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• What you do as an IGC matters!

• Your community, customers and staff 

are counting on you.

• Data can focus goals.

• Benchmarking helps

clarify your position.

• Knowledge is power!
Survey methodology: We surveyed more than 100 garden 
center owners, operators and managers in the U.S. and 
Canada. The following statistics were gathered via an online 
survey sent in September. Answers were collected in 
October.
Editor’s note: Not all percentages add up to 100% due to 
rounding, non-responses and some questions allowing 
respondents to select multiple answers.

Presenter Notes
Presentation Notes
Least profitable divisions have shrunk while focus has shifted to central garden center concerns plants, retail, landscaping and core customers

Interest seems to be waning a bit in cut flowers, hardgoods and houseplants but water gardening and landscape installation and maintenance increasing

Outdoor annuals and perennials still the core of business

Not be as high as pandemic years, but well above the pre-pandemic era, showing once again that these pandemic newbies are here to stay. These shoppers will also support small plant price increases, which will help boost your profits even more.
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How many years has your garden 
center been in business?

Where is your business 
located?

WHO TOOK THE SURVEY?

Less  than  5

10%5-9

6%
10-19

8%

20-29

18%

30-39

17%

40-49

22%

5 0  or more

20%

New  England

Mid-Atlantic

Midwest ,  East  
North Central

Eas t  South Central

South Atlantic

Wes t  South Central

West, Mountain

West, Pacif ic

Canada

9%

14%

13%

10% 

12%

7%

4%

16%

8%

7%

4

Midwest,West  
North Central
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What  is the square footage of  your retail 
garden center location(s)?

500 ,000  to 999,999 sq. ft.

250,000 to 499,999 sq. ft.

100,000 to 249,999 sq. ft.

50 ,000 to 99,999 sq. ft.

25,000 to 49,999 sq. ft.

10,000 to 24,999 sq. ft.

5 ,000 to 9,999 sq. ft.

2,500 to 5 ,000 sq. ft.

Less than 2,500 sq. ft.

Percent o f  
respondents

Single store

Chain wi th  2  to  5  stores

Chain wi th  more than  5  stores

WHO TOOK THE SURVEY?

5

81%

Is your independent garden 
center part of a chain or a  

single-store operation?

6%
13%

2%

12%

18%

16%

17%

13%

14%

3%

4%
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F O C U S I N G  O N  G R O W E R S

Do you grow any of  your own plant material?

Have you increased the amount of  plant material 
you grow in the past  two years?

No
48%

Yes, increased 
volume
19%

Yes, increased 
diversity
11%

6

Yes, increased both 
volume and diversity
22%

NO
34%

YES
66%

Presenter Notes
Presentation Notes
Percentage has remained consistent for the last three years (66% in 2024, 64% in 2023
and 66% in 2022).

These recent numbers are still below the all-time high of 72% growing their own material in 2021 to manage increased demand that led to plant shortages on top of pandemic-induced supply chain issues. But we also know that there are possible tariff issues that could affect supply, so we’ll be interested to see how this number changes. 

The only real increases we saw were in two areas: indoor flowering plants and indoor foliage. Now there has been a softening in the houseplant market, but it could be that these increases are for very specific plant for very specific consumers. 
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What was your garden center’s 2023 sales volume,
including all locations?

7

6% 6%

10%

14%

17%

11% 10%

5%

0%

21%
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What was your garden center’s 2023 sales volume,
including all locations?
(Top 100 comparison)

8

Top 100 ‘24

• Between $2.5 and $212 mill ion

• Top 5 above $50 mill ion 

• Top 10 above $35 mill ion

• 1 single-location business in the top 20

• 42% with multiple locations

• 58% single locations

• $188 mill ion difference between top-

performing multiple-store business and 

top-performing single-store business
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What was your garden center’s 2024 sales volume,
including all locations?

(Top 100 comparison with single store reporting)

9

Top 100 ‘25

• Between $3.4 and $23.5 mill ion

• Top 5 above $19 mill ion 

• Top 10 above $14 mill ion

• 34% with multiple locations

• 65% single locations

• 14 of top 20 are single stores

• $1.7 mill ion difference between top-

performing multiple-store business and 

top-performing single-store business
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• 71% 40 years or more 

• 66% single stores

• 92% of businesses with sales volume 

between $2 and $5 mill ion are single 

stores.

• No single store business reported sales 

volume above $20 mill ion

• About half of stores in this group are 

50K to 250K sq. ft.  

• None smaller than 10,000 sq. ft .

43%

What was your garden center’s 2023 sales volume,
including all locations?

($2+ million group)
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Revenue Comparisons | Top 100

11

Top 100 ’25 
(single store)

Top 100 ’24 
(all stores)

Top 43% 
’24 GC SOI
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What was your garden center’s
2023 net profit?

12

5%

11%

10%

31%
22%

19%
2%

Presenter Notes
Presentation Notes
92% of the SOI group reported profits, an increase of 10% more than in the 2023 report. Most of those profits are under the 10%.range. 
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What do you project your garden
center’s 2024 net profit will be?

13

1%

13%

17%

24%

27%

16%
1%

Presenter Notes
Presentation Notes
The main group had optimism about 2025. But there were fewer projections of profits above 15% and more projections of profits under 4%. So the optimism was cautious.
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14

3%
11%

6%

31%
23%

26%

What was your garden center’s 2023 net profit?
($2+ million group)

Presenter Notes
Presentation Notes
About half of $2 Million club saw profits above 10% or more, That outperforms the main group by 8 points
And the group skews more toward those larger profits, Less than half of the $2 Million Club reported profits under 9%. But that where the majority of the main group sits. 

72



2 0  2  4  S T  A  T  E O  F T  H E I N  D U S T  R Y  R E P  O  R T

15

8%

17%

23% 34%

17%

What do you project your garden
center’s 2024 net profit will be?

($2+ million group)

Presenter Notes
Presentation Notes
Optimism is a little bit stronger for the $2 Million Club. But like the main group they predicted fewer profits at the highest rate. Still, three quarters predicted profits above 5%, which is more optimistic than the main group.
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How did your garden center’s spring 2024 sales
compare to spring 2023?

49%

20%

29%

Increased

Stayed the same

Decreased

Presenter Notes
Presentation Notes
About 50% of respondents reported increases in spring sales from 2023 to 2024, while about 20% and close to 30% of respondents reported a decrease.
In last year’s report, 56% of respondents reported increases in spring sales from 2022 to 2023 and fewer reported a decrease in spring sales. So it’s a trend
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How did your garden center’s spring 2024 sales
compare to spring 2023?

20%

29%

Stayed the same

Decreased

Increased 35% or more

Increased 30 to 34%

Increased 25 to 29%

Increased 20 to 24%

Increased 15 to 19%

Increased 11 to 14%

Increased 5 to 10%

Increased 1 to 4%

5%

2%

4%

4%

4%

9%

15%

10%

Presenter Notes
Presentation Notes
A quarter reporting increased told us the increases were in a moderate range.
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How did your garden center’s spring 2024 sales
compare to spring 2023?

49%

20%

Increased

Stayed the same

Decreased 1 to 4% 

Decreased 5 to 10%

Decreased 11 to 14%

16%
11%

2%

Presenter Notes
Presentation Notes
The same is true for decreases in spring sales. They’re moderate. 
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How did your garden center’s spring 2024 sales
compare to spring 2023? 

($2+ million group)

17%

41%

Stayed the same

Decreased

40%
Increased

Presenter Notes
Presentation Notes

41% increased 17% decreased 43% decreased, That’s a big shift for this group. 
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How did your garden center’s spring 2024 sales
compare to spring 2023?

($2+ million group)

17%
Stayed the same

Increased 25 to 29%

Increased 11 to 14%

Increased 5 to 10%

Increased 1 to 4%

3%

6%

20%

11%

Decreased 1 to 4% 

Decreased 5 to 10%

Decreased 11 to 14%

17%
23%

3%
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How did your garden center’s spring 2024 sales
compare to spring 2023?

($2+ million group)
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How did your garden center’s spring 2024 sales
compare to spring 2023?

($2+ million group)

54%

Presenter Notes
Presentation Notes
About 50% of respondents reported increases in spring sales from 2023 to 2024, while about 20% of respondents reported sales stayed about the same, and close to 30% of respondents reported a decrease.
In last year’s report, 56% of respondents reported increases in spring sales from 2022 to 2023, while 18% of respondents reported sales stayed about the same, and 26% of respondents reported a decrease.
This places respondents’ optimism in sharper detail. It’s telling that despite an increase in those reporting a decline in spring sales and a decrease in those reporting more spring sales, a solid 43% of respondents still expect profits of 10% or more when they look at their books at the end of this year.

40% increased 17% decreased 43% decreased
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How did your garden center’s spring 2024 sales
compare to spring 2023?

($2+ million group)

2024  spring weather
• Early April spring 

snowstorm
• More than 100 

tornados, including an 
EF-4 in late April

• 5th wettest April on 
record for Indiana and 
Pennsylvania

• 13th wettest May in the 
historical record

• June flooding in 
Midwest
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How did your garden center’s spring 2024 sales
compare to spring 2023?

($2+ million group)

2024 inflation

Inflation effects 
decreased, but 
Northeast and Midwest 
remain higher than U.S. 
average.  



2 0  2  4  S T  A  T  E O  F T  H E I N  D U S T  R Y  R E P  O  R T

25

YTD (July 20, 2025) retail IGC data courtesy of:

Revenues up 1.3%
Average sales up 1.8%
Transaction count down .6%
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What is your average 
sale/average ticket during 

your strongest month?

What is your average 
sale/average ticket during 

your weakest month?

4%
4%

7%

7%

24%
30%

22%

26

$36 to $45
$26 to $35
$11 to 25
$1 to $10

$46 to $55
$56 to $75
$76 to $100
More than $100

1%

21%

22%
21%

10%

13%

7%
2% 4%

Presenter Notes
Presentation Notes
ANALYSIS
About 67% of respondents reported an average ticket of $45 or less during their weakest month, an
increase from 58% of respondents who reported the same in last year’s report.
That would suggest better sales in the shoulder seasons. That could be linked to the fact that more IGCs than in previous years report growing indoor flowering plants.
But for the strongest month, the trend of average tickets rising continued this year, with 84% of respondents reporting average tickets of more than $45 during their strongest month. That’s compared to 80% of respondents who said the same in last year’s report, which was a more than 10% increase from the previous year’s strongest month.
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What is your average 
sale/average ticket during 

your strongest month?

What is your average 
sale/average ticket during 

your weakest month?

7%

24%
30%

22%

27

$36 to $45
$26 to $35
$11 to 25
$1 to $10

$46 to $55
$56 to $75
$76 to $100
More than $100

10%

13%

7%
2%

Presenter Notes
Presentation Notes
ANALYSIS
About 32% of respondents reported an average ticket of $45 or more during a 10% decrease from the previous year. 

But for the strongest month, the trend of average tickets rising continued this year, with 83% of respondents reporting average tickets of more than $45 during their strongest month. That’s compared to 80% of respondents who said the same in last year’s report, which was a more than 10% increase from the previous year’s strongest month.
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What is your average 
sale/average ticket during 

your strongest month?

What is your average 
sale/average ticket during 

your weakest month?

9%

21%

32%

32%

28

$36 to $45
$26 to $35
$11 to 25
$1 to $10

$46 to $55
$56 to $75
$76 to $100
More than $100 15%

15%

9%
3%

$2+ million group

Presenter Notes
Presentation Notes
This group has no average tickets below $36 on their strongest month almost 10% percent better than the full group. And 94% have average tickets above $46. Most of the gains come from average tickets of $100 or more. 

For the weakest month this group outperforms the full group by 10% with 42% of average tickets higher than $46



22%

36%

10%

8%

11%

6%

3%

53%

70%

43%

40%

26%

4%

25%

35%

39%

85%

2%

4%

4%

2%

4%

4%

2%

10%

12%

7%

20%

8%

1%

4%

2%

7%

66%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants

2  0  2  4  S T  A  T  E O  F T  H E I N  D U S T  R Y  R E P  O  R T

In addition to garden 
center retail, what 
other divisions does 
your business have? 
(Select all that apply.)

What division is the 
most profitable? 
(Select all that apply.)

29



10%

6%

3%

53%

70%

40%

26%

85%

4%

4%

2%

10%

12%

7%

20%

8%

66%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants
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Most profitable
divisions

30

Presenter Notes
Presentation Notes
Remember we’re looking at the blue lines here for profits. The red bar is the percentage of IGC’s that report having those divisions. So where do our IGCs see profits? From doing IGC stuff like selling plants, outdoor living merchandise and home decor and gifts while also proving landscaping services. 



10%

6%

3%

40%

85%

4%

4%

2%

20%

66%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants
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Best division 
to profit ratios

31

Presenter Notes
Presentation Notes
My guess Is that those reporting hardware as their most profitable division may identify more as a hardware store. But I have seen more IGCs with grocery departments with local products. But one of the best ratios here is with landscape installation and maintenance. 



34%

46%

11%

6%

20%

3%

3%

71%

80%

43%

43%

31%

9%

34%

51%

51%

89%

6%

6%

3%

3%

0%

0%

0%

17%

20%

6%

9%

11%

3%

3%

6%

9%

74%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants

2 0 2 4 S T A T E O F T H E IN D U S T R Y R E P O R T

$2+ million group 
divisions and 
profitability

32



71%

80%

43%

31%

89%

17%

20%

9%

11%

74%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants
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$2+ million group 
most profitable
divisions

33

Presenter Notes
Presentation Notes
Outdoor plants are nearly 10% more profitable
Outdoor living is 3% more profitable
Indoor plants 8% more profitable
Home décor profitable for 7% more
How do you get tickets $100 and above? Here and increasing prices. 
Home decor 7% more profitable




11%

6%

31%

9%

89%

3%

3%

11%

3%

74%

Apparel and/or accessories

Custom container creation

Café

Farmers market

Florist

Grocery store

Hardware store

Home decor/gifts

Indoor plants

Landscape design

Landscape installation/maintenance

Outdoor living

Pet division

Water gardening

Wild bird/birding products

Growing operations

Outdoor plants

2 0 2 4 S T A T E O F T H E IN D U S T R Y R E P O R T

$2+ million group 
best division to
profit ratios

34



11%

1%

5%

4%

1%

1%

5%

4%

2%

11%

4%

10%

21%

2%

12%

19%

0%

0%

10%

4%

4%

1%

0%

1%

5%

24%

1%

13%

0%

10%

Annuals

Apparel/accessories

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Hard goods

Home décor/gift items

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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Which one area saw 
the biggest increase
and decrease in sales 
at your garden center 
this spring (2024) 
compared with spring 
2023?

35

Presenter Notes
Presentation Notes
ANALYSIS
Annuals and perennials continue to be the areas in which IGCs saw the biggest increases in spring sales from 2023 to 2024, but there have been shifts in the two categories.
The percentage of IGCs reporting annuals as spring sales drivers dropped slightly from last year’s report (23% last year to 19% this year), while perennials saw growth in spring sales, from 17% last year to 24% this year.
Both indoor plants and hard goods saw drops in the percentage of IGCs reporting them as the areas with the biggest increase
in spring sales. Hard goods dropped to 0% from 4% last year, and indoor plants dropped to 5% from 13% last year, once again tracking with the cooling of the pandemic-era houseplant boom.
These figures could also indicate that new springtime garden center who tapped into non-seasonal goods to improve theconsumersir homes in the pandemic years have also dropped off.
At the same time, there has been movement in seasonal
offerings.
Fewer IGCs are reporting fountains and statuary (5% last year to 1% this year) and home décor/gift items (8% last year to 2% this year) as the areas with their biggest decreases in spring sales.
More IGCs reported the biggest decrease in spring sales as annuals and trees/shrubs this year than last year. For 11% of responding IGCs, annuals saw the biggest spring sales decrease, up from only 3% in last year’s report. Also, 21%
reported trees/shrubs as the leader in spring sale decreases, up from 14% last year.
Bottom line, consumers still love the staples of annuals and perennials — more so perennials — but may be losing interest in houseplants and trees and shrubs as they enter their local garden center in the spring. They may also be developing more
interest in fountains and statuary and home décor and gift items.









19%

10%

5%

24%

13%

Annuals

Apparel/accessories

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Hard goods

Home décor/gift items

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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Top five areas that
saw the biggest 
increase in spring 
2024 sales compared 
with spring 2023

36



19%

10%

5%

24%

13%

Annuals

Apparel/accessories

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Hard goods

Home décor/gift items

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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Areas most likely to 
have a reported total 
increase in spring 
2024 sales compared 
with spring 2023
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11%

5%

5%

11%

10%

21%

Annuals

Apparel/accessories

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Hard goods

Home décor/gift items

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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Top five areas that
saw the biggest 
decrease in spring 
2024 sales compared 
with spring 2023

38



11%

5%

5%

11%

10%

21%

Annuals

Apparel/accessories

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Hard goods

Home décor/gift items

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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Areas most likely to 
have a reported total 
decrease in spring 
2024 sales compared 
with spring 2023

39



11%

6%

6%

3%

3%

9%

11%

3%

6%

14%

6%

11%

24%

0%

12%

0%

3%

0%

3%

26%

0%

6%

0%

15%

Annuals

Birding/nature products

Edibles - vegetables and herbs

Miniature gardening

Fountains and statuary

Furniture

Indoor plants

Perennials

Pottery/containers

Trees/shrubs

Water gardening

None
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$2+ million group 
biggest increase and 
decrease in spring 
2024 sales compared 
with spring 2023
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Presenter Notes
Presentation Notes
This group saw fewer increases overall but bigger increases than main group in annuals perennials edibles and were higher to report no increases
Bigger decreases in water gardening, pottery, furniture, fountains & statuary, miniature gardening, edibles and herbs and birding products
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$2+ million group 
areas most likely to 
report a total
increase in spring 
2024 sales compared 
with spring 2023
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24%
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$2+ million group 
areas most likely to 
report a total
decrease in spring 
2024 sales compared 
with spring 2023

42

Presenter Notes
Presentation Notes
If we look at the areas that were most likely to be reported as decreases, a lot of them are related to outdoor home improvement projects. It’s possible that as people return to work after the pandemic they aren’t looking to improve their outdoor spaces anymore. And it’s possible that this pinch was more deeply felt in areas where inflation is more sticky. 
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How much did your
garden center raise its
plant prices in 2024?

How much are you
planning to raise

plant prices in 2025?

1%

26%

48%

12%

43

8%

51%

18%
5%

1 to 4%
5 to 9%
10 to 19%
20% or more

No current or 
planned plant 
price raise

13%

18%

Presenter Notes
Presentation Notes
ANALYSIS
88% of IGCs reported raising plant prices by any amount and that number is the same as last year’s report which was a decrease from a pattern of steady price increases. We have to take the planning numbers with a grain of salt. Last year, only 78% said they planned to raise plant prices. But 10% more did so and might have changed their minds over the year, possibly due to lingering inflationary pressures.
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How much did your
garden center raise its
plant prices in 2024?

How much are you
planning to raise

plant prices in 2025?

26%

63%

3%

44

51%

26%

3%

1 to 4%
5 to 9%
10 to 19%
20% or more

No current or 
planned plant 
price raise

9%
14%

$2+ million group

Presenter Notes
Presentation Notes
Nearly 10% percent more of the IGCs in this group raised prices. But they chose to keep those increases modest. With 5% fewer in this group raising prices above 10%, and none above 20%. That might have been due to the predicted small input cost increase of 1% or sensitivity to continuing inflation pressure in their region.
A quarter of this group, nearly 10% more did not expect to raise plant prices, but those who were planning that wee keeping in the lowest ranges with only 3% expecting a price increase of 10% and above. That’s despite Dr. Charlie Hall’s prediction of a 5% increase in input costs and before tariff considerations that weren’t in play when the survey was released.      
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Have you seen an increase in working
capital in the past two years?

Do you plan to make a capital 
investment in your IGC in the
next year?

Yes No

56%
44%

65%
35%

45

27%

23%

31%

31%

53%

13%

6%

16%

28%Increasing pay, 
bonuses or incentives

Hiring more staff

Stockpiling inventory

Investing in online 
infrastructure

Improving retail space

Improving growing 
operations

Expanding retail space

Expanding growing 
operations

Saving it

A look at working capital
How are you managing your working capital?

Presenter Notes
Presentation Notes
ANALYSIS
Fewer IGCs said they saw an increase in working capital in the past two years in this year’s report compared to last year’s report (62% last year, 56% this year).
ANALYSIS
This year’s percentages are the same as those in last year’s report.
ANALYSIS
This year, the top ways IGCs are managing working capital are improving retail space (53%), expanding retail space
(31%), improving growing operations (31%), increasing pay/bonuses/incentives (28%) and saving it (27%).
That’s similar to the findings from last year’s report, which found that the top ways were improving retail space (47%), increasing pay/bonuses/incentives (36%), improving growing operations (31%), saving it (30%) and expanding
retail space (25%).
More IGCs this year than last year are improving or expanding their retail spaces or expanding their growing
operations, while fewer are increasing pay, bonuses or incentives for their employees.
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Have you seen an increase in working
capital in the past two years?

Do you plan to make a capital 
investment in your IGC in the
next year?

Yes No

64%
36%

73%
33%

46

27%

24%

30%

30%

64%

21%

6%

15%

30%Increasing pay, 
bonuses or incentives

Hiring more staff

Stockpiling inventory

Investing in online 
infrastructure

Improving retail space

Improving growing 
operations

Expanding retail space

Expanding growing 
operations

Saving it

A look at working capital
How are you managing your working capital?

$2+ million group

Presenter Notes
Presentation Notes
ANALYSIS
This group is seeing more increases in working capital compared to the main group and reported and an increase in working capital that outpaces last year’s percentage. 

They are more likely to invest that capital in online infrastructure, retail space improvements and increasing pay, bonuses or incentives. 
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What are your garden
center’s greatest

challenges?

Quality of plant product 58% 
Advertising/marketing 52%
Increasing customer base 48%
Staffing 43%
Weather 34%

High labor costs 53%
Economy 45%
Inflation 40%
Staffing 36%
High operation costs 34%

47

Which factors are positively
impacting your garden
center’s 2024 sales?
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What are your garden
center’s greatest

challenges?

48

Which factors are positively
impacting your garden
center’s 2024 sales?

Staffing 54%
Advertising/marketing 54%
Quality of plant product 49%
Weather 37%
Increasing customer base 34%

High labor costs 63%
High operation costs 49%
Inflation 43%
Economy 40%
Staffing 31%

$2+ million group
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What are your garden
center’s greatest

challenges?

Staffing 43%
High operation costs 34%

49

Which factors are positively
impacting your garden
center’s 2024 sales?

Staffing 54%
High operation costs 49%

$2+ million group
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50

What is your minimum/starting wage for hourly
employees?

Presenter Notes
Presentation Notes
ANALYSIS
More IGCs are paying their starting or minimum wage employees more, with nearly two- thirds of this year’s respondents offering starting wages of $15 or more (63%), compared to just over half in last year’s report (51%).
Only 11% of IGCs are paying their starting or minimum wage employees $11 or less, compared to 17% last year.
ANALYSIS
The only significant change in the responses to this question from 2023 is that fewer annual salaries are staying the same (24% last year to 18% this year), and more annual salaries are increasing (61% last year to 69% this year).
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51

1%

10%

24%

50%

13%

0%
3%

26%

54%

17%

0%

10%

20%

30%

40%

50%

60%

$7 to $8 $9 to $11 $12 to $14 $15 to $18 $19 or more

Whole 
group

$2+M 
group

What is your minimum/starting wage for hourly
employees?
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52

0%

19%

79%

1%
0%

10%

20%

30%

40%

50%

60%

70%

80%

Decreased Stayed the same Increased Do not have

How have your garden center’s 2024 hourly rates and
annual salaries changed compared with 2023?

Whole group hourly
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53

0%

19%

79%

1%0%

11%

80%

0%
0%

10%

20%

30%

40%

50%

60%

70%

80%

Decreased Stayed the same Increased Do not have

How have your garden center’s 2024 hourly rates and
annual salaries changed compared with 2023?

Whole group hourly $2+M group hourly
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54

1%

18%

69%

11%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Decreased Stayed the same Increased Do not have

How have your garden center’s 2024 hourly rates and
annual salaries changed compared with 2023?

Whole group salaries
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55

1%

18%

69%

11%

0%

6%

74%

3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Decreased Stayed the same Increased Do not have

How have your garden center’s 2024 hourly rates and
annual salaries changed compared with 2023?

Whole group salaries $2+M group salaries
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56

0%

19%

79%

1%0%

11%

80%

0%1%

18%

69%

11%

0%

6%

74%

3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Decreased Stayed the same Increased Do not have

How have your garden center’s 2024 hourly rates and
annual salaries changed compared with 2023?

Whole group 
hourly

Whole group 
salaries

$2+M group 
salaries

$2+M group 
hourly
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Do you have a succession plan 
in place?

If you own your garden center 
business, do you plan to retire and/or 

sell it in the next five years?

FOCUS ON THE FUTURE

Do not o wn a garden center businessNoYes No, not yetNo, it’s unnecessaryYes

57

38%

11%

51%27%

51%

22%
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58

Help us help the industry!

Our 2025 State of the Industry survey
only takes 10 minutes, and your
anonymized insights will be included
in our 2025 State of the Industry
Report, publishing this October at
gardencentermag.com.

Plus, by taking the survey, you can enter for a chance 
to win a free registration to the 2026 Garden Center 

Conference & Expo (worth $389)!
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