
Consumer trends, sustainability 
and innovation in garden 
centers 
Challenges, opportunities and customer expectations in the near 
future 



 
 
 
 
 
Frank vd Heide 
frank.vanderheide@tuinbranche.nl 
+31 6 40199548  
  

 
 



We add to a healthy, cosy and 
green living environment for 
people, pets and animals in and 
around their houses  
 

Our mission 
 



Tuinbranche Nederland 
120 suppliers and 550 stores  



Consumer trends, 
sustainability and 
innovation in garden 
centers 
 

		



 
 

Maar wat doet dit 
allemaal met ons ? 
Wat doet Covid19 
 
 

Covid19 



Versnellen ! 

Accelerate 
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10 learnings 

Opportunities  
and challenges  
for brands and  
retailers 
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Sustainability 

60% worried on climate 

50% worried on protecting the  
environment 
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Shopping local 

48% I will shop more in  
small businesses and buy  
more products from local  
producers 

*Definitely+probably 
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#3 
New ways of  
shopping 
Consumers ask for 
Free home delivery, restriction and  
stocking guarantee on key items,  
different pay methods, staff to respect  
hygiene restrictions 

11% used pick up delivery more often  
than before 
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Shift from offline  
to online 
Expect to buy online more often 
Consumer 
Electronics  IT 
products 
Major domestic appliance 
Cultural goods  
DIY & Gardening  
Food & groceries  
Hygiene & 
Beauty 
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Spending time  
online 

30% spending more time  
on video-on-demand  
streaming 



#6 
Online servicing  
&  advice 

31% interested to use  
video/chat to interact with  
brand or retailers 

Add 
picture 
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#7 
Flexibility in  
finance (products) 
49% asking for different payment  
methods for online stores 

20% asking for refund/rebooking  
fees when travelling 

Add 
picture 
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#8 
Working from  
home 
81% working from home will be a  
new reality for many companies 

Add 
picture 
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#9 
Value free time &  
family 

86% time spent looking after family  
(same+increase) 

55% intent to travel closer to home 

Add 
picture 
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exercis
e 
medical consultation 
18% not planned before, now  
intent to purchase sport/fitness  
equipment 

#10 
Focus on Health  
54% plan to do more psychical  

30% interested in online 

Add 
picture 
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Are these Chances for garden center business ? 
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Sustainability 

60% worried on climate 

50% worried on protecting the  
environment 



Worries about climate change 



 Climate change 



#1 sustainability 
 
 => zorgen over klimaatverandering 
 The value of green 



Climate square 



How products are produced ; transparency 



In	2021	85%	re-used	granulate	
In	2023	100%	re-used	granulate	



#2 
Shopping local 

48% I will shop more in  
small businesses and 
buy  more products 
from local  producers 



#1 sustainability 
 
 => zorgen over klimaatverandering 
 Shopping local  



Locals are prefered (city store) 

	
First	City	Store	in	

A’dam		
(cargo	bike	
succes)	



Shopping local 



Local retailers, local delivery 



Local for local 



# 3 
New ways of 
shopping 



New ways of shopping 



 
 
 
#3 new ways of shopping 
 
  
 

New ways of shopping 



#4 Shift from offline to online 
Acces 24/7 



Seamless buying 



  
Shift from offline to online 
Attack from a side 



 
 
 
#3 new ways of shopping 
 
  
 

#6  
(Online) service and advice 



Special service stations 



#8 
Working from home  



#10 
Focus on health 



A lot of chances but ; 
Higher expectations on store visit 



 
With experience, knowledge and 
have an eye for the future  



Is sustainablity also a chance for garden 
centers? 



Transparency 



Child labor 



How produced 



Transport and where produced 



Pesticides 



Pesticides 



Wood 



Soil and peat 



Doing and showing 



Sustainability 



Consumers: 
68% says sustainability is important 
62% buys environmently friendly 
59% chooses for less packaging 
56% preferences a quality mark 

  
 



 41% is willing to pay more 
  

 



There is no sector that can 
be greener than ours 



How can we add to the 
world of tomorrow ? 
To the next generations ? 



Because there is no 
Planet B 



Green sector plan 



Ambition on using pesticides  



Working together with: 
Retailers 
Trade organisations 
Growers 
NGO (Natuur&Milieu) 
Certification organisation (MPS) 
 
 



Private use 



Green sector plan also on: 
Wood 
Packaging 
Exotic plants 
Biological plants 
Logistics 
Peat  
………….. 
 





Everybody gardening 



 
 
 

 
With local relevant products 
 



 
 
Sustainable and tranparancy 
in green and non-green 



Working together 



Green cities  

 
Green 

streets,less floor 
tiles, water 
collection 

 



 
Green 

streets,less floor 
tiles, water 
collection 

 

Green cities  



Maximum inspiration 
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Working on climate change for 
a better world tomorrow 



Climate squares TBNL 

 

Garden Industry  
 

 

Suppliers 
 

 

Government 
 

 

 

Garden centres  
 

 
 

World Wildlife Fund 
 

 

Insurers  
  

Education 
 



Our goal = a Veluwe extra 
•  5,5 million private gardens 
•  Each year 2m2 green 
•  In 5 years 10m2 
•  55 million m2  
•  = extra natural park Hoge Veluwe 



In collaboration with: 
•  38 retailers => goal is 70 in 

2022 
•  Suppliers => sustainable 

products 
•  Local gouvernment 
•  Provinces 
•  Water authorities 
•  Nature organisations 


