The 2015 report identifies nine consumer trends that
will shape the garden and outdoor living industry and
resonate with people of all ages and interests in the
coming year.

In 2015, gardening goes hamdhand with a healthy
lifestyle. People see both outdoor and indoor spaces as
extensions of themselves and are making conscious
deci sions to use plants &
Increase their overall wéleing, lead a sustainable
lifestyle and make a positive impact on their
communities and the planet.

This report helps brands to expand opportunities, foste
Innovation to create new programs and products, and
open doors to engage the consumers of tomorrow.
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G arden companies need to start
talking to and identifying with
Ameri ca¥s new consu
growing base aWViillennials Hispanics
and the new top spenders in the
garden industryYoung Men

Photograph courtesy of Pixabay.com
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Pew Research forecasts t
by 2050, the U.S. will be
47% white, 39% Hispanit
13% black and 9% Asial

Hispanics are the largest &

minority in U.S. and the &4
fastest growing segment. s
Hispanics traditionally & :
grow veggies for family & FEies
friends. Al

Millennials are BIGGER
than Baby Boomers, :
comprising an estimated §
25% of the U.S. population.

Millennials in the UK.
spend $1500 annually on
gardening, almost 4X the
average in the U.S.

Young men in the U.S.
spend $100 more than —_—— ! | > o Tl Gl 47 | wi
average on garden plants Az A PTE Sz o A8 Ll g&&&
and products. ARG B o o -
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WELLBENG FRUM
'HE QUTSDE N

For more and more consumers,
heal th I s a top pr
just gardening for beauty, they are
gardening to nourish their
communities, the environment and

their own wellbeing. And they want
brands to help them do it.

Photograph by Glen Carrie, Unsplash.com
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Products that are environmentally friendly and safe for pets
and children reign supreme. Blueberry plants, like the

Brazel '
and

Berr

ness r angcaleni gh

Phot ograph courtesy of

DID YOU KNOW?

In a global survey of 30,00(C
consumers2%of people
saidthatbusinesses are failil
to take care of the planet ar
society as a whole.

- Accenture & Havas Media, June

Trees, flowers, plants, birds and bees all increase overall health ¢
wellness for self, society and the planet. Plants are clean air filter
oxygen machines, and wellness prescriptions.

Trees absorb 1/5 of carbon emissions, reduce electricity
consumption and increase mental health.
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his year, trending color
aletteq ranging from vintage
and muted rustic to teal and pi
Tshow off personality in flowel
plants and outdoor products.

by Rula Sibai, Unspl:
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Pops of exploding color like pink and teal give a fun, fresh and fl
feel. Popular shades of pink include such variety as bubblegum,
pink dust, mauve, blush, and fuchsia. While teal and turquoise a
as a cooler complement to pink.

Inversely, rustic, natural color palettes create a vintage, homey f
Light pastels and more worn down hues like faded denim evoke
feelings of comfort and give a reimagined contemporary look.
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he party Is moving out3|deI With the
U.S. demand for outdoo plants expected
to grow to $7 Bmlbn in 2 15
X g artchem me n X
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By using readjnade
&l‘a/ners, colen ek
plants and products'l
RESCUE' ¥s*
Ornangn Tra’p for
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U.S. demand for outdoor products is expected to increase 4% |
2015 to almost $7 hillion.

Plants will play a key role I J
terrariums, cooking fresh food from their garden or g . R
redecorating the patio.

Wanting to i nstantly Xset
reason people buy plants. They're looking for easy, quick
solutions they can personalize. A ¥ Sl
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According to the National
Association of Home Builders,
homes are predicted to shrink in !

size by 10% in 2015. With smalle
homes, people are taking to the |
outdoors for dining, cooking, and
entertaining.

In fact, the2014 Casual Living ana®™® % e T
Apartment Therapy Outdoor ~
Decorating Survemotes that 62%
of Millennials, 46% of Gen Xers
and 24% of Baby Boomers are
spending more time outdoors.

According to the survey, 85% of
Millennials rated outdoor rooms a

XVery | mport ant
compared to 83% of Gen Xers an
74% of Baby Boomers.
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= BITE

W hether in a small space garden or on
an apartment balcony, compact plants
will pack a lot of punch in 2015 with rich
colors and textures as major focal points.

Photograph courtesy of
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These plants deliver
the best in color and |
class for consumers.

Ph ot orgr aph-:courtesy

As people continue to see a
decrease in their free time and
living spaces, they will
concentrate on making a big

impact with bold plants. Bt A - B g =
Whet her i t¥s a A Y | V G @e/’ /S e tter Mﬁlenb
one plant 1i ke s < j /['CO Sl%c |

calibrachoa (above) from
Suntory- FIl ower
showstopping plants from
Longfield Gardens (right),
making a luscious statement in a
small space packs a big punch ir
2015.

Photograph courtesy of Longfield Gardens
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No-fuss cacti and succulents are ideal for consumers who seek attractamténance plants. Tiny and easy to grow sutuien

bold containers bring nature inside the home. According to lifestyle expert, Carmen Johnston,

XSucculents are the new gateway plant for consyymers
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N\’ onvenience and simplicity
ﬁzspnate with consumers.
4 POr'tabIe'.;gardgning allows the
- alwaysin-motion generation to
}t.akebgarq.‘enir;)g wherever theyﬁgo.
at res . & i

Photograph courtesy of NativeCaét
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Photograph” elevatedgardening.com

The ri se DthoseXvhNo(pmnze feeedong over
homeownership is fueling modular flexibility and encouraging
unique design and personalization. Adaptable and flexible plante
with wheels, handles or other movable parts or lightweight durab
products |1 ke NativeCast¥s gr
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