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The American Floral Endowment and Ipsos-NPD, a Paris-based market research company,

bring you the latest results of a study on the floral buying habits of 9,000 consumer households.

By Doreen Zavada, 1psos-NPD

14

his past crop year (September 2000-August 2001)
was a relatively good year for garden centers.
Consumers spent 10 percent more on floral pur-
chases at these locations than they did in the year
prior. That lift in spending was supported by an
increase in the number of purchase occasions made — not from
customers paying more for their purchases (see Figure 1, below).
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These gains were stronger than those noted for the entire flo-
ral industry, and as a result, the share of consumer spending for
floral products accounted for by garden centers moved from 20
to 21 percent, and their share increased from 15 to 16 percent of
all floral purchase occasions. Expressed another way, garden cen-
ters command one of every five dollars spent on floral products
and one of every six floral purchase occasions (see Figure 2, left).

PURCHASE CHARACTERISTICS

The dollar return to the retailer on each floral product pur-
chase occasion made at garden centers ranks as the third largest
among the major channels of distribution (see Figure 3, below).

When making floral purchases at garden centers and home
centers, customers tend to buy two different products at each
store trip. This is unlike the pattern at florist shops and super-
markets, where the customer is more likely to buy just one type
of product at a time (see Figure 4, page 16).

PRODUCT MIX

Nearly eight of every 10 floral transactions in garden centers
are for bedding plants. Further, it was increased buying of bed-
ding plants at garden centers that supported their stronger
position in the market this crop year (see Figure 5, page 16).

As a result, the share accounted for by garden centers of all bed-
ding plant purchases made this year increased two points. Discount
chains also fared well with bedding plants. In contrast, supermar-
kets, home centers and the group of other specified outlets lost
standing in the bedding plant market (see Figure 6, page 16). [

Figure 3. Dollars spent per occasion, Septener 2000- August 2001.
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CUSTOMER Figure 4. Transactions per occasion,
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display areas or empha-
sis on suggestive selling assisted this trend.

WHO IS ATTRACTED TO GARDEN CENTERS?

Over half of all floral transactions made at garden centers are
made by customers aged 50 years or older, influenced in part by the
dependence on bedding plant buying. The age of customers buying
potted plants at garden centers tends to be younger than the bed-
ding plant buyer (see Figure 10, page 17).

However, it’s also true that home centers and discount chains reach a
somewhat younger bedding plant buyer than garden centers (see Figure
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Figure 8. Reasons for selecting garden centers
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Figure 9. Percent of unplanned transactions.
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11, below). Differences could stem from their
lower pricing and the younger age of the cus-
tomer in those outlets buying other products.
Garden centers reach a somewhat more
affluent customer than does the floral mar-
ket overall (see Figure 12, page 18), which is
again reflective of the bedding plant buyer.

SEASONAL AND
REGIONAL INFLUENCES

While garden centers capture over one
third of the consumer outdoor/bedding plant
business, their share of this market varies over
the course of the year. The share standing is
highest in the spring and summer and lowest
in the winter quarter. Home improvement
centers/hardware stores capture their highest
share of bedding plant transactions when gar-
den centers’ transactions are lowest — in the
winter quarter (see Figure 13, page 18).

Clearly, this reflects the difference in unit
location of these two outlet types. Garden cen-
ters are most developed (transactions per []
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Figure 10. Percent of transactions at garden
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Fgure 11. Age of bedding plant buyers.
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Flgure 13. Share of outdoor/beddi ng pl ant transactions.
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available household) in the Northeast and East North Central regions
of the United States — where winters and some store closures remove
the opportunity for bedding plant buying. Unit location of home cen-
ters is concentrated in the Pacific and South Atlantic regions of the
United States — where temperatures allow for planting year-round

(see Figure 14, below).

Figure 14. Devel opnent Index (D stribution Transactions |ndexed to

GARDEN CENTERS HOME CENTERS DI SCOUNT CHAI NS

New Engl and 143 81 43
Nid Al atic 123 62 47
East North Gentral 132 66 136
Vst North Gentral 114 76 151
South Alantic 23 138 108
East South Gentral 108 71 119
Vést South Central 64 119 130
Nount ai n e 97 100
Rafic 74 145 67

*Census O vision dassifications:

New Engl and - I ncl udes Mii ne, New Hanpshire, Vernont, Mssachusetts, Fhode |sland and
Qonnect i cut

Mdd e Alantic - Includes New York, New Jersey and Pennsyl vani a

East North Grtral - Includes @io, Indamg Illinds, Mchigan axd Wsconsi n

Vést North CGentral - Includes Mnnesota, |owa, Mssouri, Nebraska, Kansas, North Dekota and South
Dakot a

South Alantic - Includes Mryl and, Del avare, Dstrict of Wlunbia, Mrginia, Vst Mrginia, North
Groina South Groina, Horida and Georgi a

East South Gentral - Incl udes Kentucky, Tennessee, A abana and Missi ssi ppi

Wést South Central - Includes Arkansas, Louisiana, kl ahona and Texas
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Fi gure 15. Garden center custoners’ purchase transactions: share of
purchases given to garden centers and where el se they buy.
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GARDEN CENTER COMPETITION

Garden center customers satisfy 61 percent of their bedding plant
needs at garden centers (see Figure 15, above). When there is addi-
tional product to be purchased, they will purchase it at home centers
and discount chains. When they aren’t buying their flowering plants
at garden centers, they choose to purchase them at supermarkets.
The preference for supermarkets as an alternative is also seen in con-
sumers’ fresh cut flower buying. Supermarkets satisfy over 40 percent
of garden center customers’ fresh cut flower needs, while florist
shops satisfy a lower 30 percent. When it comes to buying foliage
plants, garden centers obtain 43 percent of their customers’ transac-
tions. These customers use a variety of places to meet the balance of
their needs (home centers, discount chains and supermarkets).

IN SUMMARY

Garden centers as a group have fared relatively well this last crop year.
Through their outdoor/bedding plant offerings, garden centers reach
households with higher incomes, who prefer garden centers because of
the product quality and selection. Garden centers’ weak share in the win-
ter quarter seems not a switch to shopping in home centers for bedding
plants but rather a matter of difference in location of the stores.

Garden centers may wish to monitor the product offerings and
price points of flowering plants sold in supermarkets in particular, as
they are a clear competitor for this product, and monitor the unit
development of home centers in their area as potential competitors
for bedding plants.

Doreen Zavada is a consultant to |psos-NPD. Reports are conpiled from
information reported by a panel of 9,000 nationally representative house-
hol ds who maintain daily purchase diaries for |psos-NPD. For nore infor-
mation about the Consuner Tracking Study (collected for the American Floral
Endowrent, www. endowrent.org), contact Barrie Rappaport at (847) 692-
1764 or barrie_rappaport @psos-npd.com or Steve Martinez at (618) 692-
0045 or af e@ndowrent. org.




