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#1
Sustainability

60°/6 worried on cimate

chang
80°%6 worried on protecting the

environment




/
GFK

#2
Shopping local

48°/olwillshopmorein
small businesses and buy
more products from local
producers

*Definitely+probably




#3

New ways of
shopping
Consumers askfor

Free home delivery, restriction and
stocking guarantee on key items,
different pay methods, staff to respect
hygiene restrictions

11°/ousedpickupdeliverymoreoﬂ1en
than before




#4

Shift from offline

to online
Bxpectto buy online more often

Consumer
Electronics IT

majordomeslicappia\oe
Cultural goods

DIY & Gardening
Food & groceries
Hygiene &

Beauty




#5

Spending time
online
30‘%spending more time

on vide_o-on-demand

streaming




#6

Online servicing
& advice

31% interested to use
video/chat to nteract with
brand or retaillers

Chat Bot
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#7
Flexibility in
finance (products)

496 asking for different payment
methods for online stores

20%bo asking for refundirebooking
fees whentravelling







#9

Value free time &
family

86% time spent looking after family
(sametincrease)

55% intent to travel closer to home




#10

Focus on Health
54%plantodo more psychical

30°/ontemsliedmonlme
medical consuitation

18°/onotplannedbefore,now
intent to purchase sportfitness
equipment







Are these Chances for garden center business ?




#1
Sustainability

60°/6 worried on cimate

chang
80°%6 worried on protecting the

environment




. - -

,."" :
; %
"y b
S~ ™
T L T



<
&
-

_.L.‘. ﬂ‘,"w

——

. —

e a— — e

" T '_o.—

-

Climate change
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__ZULF AAN DE
IN 5 STAPP
1 Bepaalde plaat

Tegels en zand er|

3  Goede grond erl

Gras, plant, struik
een boom erin

5  Water geven en geni

« Blije me
Inje tul
v Je draag
beter mi

# Minder 'ﬂ
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How products are produced ; transparency
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First City Store in
A’dam
(Cargo bike
succes)

( ;ﬁﬂ(/u(a/.r Il

store)
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Locals are prefered (C't =




Shopping local
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Local o‘r ocal

WARENH:UIS GRONINGEN
o s Hetwarenhu&s van detoekomst Ame“tmoms uit ‘

Gronlngse winkels is voortaan online te vinden. T

- —

Dranken Voeding
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# 3

shopping




b Bertina

kapsaion

of shopping

Heb jij al een haarverzekering?






H#4 Shlft from offllne to online
Acces 24/7







sprinklr Tuinplanten  Kamerplanten  Verzorging Cadeaubon  Kantoor Q A Y

Steden vergroenen Duurzaam groen Gratis plant-support

Onze missie is een groene omgeving voor Wij kiezen voor tinplanten die gekweekt zijn ~ Met onze hulp weet jij precies hoe je jouw

Shift from offline to on nline |
from a side
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Guaranteed to Grow _
All our hardy plants carry a year Guarantee J
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#10
Focus on health



A lot of chances but ;
Higher expectations on store visit



With experience, knowledge and
have an eye for the future






Transparency



— -

Dhessan- Fa P - : -
- . N <. . - ~
.." ‘fc.‘:\-. & f
& y PR , -

_ s
-~
-



-




f } ;
- 0
M]ug;u lrlmpg;l J!Nil allm g S B U e
‘ " ml ‘. ' 2 g - ' 5 ";'_Q‘a "'- . B { - “u [ — -r-—--—-—-.
Mlﬂfl + ' . : ! Byl o .
" - . s L -, r , i ' Ay 8 - S et
b v - ~ e (m . : Iy t' W v ir s

I LLE Y )
o N E 4 A 73
M!gl !]l‘llﬂ!t -.ll L

:‘ "1

MSC QULSUN
PFANANA
¥3 3815438
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Soil and peat
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Doing and showing
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Sustainability



Consumers:

68% says sustainability is important
62% buys environmently friendly
59% chooses for less packaging

56% preferences a quality mark



to pay more
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How can we add to the

world of tomorrow ? f.--/&
' To the next generations ? &:"
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Green sector ¢
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Everybody gardening
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With local relevant products
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Working together
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Green cities
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.TUINBRANCHE Z N N | s Garden Industry
NEDERLAND e | =0

Suppliers
T

2 Government
W e

e R AR | | Sl | . il 4 World Wildlife Fund
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Insurers

Education

Climate squares TBNL



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 Iin
2022

« Suppliers => sustainable
products

* Local gouvernment

* Provinces

« Water authorities

* Nature organisations




