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Generate and share relevant insights and create 

understanding in order to drive business strategies & 
actions which grow sales.



What are the most important factors influencing today’s 
consumer that I need to understand? 

1) COVID-19

1) STRESS, WELLNESS & SELF-CARE

1) POPULATION & MOVEMENT

1) EVOLUTION OF ‘HOME’

1) MILLENNIALS



#1

Obviously, we need to
talk about COVID
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Source: Numerator

A strong early season this year for Home Improvement was followed by 
less positive results as society re-opened

(Note: decline beginning mid-April)



After a long stretch of decline, 
COVID-19 CASES ARE AGAIN TICKING UP.

Source:  https://www.nytimes.com/interactive/2021/us/covid-cases.html

Daily new confirmed COVID-19
cases per million people

Coronavirus in the U.S.: Latest 
Map and Case Count

Updated Aug. 10, 2021

https://www.nytimes.com/interactive/2021/us/covid-cases.html


https://www.bloomberg.com/graphics/2020-united-states-coronavirus-outbreak/

Most U.S. states are 
reporting new COVID-

19 cases each day



THE BIG STORY
is of course, the more 

contagious
DELTA VARIANT

that now makes up 
most of total COVID-

19 cases.



Source:  
https://www.mayoclinic.org/coronav

irus-covid-19/vaccine-tracker

Per Mayo Clinic, as 
of 9/1,

62.1%
of U.S. consumers are at 

least partially vaccinated 
against COVID 

COVID-19 State Vaccine Tracker
So what’s the latest vaccination rate?



One challenge with 
variants like Delta is 
that it increases our 
herd immunity target

https://www.thenationalnews.com/uae/health/indian-covid-19-delta-
variant-initial-mild-symptoms-allow-virus-to-spread-fast-1.1245320

SOURCE : Roy Cooper / The National



This resurgence has resulted in CONFUSION.
Prior to Delta, COVID worries WERE declining considerably.



A fair portion of the population was starting to 
advocate for LEADING NORMAL(ish) LIVES.



Per the CDC, in May, (when 
the delta variant was only 5% of 

the total cases):

"Anyone who is fully 
vaccinated can participate 

in indoor and outdoor 
activities, large or small, 
without wearing a mask 
or physical distancing.“

CDC Director Rochelle Walensky, 5-13-21



Despite all the confusion surrounding Delta, the good 
news is: the economy is still growing

BEA - Bureau of Economic Analysis 



While the economy grows, inflation will stick around

Kiplinger, FRED



These two factors, Delta and price inflation, have led to some increasing 
uneasiness among consumers
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17Source:  Suzy Survey (July 2021)

Change in Participation Among Activities
Consumers Did MORE Early During the Pandemic

Net Doing 
MORE

+28

+28

+23

+15

+12

+9

+6

Among those who did ‘more’ 
Gardening activities early in the 
pandemic, only about 40% have 
returned to ‘normal’ levels thus 
far.

Gardening ‘NET MORE’ scores are at positive levels, but 
lower than other activities.



Victory Garden Growth 
& New Users

Stay at Home Orders Broke the ‘Time’ 
Barrier for L&G

Smaller Footprint 
Stores are Thriving

Online/BOPIS
Acceleration for L&G

Buying Patterns 
are Changing

Key Stats: 21 million new edible 
gardeners motivated by self-
sufficiency, & stress relief (demos 
skew Millennial, young kids at home, 
HHI $100k+)

Retain the new gardener by engaging them 
and helping them be successful 

As consumers get back to more normal 
activities, message simple projects and 

innovation

Leverage data/analytics to build flexibility into 
promo timing and 
SKU composition

Partner to optimize online assortment, 
shopping experience, 

& fulfillment

Key Stats: Once the pandemic broke, 
28% of homeowners started doing 
more lawn & garden projects at home

Key Stats: 35% of consumers are 
shopping more at small/local stores for 
L&G because they want to support 
local, stay close to home, & feel safer

Big Retailers will need to target lapsed 
shoppers to win them back

The Positive Impacts of COVID on Lawn & Garden Behavior

Key Stats: Timing/volume was different 
in 2020; less promo activity likely at play 
and the season is extending

Key Stats: COVID has ushered in 
record sales within DTC and 
BOPIS for L&G



COVID-19

SO WHAT DOES THIS ALL MEAN FOR US? 

1. A resurgence in cases resulting from the Delta variant has created 
confusion and prolonged a culture that continues to live somewhere 
between ‘normal’ and the ‘new norm’ that the year prior brought with it. 

1. Despite Delta and increased inflation, the economy is still growing - with 
GDP showing over four quarters of continuous growth. There is good 
reason to believe the normalization of COVID-19 conditions will lead to 
continued spend in our category as we head into the future.



#2

Stress, Wellness, & Self-Care



BURN OUT.
The fatigue 
is REAL.
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“SORRY, I’M TOO BUSY.”

Americans continue to OVEREXTEND themselves, 
leaving little time and energy for healthy habits. 

Source: Kantar
https://gateway.thefuturescompany.com/subscription/US_MONITOR/Download/2018/Health_and_Wellness/increasingly-time-stressed-lives.html



https://covid-tracker.mckinsey.com/behavioral-
health

Demand for behavioral health services has increased substantially
since the beginning of this year.



Newly added stress has a greater variety of sources for 
adults today.
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65%
Of adults say the 

uncertainty in 
our nation causes 

them stress

60%
Are 

overwhelmed by 
the number of 
issues facing 

AmericaSource:  American Psychological Association, 2020

Source:  Vagara Self-Care Survey, Dec 2020

Source:  Vagara Self-
Care Survey, Dec 2020

CONSUMERS 
DESIRE EXTRA SELF 
CARE, WHETHER IT 

COMES IN THE 
FORM OF 

ACTIVITIES, 
LIFESTYLE, OR 

ENVIRONMENT.



https://rismedia.com/2021/02/04/bigge
st-plant-trends-2021-la-plantfluencers/

Consumers have looked to plants to provide MINDFULNESS above and 
beyond merely aesthetics.

https://rismedia.com/2021/02/04/biggest-plant-trends-2021-la-plantfluencers/


Stress, Wellness, & Self-Care

SO WHAT DOES THIS ALL MEAN FOR US? 

1. Gardening is a conduit for wellness, both physical and emotional, in many 
ways. We need to see ourselves that way and communicate that.

1. GROWING naturally fits in with this trend of wellness. Position the 
benefits of growing plants to attract more consumers.



#3

POPULATION & 
MOVEMENT



SUBURBAN POPULATIONS HAVE BEEN 
ON A LONG, SLOW CLIMB



Rural populations haven’t 
changed in size, but rural 
as a percent of total has 
been declining for the 
past 100 years.

Source: https://www.statista.com/statistics/985183/size-urban-rural-population-us/

Urban/Suburban

US Population Size Over Time
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RURAL

https://www.statista.com/statistics/985183/size-urban-rural-population-us/


Source:https://www.census.gov/content/dam/Census/library/visualizations/2016/comm/acs-rural-urban-text.pdf
Source: "THE FIRST MEASURED CENTURY: An Illustrated Guide to Trends in America, 
1900–2000" by Theodore Caplow, Louis Hicks and Ben J. Wattenberg
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Now, more than 52% of the total 
US is SUBURBAN

https://www.census.gov/content/dam/Census/library/visualizations/2016/comm/acs-rural-urban-text.pdf


https://www.businessinsider.com/tractor-supply-hal-
lawton-move-city-to-countryside-millennials-2021-
4#:~:text=Millennials%20are%20increasingly%20fleeing%20
the,sales%20at%20some%20rural%20businesses.&text=Th
e%20pandemic%20has%20accelerated%20migration,more
%20space%20in%20the%20countryside.

Slowly climbing for a long time.
Now more than 52% of total.

Rural as a percent of total has been 
declining for the past 100 years.

COVID ONLY 
ACCELERATED 
MOVES AWAY 
FROM URBAN 
AREAS 

1:1 ratio of people moving 
in to people moving out

Ratio decreasing 
(more people moving away)

Source: https://www.bloomberg.com/graphics/2021-citylab-how-americans-
moved/
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PRE-COVID DURING COVID



"We are seeing a revitalization of 
rural, led by millennials," TRACTOR 

SUPPLY CEO Hal Lawton told Cramer. 
"We saw a 4 point sales penetration* 

change last quarter with the millennial 
cohort."

*Sales penetration is a measure of how big a portion of 
the market a business controls.

MILLENIALS HAVE AN 
APPETITE FOR RURAL

MAD MONEY | APRIL 26, 2021
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Source: https://www.businessinsider.com/tractor-supply-hal-lawton-move-city-to-countryside-millennials-2021-
4#:~:text=Millennials%20are%20increasingly%20fleeing%20the,sales%20at%20some%20rural%20businesses.&text=The%20pandemic%20has%20accelerated%20migration,more%20space%20in%
20the%20countryside.

https://www.businessinsider.com/tractor-supply-hal-lawton-move-city-to-countryside-millennials-2021-4


34

But where are they all going???



Source : US Census Bureau

14% OF THE U.S. POP. MOVES EACH 
YEAR

(MOST MOVE LOCALLY)
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blue = net positive
red = net negative



MILLENNIALS 
ARE HEADING 

SOUTH AND 
WEST

Source: https://smartasset.com/mortgage/where-millennials-are-moving-2020 36
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THE LAWN SIZE
FROM STATE TO STATE
IS REMARKABLY VARIED
(the avg HOUSE size is surprisingly consistent)

https://www.homeadvisor.com/r/average-yard-size-by-state/

VERMONT
Avg yard size 73,979sf 
(more than an acre and a half)
Avg house size = 1815sf

US AVG
Avg yard size 10,871sf 
(about a quarter acre)
Avg house size = 1761sf
(OH, PA, MO, OK, KS are all close)

NEVADA
Avg yard size 4,336sf 
(tenth of an acre)
Avg house size = 1712sf



SO WHAT DOES THIS ALL MEAN FOR US? 

1. The gradual increase in suburban living bodes well for landscaping. 

1. The earlier Millennial surge into the cities has been met with a counter 
surge toward the suburban (and even rural) areas as Millennials shift 
toward a new life stage that includes raising families and working remote.

POPULATION & MOVEMENT



#4

The Evolution of ‘HOME’



The role of ‘home’ reflects the culture in America 

Source:Kantar

My home is a 
reflection of 
who I am

Owning a home is a 
sign of success and 
accomplishment



More time spent at home means more time focusing on the space 
around it

of Americans agree 
that their outdoor 
living space is more 
valuable than ever 
before

Outdoors As An Extension of the Indoors Social Front YardsNaturally Native

Source:ICFA Study

of people plan to 
buy new outdoor 
furniture and 
accessories (has 
more than doubled 
from last year)

Millennials are likely to 
upgrade their outdoor 
spaces out of a desire to 
entertain (vs 28% for 
Boomers)



The demand for housing intensified a shrinking housing inventory and caused prices to skyrocket to record highs.

48% drop YoY in 
inventory on the 

market

Source:Kantar; Redfin

Remote work, the desire for more space, and low interest rates made real 
estate the hottest commodity of 2021.

THE NUMBER OF HOMES FOR SALE 
NATIONALLY IS WAY DOWN

HOME PRICES ARE UP 17% Y/Y

https://www.businessinsider.com/why-there-are-so-few-homes-for-sale-high-prices-2021-3
https://www.redfin.com/news/housing-market-hottest-month-ever-in-march/


Since the start of the pandemic, home 
renovation searches were at their 
highest point in May of this year

Home Improvement spending grew 3% in 
2020  and is expected to grow 4% in 2021

Source: Axiom Homefront Insights Survey

Instead of buying new, many are choosing to upgrade

50% of 
projects will 

be DIY



Millennials especially are flocking to fixer-uppers because it’s the only 
way some can afford a home

In BofA Research's sixth annual millennial home improvement survey, released in April ’21, 82% of millennials
said they're more likely to buy a fixer-upper than a newly built home amid the shrinking housing market.

34% of Millennials plan 
to do their own home 

repairs

57% of Millennials 
bought a home during 
pandemic that needs 

repairs

69% of Millennials plan 
to spend over $25k on 

renovations

Source: BusinessInsider.com



The average spend on these projects is still significant

Bathroom
$20K
+13% Kitchen 

$40K
+8%

Bedroom
$7K

+10%

Garage
$10K
+5%

Source: bankrate.com

2021 AVG RENOVATION COSTS BY SPACE
Compared to 2019 (pre covid)

Yard
$10K
+10%



EVOLUTION OF ‘HOME’

SO WHAT DOES THIS ALL MEAN FOR US? 

1. Working, playing, remodeling all in the same shared space. 
We need to be thoughtful about how consumers are using their 
spaces… because it continues to evolve.

1. The changing home landscape is good for us!
Many consumers have a newfound appreciation for their homes 
because of all the time now spend focusing on them. Rethinking our 
spaces for the new hybrid world is really just the beginning, and we 
can help our consumers make important decisions as they renovate, 
update, and shift their spaces.



#5

MILLENNIALS



48
48



Millennials
(25 to 40 years old)

are 24% of the 
population
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MILLENNIALS ARE (STILL)
A BIG DEAL.

Pyramidal Bar Chart based of the US Census Bureau

SOURCE -
US CENSUS BUREAU DATA



Source: 2020 Harris L&G Category Tracking Study
A/B/C/D = Statistically significant at the 90% confidence level

ACD
ACD

D

AD

AD

AD

D
D

Household incidence of lawn fertilizer, grass seed, control products, 
bagged mulch and bagged garden soil in the last 12 months, by generation.

AD
D

D

D
D

AD

MILLENNIALS GEN X’ERS BOOMERSTOTAL

MILLENNIALS ARE SLIGHTLY MORE ENGAGED IN LAWN & GARDEN 
THAN OLDER GENs.

Live Plants/Flowers           Liquid Weed Control Outdoor Insect Control     Indoor Insect Control                  Plant Food Bagged Potting Soil                  Grass Seed                       Lawn Fertilizer                   Bagged Mulch                 
Bagged Garden Soil



MILLENNIALS WANT
FEWER KIDS.

The birth rate in U.S. is
the lowest it’s ever been.

(note - this “baby bust” phenomenon
is something we’ve seen before for 

“large” generations)

SOURCE 
https://www.statista.com/statistics/1033
027/fertility-rate-us-1800-2020/

BABY BUST PHENOMENON 
REFERENCE  

https://www.ssc.wisc.edu/~aseshadr/publi
cation_pdf/bb1.pdf



MILLENNIALS
HAVE THE MOST 
PETS.

https://spots.com/pet-ownership-statistics/
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Household Purchase Incidence
(Base: Single-Family Detached Home Dwellers)

Source: 2020 Harris L&G Category Tracking Study A/B = Statistically significant at the 90% confidence level

RENTERSHOME OWNERS

HOMEOWNERS ARE ALSO SIGNIFICANTLY MORE LIKELY TO BUY IN EVERY 
LAWN & GARDEN CATEGORY (vs. RENTERS)
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https://www.financialsamurai.com/the-median-homebuyer-age-is-now-so-old/

MILLENNIALS ARE 
RIGHT IN THE SWEET 
SPOT TO BUY THEIR 
FIRST HOME. 

(MEDIAN AGE OF FIRST 
TIME BUYER IS UP TO 
33)



MILLENNIALS

SO WHAT DOES THIS ALL MEAN FOR US? 

1. Millennials will continue to shape the housing market (and therefore 
this category) for years to come as more and more enter into first time 
home ownership.

1. The demand in housing will also continue to shape how consumers 
interact with this category, from increased new house builds to changes 
in regional demand



GARDENING OF THE FUTURE



Source:  SMG Future of L&G Research, 2019)





McKinsey - 2020

Americans changing how they spend their time

Many consumer tried and learned some new things...
Chief among them is a new found appetite for cooking.



CELEBRATING VEGETABLES

A number of forces are at work.
Yes, health and wellness.

Yes, environmental.
But also… learning curve.

We got considerably more interested, 
and generally better at cooking in 2020 - 2021.

With those new culinary skills comes
a more adventurous spirit in the vegetable aisle 

and our ability to enjoy various plants.
Now learned, it is a knowledge that won’t go away.

Pinterest 
Predicts 

2021

J. Thompson Walter - 100 for 2021 Trend  Report  +   WGSN Food & Drink



Growing your own food is expected to continue to be popular ‘21

Need for and acceptance of better self-care  +  new found culinary skills both contribute



Growing your own food is expected to continue to be popular ‘21

Need for and acceptance of better self-care  +  new found culinary skills both contribute

Interest in Indoor Plants is expected to extend beyond 2021



MY home 
“office”



FINAL TAKEAWAYS



The Consumer Is Engaged

New housing starts increased 
in 2020, fueled by Millennials 

Millennials are also fueling 
food gardening participation 
and spending

Technology Plays Increasing 
Role

Provides a platform to 
educate and make things 
easier

L&G shoppers make more 
trips and spend more than 
non-L&G shoppers

Growing use of marketing 
technologies helps us better 
connect with and understand 
L&G consumers.

Very Bright, Emerging Segments

Food & Indoor Gardening 
participation continues to rise 
with health and wellness 
focus

Interest remains strong for 
natural & organic L&G 
products

Time-starved consumers 
are looking for ease in 
products and want quick 
results

E-commerce has made 
L&G more convenient

The trends say: it’s good to be in Lawn & Garden right now!



Source: National Gardening Association, 2021 National Gardening Survey

Estimated Total 2020 Spending on Individual L&G Activities

National Gardening Association estimates U.S. 
consumers spent more than $10+ Billion on 
gardening activities in 2020





Source: Deloitte Insights
https://www2.deloitte.com/us/en/insights/economy/us-economic-forecast/united-states-outlook-analysis.html 68

Consumers are sitting on $2.8 trillion more in Q1 2021 than expected under 
“normal” circumstances before the pandemic.

Households—particularly higher-income 
households—are sitting on a large pile of 
savings—about $2.8 trillion more in Q1 2021 
than we had expected them to have under 
“normal” circumstances before the pandemic.

Since consumers in aggregate didn’t take on 
more debt, balance sheets are healthy and 
consumers quite literally have money to 
spend. 

Source: Statistica

Personal Savings Rate

Value of Personal Savings



THANK YOU


