boss about any 

problems, some may not want to get the young person in trouble. 

They may also be worried that they’ll be blamed for the teen’s 

shortcomings.

Stay On Top of Your  
Retail Game with These  
10 Trends Driving Consumers

The market research firm Euromonitor International noted that, amid 

political upheaval in developed markets and fast, totally 

unprecedented change in developing economies, many of the top 

global consumer trends are about “taking back control and asserting 

ourselves.”

“In the face of turmoil and uncertainty, we feel more powerful when 

we can go back to basics and eat an egg laid by our own hen, or 

actively choose to find solace away from digital demands without 

junking them completely,” the report states. “We want to get that 

thing or service seamlessly and easily. We want to make a difference 

to the world by buying more thoughtfully.”

Here is a brief review of Euromonitor’s top 10 global consumer trends 

in 2019:

1. Age Agnostic: Boundaries of old age are shifting. As people live 

longer and take better care of themselves, older consumers 

feel and want to be treated as younger. “Baby Boomers are the 

generation with the most disregard for age,” the report says. 

“They do not think of themselves as old, and they most definitely 

do not want to be referred to in those terms. … These are a new 

kind of mature consumers - a diverse group who enjoy the same 

things as their younger counterparts and want to continue to be 

themselves for as long as possible. This means they want products 

and services that help them stay as youthful as possible in mind 

and body, not trying to change things - just look and be the best 

they can.”

2. Back to Basics for Status: Shoppers are searching for authentic 

products and experiences, moving away from overt materialism 

to simplicity as well as from generic to higher quality products. 

Trends in food and drink perfectly reflect this shift. Buying 

hyperlocal food is growing in popularity for a range of reasons, 

including that it supports local businesses, food is fresher and 

tastes better, it reduces the environmental impact by eliminating 

“food miles” and may offer better value for money as it 

encourages the consumption of in-season fruit and vegetables.

3. Conscious Consumer: What used to be the domain of 

ethically positioned, niche producers is now being embraced 

by conventional companies through higher welfare products. 

Conscious Consumers are influential, and the trend will spread to 

others. Animal welfare concerns will evolve further and extend to 

other industries beyond food, beauty and fashion, to home care, 

home furnishings, pet food and so on.

4. Digitally Together: As our digital capabilities and comfort using 

new technologies grows, so will the potential of what can be 

created or experienced together, but remotely.

5. Everyone is an Expert: Whereas previously shoppers relied on 

a certain brand or information source, now companies must 

constantly innovate to entice more inquisitive shoppers. The 

breadth of information available to savvy consumers means that 

stores can no longer get away with arbitrarily high prices or lack of 

transparency - the “Everyone’s an Expert” consumer will always 

outsmart them.

6. Finding My JOMO: The “Fear Of Missing Out” has now given place 

to the “Joy Of Missing Out.” Consumers want to protect their 

mental wellbeing, disconnecting from technology and prioritizing 

what they truly want and enjoy doing.

7. I Can Look After Myself: As people become more self-sufficient, 

they take preventative measures against illness, unhappiness and 

discomfort without consulting a professional.

8. I Want a Plastic-Free World: The push for a plastic-waste-free 

society has gained momentum, creating a virtuous circle where 

businesses gain by improving sustainability. Plastics, such as 

single-use packaging for food and beverages and micro-plastics 

found in beauty, personal and home care, as well as plastics 

produced by the fast fashion industry, are coming under increased 

scrutiny a as the “Blue Planet Effect” shines a light on the plastic-

based waste products that end up polluting the natural world.

9. I Want it Now!: Consumers seek instant gratification and 

frictionless experiences that mesh with their lifestyles, allowing 

them to dedicate more time to their professional or social lives.

10. Loner Living: More people - especially older consumers - across 

the world break the stigma of living alone and embrace their 

independent lifestyles. Companies may continue to ignore single 

households, because they believe that they are diverse individuals 

within larger groups, but the emergence of solo “Loner Living” 

consumers is changing that calculus. They often seek experiences 

that replicate companionship, whether that includes adopting a 

pet or travelling in groups. Increasingly, people are giving up the 

idea of finding lifelong companionship. 

Speed Rules! Half of Online 
Orders Will Be Delivered In  
Just Hours by 2028

 Retailers are rethinking - and speeding up - their logistics operations 

to create a faster purchasing journey for customers, according to the 

“Future of Fulfillment Vision Study” from Zebra Technologies.

To satisfy online consumers who want a faster purchasing experience, 

78 percent of logistics companies expect to provide same-day 

delivery by 2023, the study reveals. Meanwhile, 40 percent anticipate 

two-hour delivery windows by 2028.

To better meet the growing expectations of the on-demand economy, 

76 percent of retailers use store inventory to fill online orders, and 86 

percent of companies plan to implement buy-online/pick-up-in-store 

services in the next year. Retailers are also investing in retrofitting 

stores to double as online fulfillment centers, and shrinking selling 

space to accommodate e-commerce pickups and returns.

Next-generation supply chains will reflect connected, business-

intelligence and automated solutions that will add newfound speed, 

precision and cost effectiveness to transportation and labor. The 

most disruptive technologies will be drones (39 percent), driverless/

autonomous vehicles (38 percent), wearable and mobile technology 

(37 percent) and robotics (37 percent).

Here are some additional insights from the study: 

•  Supply chains will also become less error-prone, as 49 percent of 

companies will add more radio-frequency identification (RFID) 

technology, tagging solutions and inventory management platforms 

in the next few years. The technology heightens inventory accuracy 

and shopper satisfaction while reducing out of stocks, overstocks 

and replenishment errors.

•  While 72 percent of organizations currently utilize barcodes, 55 are 

still using inefficient, manual pen-and-paper based processes to 

enable omni-channel logistics. By 2021, handheld mobile computers 

with barcode scanners will be used by 94 percent of respondents 

for omni-channel logistics.

•  Accepting and managing returns also remains a challenge for 87 

percent of respondents, especially as the increase in free and 

fast product delivery corresponds with an increase in returned 

merchandise. Seven in 10 surveyed executives agree that more 

retailers will turn stores into fulfillment centers that accommodate 

product returns.

•  More than 60 percent of retailers that currently do not offer free 

shipping, free returns or same-day delivery plan to do so, while 44 

percent expect to outsource returns management to a third party.

Join GCA’s and the IGC Show’s 
Social Network
#GCASummerTour & #IGCShow
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Consumers Are Hot On CBD 
& More Retailers Are Profiting 
from It as Front-Runners

It’s showing up in everything from skin creams to bath balms to dog 

treats - a natural solution that is being credited for reducing anxiety in 

people and pets and helping people to sleep. The ingredient? CBD, or 

cannabidiol, a compound derived from hemp and marijuana that 

does not cause a high.

Retail sales of CBD consumer products in 2018 were estimated to 

reach as much as $2 billion, according to Cowen & Co. By 2025, that 

figure could hit $16 billion in retail sales, the investment firm predicts.

Lifestyle guru Martha Stewart is working with Canada’s Canopy 

Growth Corp. to develop new CBD products. Simon Property Group, 

the nation’s largest mall owner, has hooked up with a cannabis goods 

maker to open roughly 100 kiosks at its U.S. malls by mid-summer.

Authentic Brands Group is planning to sell CBD foot creams, oils and 

soaps under the Nine West brand starting this fall. And CVS Health 

is beginning to sell CBD-infused creams, sprays, lotions and salves at 

more than 800 stores in seven states; drug store rivals Walgreens and 

Rite Aid are now following suit.

Even high-end retailers are getting in on the action, charging 

anywhere from $12 to $150 an ounce. Barneys New York has opened 

a shop in Beverly Hills, CA, that sells CBD-infused creams along with 

hand-blown glass bongs and other accessories, while Neiman Marcus 

is offering an array of CBD-infused beauty products including balms, 

lotions soaps and masks in five of its stores.

“There’s definitely a huge opportunity for expansion,” Matthew 

Mazzucca, Creative Director at Barneys New York, tells Annie 

D’Innocenzio of AP News.

He acknowledged, however, the legal considerations can be fuzzy and 

companies should take it slow.

Indeed, some are doing just that. Walmart says it doesn’t have plans 

to carry CBD-infused products at this time, and Target, which in 2017 

sold hemp extract products on its website but then quickly yanked 

them, said it is monitoring the situation.

Meanwhile, online behemoth Amazon is staying clear of the stuff. 

Spokeswoman Cecilia Fan tells AP News that the company prohibits 

the sale of products that contain CBD and will remove them from its 

site if it sees them.

According to research, CBD treats pain, reduces anxiety and helps 

with sleep and focus. Most claims are based on studies in rats, 

mice or in test tubes; human research has been done on only small 

numbers of people.

“We are a more anxious society, and people are looking for cures,” 

Kit Yarrow, a Consumer Psychologist and Professor at Golden Gate 

University in San Francisco, tells AP News. “There’s a growing distrust 

in business and pharma and so people are wanting to find cures that 

seem more real and wholesome.”

Amy Nichols, a former food scientist from Indianapolis, reflects 

that distrust. Nichols, 46, who’s been battling symptoms from 

autoimmune illness, has been using CBD oils by a brand called Recept 

that she uses under the tongue.

“For me, this is a more natural solution to treating symptoms that I 

am having instead of taking pain killers,” Nichols, who now works as a 

sales representative for Recept, says. “I have more energy. I get more 

done. I am in less pain. I am more active.”

CBD is operating within a patchwork of regulations that vary by cities 

and states. In New York City, regulators are prohibiting outlets from 

selling CBD-infused food and beverages, threatening them with fines. 

Other states like Ohio and California are taking similar action. Maine’s 

governor, on the other hand, signed an emergency bill in late March 

allowing CBD in food products after state inspectors warned stores to 

pull them from shelves earlier in the year.

The farm bill, passed late last year, gave states and the U.S. 

Department of Agriculture authority to regulate industrial hemp, a 

type of cannabis that is high in CBD. That opened the door to hemp-

derived CBD products.

But the farm bill gave the FDA authority over the food supply, and 

the agency recently warned that it’s illegal to add CBD or THC - the 

compound that gives marijuana its psychedelic properties - to human 

or animal food and beverages and transport it over state lines. 

Dietary supplements using CBD are also illegal.

CVS and Walgreens are sticking with skin creams and lotions where 

the FDA hasn’t specifically expressed concern. Others are “rolling the 

dice” and selling CBD-infused drinks and supplements anyway, Whitt 

Steineker, a Birmingham, AL, attorney who advises the hemp industry, 

tells AP News.

“They have determined the reward is worth the risk,” he says.

With rules and guidance still being written, the landscape is highly 

uncertain but Steineker expects that to improve.

“Now that hemp is legal, I think the USDA and state departments of 

agriculture are interested in seeing what type of crop it will be and 

what its applications are,” he says. “They’ll move with the speed 

governments often move with ... (but) by the 2020 growing season, 

people will have a better understanding how to operate within the 

law.”

Independent garden retailers thinking about selling CBD personal 

care and/or products for the cannabis home grower are invited to 

check out the groundbreaking new special section at this summer’s 

IGC Show, Cannabis Corner. This new product section opens the 

opportunity for independent garden centers to position their stores 

firmly out front as their customers’ trusted resource in the fast-

emerging home-grow and CBD personal care purchasing categories. 

Find out more at www.IGCShow.com.

Empowering Your Team 
Transforms the In-Store 
Shopping Experience 

Employee engagement provides many benefits, from increased 

productivity to lower turnover, but the most vital factor for retailers is 

its capacity to boost customer service and transform experiences, 

according to Adam Fridman, Founder/President of ProHabits.com. An 

engaged employee is an employee who cares, and is far more likely to 

view your garden center in a positive light.

As engagement practices are often quite cost-effective, the return on 

investment can be immense. By leveraging engagement, you’ll find a 

much needed leg up on your competition.

In recent years, there has been a growing body of research that has 

examined different engagement strategies, and business leaders are 

beginning to catch on. These strategies provide actionable steps to 

creating lasting engagement among your employees. Among these 

strategies, some of the most effective are those that target intrinsic 

motivation, or motivation that comes from an activity itself.

The psychology of organizational behavior has shown that strategies 

involving extrinsic motivators - actions to earn a tangible reward or 

avoid punishment - are less effective than intrinsic - meaning that, 

to harness the benefits of recognition for the empowerment of 

your team, leveraging intrinsic rewards is fundamental. One study 

conducted on manufacturing stated that, “It has been identified that 

intrinsic rewards have a significant influence on employee results; 

however extrinsic rewards do not have a significant influence on 

employee results.”

Peer-to-peer recognition. When employers provide recognition 

it can feel rigid and formal to the employee who may appreciate 

the recognition, but ultimately may not take it too seriously. When 

it comes to recognition rewards, financial or otherwise, they will 

certainly seek it out, but it always remain an extrinsic reward.

This is where an authentic peer-to-peer recognition strategy come in: 

best self reports.  

Actionable strategy: At your next team meeting, give each of your 

team members a large index card or regular sheet of paper. Have 

them write their name on the sheet and have them put all the cards 

in a pile and shuffle the pile. Hand out the cards to team members 

and instruct them to write down positive attributes or a success story 

of the person on the card. Do this until everyone has had the chance 

to write something on everyone else’s card. When this is completed, 

return the cards and allow time for the team to read them.

Target habits. As organizations are comprised of a sum of individuals’ 

habits, those habits shape much of an organization. This includes your 

team’s customer service behaviors.

The best way to target habits is simply by having your team commit 

consciously to enacting the habits at the key moments. This is where 

micro-actions come in.

Actionable strategy: Compile a list of habits you want your team to 

enact. At the beginning of each shift, have your team individually 

commit to a single habit that they will engage for the day. These 

simple actions could be as simple as striving to make at least one 

customer have the best experience of the day, or ensuring that they 

take special care to make eye contact and focus on others’ needs.  

Just like with peer-to-peer recognition, it’s vital that you focus on 

the intrinsic reward of positive behaviors. Positive work habits aren’t 

just beneficial for employee’s work lives, they enrich their personal 

lives and can be aligned with their larger personal goals. Mastering 

customer service habits isn’t just customer service, it’s developing 

interpersonal skills that they will take with them for a lifetime. So it’s 

essential to frame any new initiative in this light, as professional skills 

they can take home with them.

Don’t get rid of incentives. As the science continues to show the 

benefits of intrinsic motivation and leaders are building actionable 

strategies, like the ones above, some have made the claim that 

extrinsic rewards and incentives actually hurt overall employee 

motivation. According to a 40-year-study of employee motivation, 

intrinsic motivators and incentives work together. So don’t rush off 

to cancel your incentives programs, just be sure to include intrinsic 

motivation strategies to your overall motivation strategy.

Thinking About Opening 
Another Store? Read This First

If you can’t keep your products on the shelves, have lines out the 

door or otherwise can’t keep up with your customer demand, it may 

be time to open a second garden center location. You want to 

replicate the smashing success of your first store. But, there are a few 

key things to keep in mind when considering starting a second retail 

location, from Meaghan Brophy of Independent Retailer:

1. Have a clear objective. Are you opening this second store to meet 

existing customer demand? To enter an underserved market? To 

expand your product line? Before opening a second garden center, 

you need to nail down your objective for this new location.

2. Know your audience. Even if your new store is in the town over 

from your first one, your customer base is going to be slightly 

different. Be prepared to carry slightly different products, use 

different marketing tactics and even have different hours at your 

new location to meet the needs of your new customers.

3. Plan for extra expenses. You will need money to invest upfront 

for your new space, new retail tech and hardware, and plenty 

of inventory. But, also keep in mind that it will take time for 

your second location to become profitable. Your first store 

undoubtedly has excellent profit margins, but it will take months, 

or even a year, for your second garden center to reach healthy 

levels. Make sure you have the cashflow onhand to sustain the 

necessary expenses of your new location.

4. Be ready to delegate. It’s likely your first retail store is more like 

a second home than your job. You’re used to being in control and 

involved in the everyday details. It will be physically impossible to 

be in two places at once and involved with every decision when 

you have two stores. You’re going to have to hire a stellar store 

manager whom you trust to handle one of your businesses.

5. Don’t cannabalize your first garden center. When choosing a 

second location, make sure there is enough customer demand 

and geographic space between stores so that you don’t take 

away from the profits of your first garden center. The worst-case 

scenario is having two stores with the same number of total 

customers and sales as before you opened the second one.

6. Test with temporary spaces and pop-ups. Before commiting to a 

full retail lease, test out different markets with pop-up shops, mall 

kiosks and other temporary retail spaces. You can get a tangible 

feel for the customers and demand of each location.

7. Advertise like crazy. In order for your second location to truly 

take off, you have to advertise it even more than you did for the 

first one. Start with your current customer base, but spread to 

local press and social media. Communicate with current, future 

and potential customers to start building hype for the grand 

opening. To have the biggest splash, join your new local Chamber 

of Commerce, involve your local town government, and partner 

with other local businesses.

Now Trending in Garden Retailing . . .
•  Product subscriptions from your garden center, packed with seeds to small succulents, could be a great way to introduce new customers 

to your offerings. About 48 percent of shoppers are interested in giving a product subscription as a gift, according to the National Retail 

Federation (NRF) Consumer View Winter 2018/2019 report.

•  Communicate with customers where they interact with their friends and family the most: social media. Fifty-five percent of retailers plan to 

spend more on social marketing in 2019, according to NRF and Forrester’s “State of Retailing Online” study.

•  Last year was a good one for economic growth in the United States, supported by strong job growth, wage increases, little inflation and 

increases in households’ net worth. U.S. economic activity grew approximately 3 percent in 2018, making it one of the best years of this 

expansion, according to the NRF December Monthly Economic Review. 
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Register Now & Skip the Lines Later! 
  
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 Wednesday’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 is now open! 

Enter promo code TOGETHER when you register:  www.IGCShow.com. 

EARLY BIRD ENDS MAY 31!

GCA Summer Tour 2019 
Nashville, Tennessee 
June 23-26, 2019
Registration with early bird extra 

savings are now open for GCA Summer 

Tour Nashville, June 23-26, as organizers 

continue to map out an itinerary of 

retail education and inspiration for the 

16th-annual event. New this summer, at 

the conclusion of each visit, the store’s owners and key leadership will 

join the group for a question-and-answer session that will allow  

GCA Tour-goers to dive deeper into the best practices driving each 

store’s profitability.

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

member discount - your GCA Membership saves you $200!

Sincere Thanks to Our 2019 GCA Summer Tour Sponsors!

http://www.igcshow.com/
https://www.gardencentersofamerica.com/
https://rapidgardenpos.com/
http://www.sungro.com/
http://www.truevaluecompany.com/Open-a-Store/Garden-Centers/About-Garden-Centers
https://gardenersconfidence.com/
https://www.espoma.com/
http://www.bonide.com/
http://www.ballhort.com/
https://www.fitt-usa.com/
https://lgrmag.com/
http://www.igcmagazine.com
http://mccorklenurseries.com/

