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The Paradigm Has
Changed. Now What?

Economic Outlook for the Green Industry
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Issues

Structural aspects

Extractive &
Manufacturing

• Financial
• Distribution
• Marketing
• Trade Assn.
• Media / Pubs

IMPORTS:
•Columbia, The Netherlands,
•Ecuador, Mexico, Canada,
•Guatemala, Australia, Israel,
•England, Costa Rica, Hawaii,
•Philippines, Japan, China,

Africa

EXPORTS:
•Market Area to
Market Area
•Between states
•Canada
•Europe

Trade Agreements
Trade Barriers & Import Restrictions
APHIS/Plant Protection Quarantine

Patents, Royalties & Copyrights
Environmental protection regulations

Pesticide and chemical regulations

Regulatory

TradeINDIRECT
MARKETING

DIRECT
MARKETING

End Consumer

•Landscape contractors
•Maintenance firms
•Arborists
•Re-Wholesalers
•Landscape architects
•Bouquet manufacturers
•Wholesale florists

SERVICE FIRMS

$92B

$59B

$31B Nursery
& Greenhouse

Firms

$196 Billion Green Industry
Complex in 2013

RETAILING
•Garden centers
•Grower-Retailers
•Florists
•Supermarket floral
depts.
•Discount mass

merchants
•Home improvement
centers
•Farmers markets
•Hardware stores
•Mail order & internet

INSTITUTIONAL
•Schools; Churches
•Hotels; Resorts
•Hospitals
•Restaurants

•Interior landscapes
•Golf courses
•Corporate landscapes
•Public areas - ROWs
•Community parks

Production

Consumption
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Labels,
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Oil, fuel, &
other

petroleum
products

Plant
protection
products
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Structures,
tools, equip &

Machinery

BREEDERS
Propagators

Brokers
AG COLLEGES;

RESEARCH FARMS

Peat &
Bark

products

Services

-14%

+10%
-3%



DEMOGRAPHIC INFLUENCES ON THE
GREEN INDUSRY

30%
(18-34)

38%
(35-44)

47%
(45-54)

51%
(55+)

42% / 25%





U.S. PET EXPENDITURES
($BILLIONS)

People afford what they want.
-- (Lowell Catlett)





What are the implications?

People, regardless of age or any other demographic
characteristic, want things that enhance the quality of
their lives!



Value

Relevancy

Authenticity

WHAT DEFINES QUALITY
OF LIFE?

QOL

Social Well-Being
Physical Well-Being
Psychological Well-Being
Cognitive Well-Being
Environmental Well-Being
Spiritual Well-Being



Economic Benefits

• Beautification draws customers
& reduces shopping stress

• Boosts occupancy rates
• Generates tourism revenue
• Job creation from increased

services demanded
• Reduced health care costs
• Increased property values
• Tax revenue generation
• Reduced street repairs and

maintenance costs
• Upgrade effects of surrounding

areas
• Revenue from educational

programs & special events

Environmental
Benefits

• Carbon sequestration
• Improved air quality
• Attracts wildlife and promotes

biodiversity
• Energy cost savings associated

with heating / cooling
• Reduced heat and cold damage
• Offsets heat islands
• Reduced noise pollution
• Reduced soil erosion
• Reduced storm water runoff
• Improved water quality
• Reduced urban glare
• Effective windbreaks
• Increased biodiversity

Health/Well-being
Benefits

• Improved concentration and
memory retention

• Enhanced learning capacity
• Plants generate happiness
• Reduced stress and depression
• Health and recreation benefits
• Accelerates healing process
• Therapeutic effects of gardening
• Improves relationships /

compassion
• Improved human performance /

energy
• Medicinal properties
• Improved mental health
• Reduced community crime
• Traffic safety / driver satisfaction

WE ARE MORE THAN PRETTY!



BOTTOM LINE…

1. Demographics are working in our favor.

2. We have what people need to enhance their QOL.

3. We have an opportunity to help solve societal issues.

BUT…Will the economy be the spoiler?



CLEARING UP ERRANT ASSUMPTIONS

• Stock market performance
does not equal economic
performance.

• Consumer confidence does
not equal economic
performance.



=

2% is ”slow and steady!”





• Average weekly hours, manufacturing
• Average weekly initial claims for unemployment insurance
• Manufacturers’ new orders, consumer goods and materials
• ISM Index of New Orders
• Manufacturers' new orders, nondefense goods excluding aircraft
• Building permits, new private housing units
• Stock prices, 500 common stocks
• Leading Credit Index™
• Interest rate spread, 10-year Treasury bonds less federal funds
• Average consumer expectations for business conditions







HOUSING MARKET

• LMI ⬆ for most metro areas
• Home prices up YOY
• Certain MSA’s skewing the avg.
• Geographic mismatch
• Lack of existing home turnover
• Rising number of 1st-time buyers

HEADWINDS

• Lumber prices are up
• Shortage of lots
• Labor availability













INTEREST RATES

“Now--a decade from the
onset of the crisis and
nearly seven years since
the passage of the Dodd-
Frank Act and international
agreement on the key
banking reforms--a new
question is being asked:
Have reforms gone too far,
resulting in a financial
system that is too
burdened to support
prudent risk-taking and
economic growth?”

Jerome
Powell









People afford what they want.
-- (Lowell Catlett)



WHEN WILL THE NEXT RECESSION START?









Average weekly hours, manufacturing
Average weekly initial claims for unemployment insurance
Manufacturers’ new orders, consumer goods and materials
ISM® Index of New Orders
Manufacturers' new orders, nondefense capital goods
excluding aircraft orders
Building permits, new private housing units
Stock prices, 500 common stocks
Leading Credit Index™
Interest rate spread, 10-year Treasury bonds less federal funds
Average consumer expectations for business conditions



25% CHANCE OF RECESSION BEFORE
THIS TIME NEXT YEAR
Ceteris paribus – Includes 15% risk factor.



DO YOU HAVE A CONTINGENCY PLAN IN PLACE?

1. How well prepared am I for a
mild economic slowdown or even
a more severe downturn?

2. What predetermined cycle
strategies should I have on my
play sheet, ready to deploy at the
right moment, instead of in the
heat of battle?


