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104 responses









Total

Up by more than 25% 3.0% 4.0% 0.0% 2.4% 3.0% 5.9% 20.0% 0.0%
Up 21 to 25% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Up 16 to 20% 7.2% 8.0% 5.1% 9.8% 6.1% 5.9% 0.0% 16.7%
Up 11 to 15% 5.4% 0.0% 5.1% 4.9% 6.1% 11.8% 20.0% 0.0%
Up 6 to 10% 13.3% 12.0% 15.4% 9.8% 15.2% 11.8% 0.0% 33.3%
Up 0 to 5% 29.5% 32.0% 33.3% 29.3% 24.2% 29.4% 40.0% 16.7%
Down 0 to 5% 17.5% 16.0% 20.5% 14.6% 21.2% 17.6% 20.0% 0.0%
Down 6 to 10% 17.5% 20.0% 15.4% 17.1% 18.2% 17.6% 0.0% 33.3%
Down 11 to 15% 2.4% 4.0% 2.6% 4.9% 0.0% 0.0% 0.0% 0.0%
Down 16 to 20% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Down 21 - 25% 1.8% 0.0% 2.6% 2.4% 3.0% 0.0% 0.0% 0.0%
Down more than 25% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

Up by more than 25% 18.7% 8.0% 17.9% 19.5% 21.2% 23.5% 20.0% 33.3%
Up 21 to 25% 0.6% 4.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Up 16 to 20% 0.6% 4.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Up 11 to 15% 4.2% 8.0% 5.1% 2.4% 0.0% 0.0% 0.0% 33.3%
Up 6 to 10% 12.0% 4.0% 12.8% 12.2% 12.1% 11.8% 60.0% 0.0%
Up 0 to 5% 10.2% 8.0% 12.8% 9.8% 9.1% 17.6% 0.0% 0.0%
Down 0 to 5% 28.3% 44.0% 30.8% 22.0% 30.3% 17.6% 20.0% 16.7%
Down 6 to 10% 1.8% 0.0% 0.0% 4.9% 3.0% 0.0% 0.0% 0.0%
Down 11 to 15% 5.4% 4.0% 5.1% 4.9% 6.1% 11.8% 0.0% 0.0%
Down 16 to 20% 3.6% 0.0% 2.6% 4.9% 6.1% 5.9% 0.0% 0.0%
Down 21 - 25% 0.6% 0.0% 0.0% 2.4% 0.0% 0.0% 0.0% 0.0%
Down more than 25% 9.6% 8.0% 10.3% 12.2% 9.1% 11.8% 0.0% 0.0%

Up by more than 25% 7.8% 4.0% 5.1% 7.3% 9.1% 17.6% 20.0% 0.0%
Up 21 to 25% 1.8% 4.0% 0.0% 2.4% 3.0% 0.0% 0.0% 0.0%
Up 16 to 20% 5.4% 8.0% 2.6% 4.9% 6.1% 11.8% 0.0% 0.0%
Up 11 to 15% 5.4% 4.0% 5.1% 7.3% 3.0% 5.9% 0.0% 16.7%
Up 6 to 10% 4.8% 8.0% 7.7% 2.4% 6.1% 0.0% 0.0% 0.0%
Up 0 to 5% 12.0% 12.0% 15.4% 12.2% 9.1% 5.9% 20.0% 16.7%
Down 0 to 5% 24.7% 28.0% 28.2% 24.4% 21.2% 17.6% 20.0% 33.3%
Down 6 to 10% 21.7% 20.0% 23.1% 19.5% 24.2% 23.5% 20.0% 16.7%
Down 11 to 15% 2.4% 0.0% 0.0% 4.9% 6.1% 0.0% 0.0% 0.0%
Down 16 to 20% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Down 21 - 25% 6.6% 4.0% 7.7% 7.3% 6.1% 11.8% 0.0% 0.0%
Down more than 25% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

Q1: What are your top line GROSS 
SALES trending YTD as compared to 

Jan-June 2023?

Q3: How is your bottom line NET 
PROFIT trending YTD as compared to 

Jan-June 2023?

Q5: How do UNITS sold YTD compare 
to the UNITS sold Jan-June 2023?

Q7: What markets do you serve?  (check all that apply)
Box stores / mass 

merchants
Independent 

garden centers
Landscape service 

providers Re-wholesalers

Municipalities / 
Institutional 

entities Direct-to-consumer Other



• Inflation is a killer!
• Good year again. Glow in the Dark petunia added a lot of business this year.
• Tree and shrubs had a tough spring, reduced sales. Perennials are still strong
• Rough weather in the Mid Atlantic this season. Our existing customer did worse on sales vs 2023. As a 

business we gained some new customers to help drive growth, but the rainy weather held us back from 
what our projections were.

• Started really strong - now slow. And sitting on lots of fruit trees and roses. Hearing that from a lot of 
nurseries around us.

• My data is skewed as significant market share opened up from closure of a competitor. This year is not 
representative of a normal situation for us.

• Demand for natives and green infrastructure is high. Our nursery did not have adequate product ready as it 
sold much of the available material in the fall. Especially early in the spring, we did not have the product 
ready which caused additional declines in sales because customers needed entire orders filled so we lost 
sales on products we did have available. We monitor unit and dollar changes since inflation has impacted 
our price comparing sales dollars does not really tell an accurate picture. This was not the case for so many 
years in the nursery.

• Based sales numbers off of 1 large consistent customer as all other customer relationships have changed 
either addition of PBS, more stores, more categories.



• Things really started slowing down in May, and June has continued the decline. April was great and then it all 
just kind of stopped as soon as May kicked in.

• Cost have stabilized and we are actually seeing some decreases.
• We've had a record 1st half but have not seen pre-bookings for fall pick up quite yet. We had an on-average 7% 

price increase which makes up some of our gross revenue growth.
• Lowest level of demand in the intermountain states since pre-covid. Indicators for next year are positive.
• In wholesaler grower's experience, traditionally strong products have hit market saturation. Product expansion 

and more of it is needed on our part and we're doing that.
• Consumer is more cost conscious and gravitated to lower priced items and bought off price material at higher 

rates than the last few years. They are looking for deals which has eroded margins and reduced sell through on 
more premium offerings. We don't see the opportunity to raise prices and are concentrating on efficiencies 
throughout the company to pick up margin.

• March & April were very strong sales & we were trending up over 30%. May weather and conservative buying 
dropped sales to the 5% current. Hoping June will rebound.

• During peak season, we saw strong consumer response when the weather was favorable. Post-Mother's Day, 
we began to see a slight trade down in higher end decorative containers and baskets. More robust analysis is 
required to determine whether this is a larger trend or whether we have reached market saturation on higher 
end ($50+retail) items.



Charlie, a very strange spring here at and I might add I never have said that.  We are down in sales, about 
4% with a steeper drop off in trees and shrubs.  Perennials and Natives are tracking better.  Tracking by 
customer category, IGC, our biggest customer component is down the most, over 8%,  residential landscape 
down 15%, we are up with ecommerce, over 24% and commercial landscapers up 15%.  Everyone has their 
reasons for the downturn which I have heard from both our customers and other growers.  One growers at 
the PW gold key meeting told me he has had to throw away hydrangeas to make room for the new crop.  

Some of the reasons are the following:  weather, the election, food and lodging inflation biting into 
consumers discretionary spending, high interest rates keeping everyone in their home, they did all their 
shrub and tree landscaping projects during Covid and now are only decorating with perennials and annuals, 
high prices for our plants softening demand.  All I can say is that it is a combination of many factors, but my 
question is what is the future look like, how conservative should I be with inventory build, where is the 
growth for us going forward.



Slightly below average to somewhat tough year overall, so I give it a 6. Nothing 
catastrophic, but nothing we would want to repeat.

The good news is the supply chain is more stable, and we can get back to building our 
business plans based on demand vs based on supply as we roll into Fall/Winter 2024 and 
2025.

For the year, a great start of the year in Midwest and South, but North never got going, and 
from Mother's Day to July 4th, it was soft overall due to weather in all markets (Combination 
of rain in May and heat in June). The South and Midwest finished with +0.0% to 1.0% 
growth, but the North was down (-5.0%).

Just looking at base numbers, our COVID gains are still there as we experienced a 25% bump 
in sales in the same stores during 2020 and 2021 and that has held flat the last 3 years (-4% 
in 2022, +6% in 2024, and now -2% in 2024). The only issue is weather as we have seen a 
tough 2022 and a tough 2024 with regard to weather. In basic terms, we need 6 of the 10 
core spring weekends to be dry and temperatures between 65-85 for those weekends. That 
would give us an average to good year. But in 2022 and 2024, we only saw 2 in 2022 and 
only 4 in 2024 (and only 2 in the Northeast). Sandwiched in between was a strong 2023 
where we had 7 of the 10 core weekends with good weather.

Net, our consumer is still there, and we feel we have kept most of the 20MM new 
consumers that came during COVID. They still want to engage, they enjoy this new hobby, 
and if we get some weather, and we give them some compelling offers both in value and 
innovation, we will continue to grow this business.

We have to work harder now to win than we did during COVID, but that is the nature of this 
business, and we accept that challenge willingly and happily.



Projected input cost increases
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Home Depot Revenue 2010-2024 | HD



Home Depot EBITDA 2010-2024 | HD
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Outdoor equipment 
and supplies



(total landscape market)











What will impact consumer 
purchasing going forward?
• Overall growth of the economy
• Supply chain performance
• Labor availability and cost
• Cost of inputs
• Housing market correction
• Inflation outlook
• Likelihood of recession
• Response of end consumer



Notice the 
disconnect 
about how we 
“feel” and 
how we 
“spend”









What will impact the green 
industry going forward?
• Overall growth of the economy
• Supply chain performance
• Labor availability and cost
• Cost of inputs
• Housing market correction
• Inflation outlook
• Likelihood of recession
• Response of end consumer









What will impact the green 
industry going forward?
• Overall growth of the economy
• Supply chain performance
• Labor availability and cost
• Cost of inputs
• Housing market correction
• Inflation outlook
• Likelihood of recession
• Response of end consumer



The global supply chain is back to normal.
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Labor situation is still strong but weakening.





Employment cost index
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Demographics are favorable for 
housing demand in the short run.
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NY Fed model = 51.82% probability
Cleveland Fed model = 59.76% probability





HOMEWORK





Demographics Health care 
costs Entitlements Inflation US national 

debt



Take-home points

1. Mixed performance across the 
industry.

2. Focus on your value proposition.

3. Manage your working capital.

4. Jan-June YMM spreadsheets are 
coming this week. 


