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Table 1. Number of firms reported in wholesale and retail market channels. The green industry is a vibrant segment of U.S.
Market Channels

Wholesale only Retail_ only Both Total

agriculture, with significant economic contributions of

Survey Year | Frequency : Frequency| (%) |Freguency| (%) |Frequency| (%) $17 billion at the farm gate and $348 billion in total
2004 903 (374) 470 (19.5) 1,044 43.2) 2417 100) . . o . .

2009 911 (341 588 (22.0) 1172 (435 2670 {100) output, while supporting over 2.3 million jObS. With an
2014 534 (244) B804 (368 849 (388 2188  (100)

array of different stakeholders, including growers,

2019 767 {45.5) 340 (20.2) 579 (34.3) 1,686 {100) ; . .

Sousces Wi ot l. (2023, Exploring markot choicesn the U tl artculre ndusty. Agribusiness, 39(1, 65109, retailers, breeders, suppliers, landscape designers and
installers, the industry has many small and family-

owned businesses, and some are into their third or even fifth generation of family ownership.

Despite its considerable size and impact on the economy, the green industry faces the critical challenge of slowed
growth and heightened competition as it confronts a matured market stage. In the battle to maintain or gain market
share, understanding market access and distribution channel selection as part of a broader competitive strategy is
more vital than ever. The comprehensive analysis by Wei et al. (2023) dives into the National Green Industry Survey
data from 2004 to 2019 to shed light on the strategic decisions of firms in market participation and market channel
diversification.
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A closer look at the number of firms in each wholesale market outlet (Figure 1) and sales share to each wholesale
market outlet (Figure 2) reveal that garden centers (primarily single-location operators), landscapers and re-
wholesalers were the dominant wholesale channels prior to the 2019 survey year. Majority of firms (80%) rung up
their sales through this trio of outlets, accounting for two-thirds of all sales value in 2004, 56% in 2009 and 45% in
2014. As expected, the number of firms and the share of sales value selling to big box stores have been on slight



decline over the last decade and a half (Figures 1 and 2) as the size of approved vendor lists has continued to
shrink. For example, one large mass merchant purchased all of their bedding plants nationally from as few as 17
growers last year.
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Note: DTC was introduced as a new market channel since the 2019 survey. Source:

Wei et al, (2023). Exploring market choices in the US omamental horticulture industry. Strategic Simp"ﬁcation often reflects a choice to focus on key Strengths and
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market positions, which may also be caused by industry consolidation.

Moreover, our research also suggests that landscapers and re-wholesalers are becoming interchangeable channels
for certain types of plants. As the industry adapts to new economic realities, our findings suggest a re-evaluation of
market channels could be key to sustaining growth and profitability. Firms should consider how to balance their
channel portfolio, potentially incorporating more direct-to-consumer engagement in their sales strategy. Establishing
a strong online presence is not just for broadening reach; it's time for businesses to adapt their approaches to meet
the modern consumer where they are. GT
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