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Our goal is to learn more about new and novice gardeners 
who’ve started gardening in the past four years. Specifically, 
we’re interested in learning more about the following: 

• will they will continue gardening 
• will they expand their gardening activities
• are they satisfied with their garden pursuits
• where they shop
• what factors influence their purchases
• what are their key information sources  

Based on our findings, it appears new and novice gardeners 
will continue their gardening pursuits in 2025.  However, 
fewer will be expanding their garden spaces, the time they 
spend gardening and their overall garden purchases in 2025. 
Despite high interest in specific name brand varieties, price 
is increasingly important.    

Mike Reiber

About the Study 
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New and novice gardeners will keep gardening in 2025; 
however, fewer will increase their garden spending and time 
spent gardening.  
• 70% felt successful or highly successful in their garden activities in 2024.  

82.1% were satisfied with the quality of their flowers and vegetables. 
• 54.6% will spend the same amount of money in 2025 as they did in 2024.  

34.8% plan to spend more in 2025 -- a decrease of 13.5 percentage points 
from last year.  

• 47.1% will spend the same amount of time in 2025 as they did in 2024.  
42.3% plan to spend more time in 2025 -- a decrease of 9.8 percentage 
points from last year. 

• 38.3% will plant the same amount – an increase of 17.3 percentage points 
from last year.  50.7% will plant more and expand their gardens -- a 
decrease of 19 percentage points from last year.  

New and novice gardeners know the plants they want and will 
drive to find them; however, fewer will pay more to purchase 
them.
• 42.7% visited other retailers to find the varieties of plants they wanted to 

buy in 2024 – an increase of 7.1 percentage points from last year.  
• 22.7% searched the internet – a decrease of 5 percentage points from last 

year.  
• 74% will drive 6-10 miles to find the plants they want.  
• 38.3% are unwilling to pay more for the specific color of flower or variety of 

vegetable plant – an increase of 12.8 percentage points from last year.  
• 61.7% are likely to pay more for the specific color of flower or variety of 

plant they want -- a decrease of 12.8 percentage points from last year. 

Executive Summary
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New and novice gardeners value varieties that with lots of 
blooms and produce, which are easy to grow; however, price 
increasingly important compared to brand.
• Plants that produce lots of blooms, fruits and vegetables and are easy to 

grow top two most important purchase characteristics.
• Top three factors in plant purchase decisions include: Specific variety of 

plant (32.6%), National brand (14.5%), and Price (12.3%.)

Preferred Retailers and Social Media
• Top four garden supply outlets include: Home Depot (33.5%), Lowe’s 

(19.4%), Walmart (16.7%) and IGCs (9.7%.) 
• Top four plant purchase outlets include: Home Depot (33%), Lowe’s 

(18.1%), IGCs (13.4%), and Walmart (13%.) 
• Top four purchase sites for seeds to grow into plants include: Home Depot 

(22%), Walmart (15.4%0, Lowe’s (15.4%), IGCs (11.5%.)
• Lowe’s garden supply and plant purchases decreased from 7.2 and 8.5 

percentage points from last year.
• 11.3% will buy what store associates suggest as substitutes – a decrease of 

10.1 percentage points from last year. 
• YouTube most important social media to learn about new plants and 

gardening supplies – similar to last year.

New and novice gardeners less interested in plants that are 
organically and locally grown and in starting seeds.   
• Importance of organically and locally grown plants has decreased 18.8 and 

15.5 percentage points, respectively, from last year. 
• Buying seed to grow plants has decreased 22 percentage points from last 

year.  
• Planting seeds to save money has decreased 9.4 percentage points from 

last year.  

Executive Summary



6

Demographics

46.3%53.7%

Gender

19-26 27-41 42-58 59*
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30.0%

40.0%

10.1%

30.0%
36.6%

23.4%

Age Breakdown

19-26 27-41 42-58 59*

0.0%
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20.0%

30.0%

40.0%

50.0%

5.7%

28.7%

40.2%

25.4%
15.2%

31.4% 32.4%

21.0%

Age Breakdown by Gender

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Midwest 20.3%

Southeast
23.8%

Northeast 
15.4%

West 

15.0%

Southwest
19.8%

Rocky
Mountain 

5.7 %

FEMALE MALE

FEMALE MALE
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Years of Experience

35.2%

64.8%

First time gardener 2 - 4 years
0.0%

10.0%
20.0%
30.0%
40.0%
50.0%
60.0%
70.0%

When did you start gardening?

35.2%

64.8%

35.3%

64.7%

First time gardener 2 - 4 years
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30.0%

40.0%

50.0%

60.0%

70.0%
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Note: 35.2% of respondents characterize themselves as First time gardeners compared to 26.6% last year.

FEMALE MALE
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2023  
2022  

2021  

2023  
2022  

2021  

2023  2022  

Level of Experience

24.2%

75.8%

0.0%

Beginning gardener Casual gardener Experienced gardener
0.0%

10.0%
20.0%
30.0%
40.0%
50.0%
60.0%
70.0%
80.0%

Which level of gardening experience do you have?

27.9%

72.1%

0.0%

25.2%

74.8%

Beginning gardener Casual gardener Experienced gardener
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30.0%
40.0%
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70.0%
80.0%
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Note: 75.8% characterize themselves as Casual gardeners compared to 49.4% last year.  

FEMALE MALE
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14.8%

53.3%

27.9%

4.1%

24.8%

48.6%

22.9%

3.8%

Very successful Successful Not as successful as I’d 
like

Definitely unsuccessful
0.0%

10.0%
20.0%
30.0%
40.0%
50.0%
60.0%

18.9%

51.1%

26.0%

4.0%

Very successful Successful Not as successful as I’d like Definitely unsuccessful
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

Did you feel successful with your garden activities in 2024? 

Success
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Note: Similar feelings of success compared to last year. 

70.0%
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32.2%

48.9%

15.4%

3.5%

Highly satisfied Satisfied Not satisfied Highly dissatisfied
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

How satisfied were you with the quality of the flowers, fruits and 
vegetables you grew in 2024 turned out?

Quality

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Similar feelings of satisfaction compared to last year.

82.1%
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Money Spent Gardening

54.6%

34.8%

10.6%

Same amount of money More money Less money
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

Are you likely to spend more or less money on gardening in 2025 
compared to 2024?

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Spend more money in 2025 is down from 48.3% last year. Spending same amount is up from 40.5% last year.
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2023  
2022  

2021  

2023  
2022  

2021  

2023  2022  

Time Spent Gardening 

47.1%

42.3%

10.6%

Same amount of time More time Less time
0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

50.0%

How much time do you expect to spend 
gardening in 2025 compared to 2024? 

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Spending same amount of time up from 34.5% last year.  Spending more time down from 52.1% last year. 
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Continue Gardening

50.7%

38.3%

7.9%
3.1%

Yes, and I will
plant more and

expand my
garden

Yes, but I will
plant the same

amount

Yes, but I will
plant less

No
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

Is gardening something you plan to continue in 2025?

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Plant more and expand garden down from 69.7% last year.   Plant the same amount up from 21% last year.   
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33.5%

19.4% 16.7%
9.7%

Home Depot Lowe’s Walmart Independent garden
center

0.0%

10.0%

20.0%

30.0%

40.0%

The top four retail outlets for your gardening supplies (i.e. seeds, 
fertilizers, pesticides, equipment, etc.) in 2024? 

33.0%

18.1%
13.4% 13.0%

Home Depot Lowe’s Independent garden
center

Walmart
0.0%

10.0%

20.0%

30.0%

40.0%

The top four retail outlets for garden plants

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Preferred Retailers

Note: Lowe’s garden supplies down 7.2 percentage points and plants down 8.5 percentage points from last year.  
          Home Depot garden supplies down 4 percentage points but plants up 6 percentage points from last year.
          IGC garden supplies up 1.2 percentage points and plants up 2.1 percentage points from last year. 
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Preferred Retailers
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The top four retail outlets for garden plants in 2024
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35.2%
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Home Depot Lowe’s Independent garden
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40.0%
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FEMALE MALE

Note: Males buying plants at Home Depot increased 8.2 percentage points from last year.  
          Females buying plants at Lowe’s decreased 8.8 percentage points from last year.
         Males buying plants at IGCs increased 3.3 percentage points from last year. 
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If retailers you regularly shop did not have the variety or kinds of plants that 
you wanted to buy in 2024, what did you do?

42.7%

22.7%

14.7%
11.3%

8.0%

0.7%

Visit other
retailers

Search the
internet

Wait to see if the
product arrives

later

Buy what store
associates

suggested as
substitutes

Grow the plant
from seed

Other (please
specify where )

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Finding the Plant You Want

Note: Visit other retailers increased from 35.6%, search internet decreased from 27.7%, and buy what store associates 
suggest as substitutes decreased from 21.4% last year.  
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32.8%
41.0%

18.9%

7.4%

28.6%

45.7%

19.1%

6.7%

Up to 5 miles 6-10 miles More than 10 miles I wouldn’t drive anywhere
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

2021  

30.8%

43.2%

18.9%

7.1%

Up to 5 miles 6-10 miles More than 10 miles I wouldn’t drive anywhere
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%
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Finding the Plant You Want

If the retailer you regularly shop doesn’t have the color of flowers or the varieties of 
vegetable plants you want to buy, how far are you likely to drive to find them?

Note: Nearly 3/4 will travel up to 10 miles to get the color or variety of plant they want. Similar to last year. 

74.0%

FEMALE MALE
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Pay More for Plant You Want

61.7%

38.3%

Yes No
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

70.0%

Are you likely to pay more for the specific color of 
flower or variety of vegetable plant you want? 

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Pay more for the specific color or variety decreased from 74.5% last year.  Unwilling to pay more increased 25.5% from last year.  
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Desired Plant Characteristics

What is the most important characteristic about the plants 
you purchase?  

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

31.7%
27.8%

10.1%
7.9% 7.5%

4.4% 3.5% 3.1% 1.8% 1.3% 0.9%

Produces
lots of

blooms,
fruits and
vegetables

Easy to
grow

Grows well
in my

growing
zone

Grows as
well in

containers
as it does

in the
ground

Grows well
in hot and

dry
conditions

Grows
quickly

Doesn’t 
require a 

lot of 
water

Doesn’t 
require a 

lot of 
chemicals

Resistant
to diseases
and insect

pests

Grows well
in clay soil

Grows as
well inside
the house
as it does

outside the
house

0.0%
5.0%

10.0%
15.0%
20.0%
25.0%
30.0%
35.0%
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Brand vs.Variety

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Last year, top three factors using weighted scoring (points for first, second third, fourth) were national brand (39.1%), 
specific variety of plant (32.9%) and store brand (28%.)  Price more important to females.  Store brand more important to males.

32.6%

14.5% 12.3%
9.3%

Specific variety of plant type I want 
to buy (e.g., Bee’s Knees Yellow 

Petunias, Endless Summer 
Bloomstruck Hydrangeas)

National Brand (e.g. Scotts
MiracleGro, Proven Winners,

Monrovia)

Price Store Brand (e.g. Home Depot, 
Lowe’s, Walmart)

0.0%
5.0%

10.0%
15.0%
20.0%
25.0%
30.0%
35.0%
40.0%

What are the three most important factors in your plant purchase decision?

35.2%

15.6% 14.8%

4.9%

29.5%

13.3%
8.6%

15.2%

Specific variety of plant type I want to buy National Brand Price Store Brand
0.0%
5.0%

10.0%
15.0%
20.0%
25.0%
30.0%
35.0%
40.0%

FEMALE MALE
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1.0%

8.8%

13.7%

19.6%

21.6%

35.3%

2.1%

3.2%

12.6%

14.7%

13.7%

53.7%

Twitter

TikTok

Instagram

Pinterest

Facebook

YouTube

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Social Media Preferences

What are the most important social mediums you use to 
learn about new plants and gardening supplies. 

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

FEMALE MALE
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11.5%

31.2%
36.1%

20.5%

0.8%

17.1%

41.0%

29.5%

9.5%
2.9%

Very important Important Neither important nor
unimportant

Not important Definitely not important
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

14.1%

35.7% 33.0%

15.4%

1.8%

Very important Important Neither important
nor unimportant

Not important Definitely not
important

0.0%
5.0%

10.0%
15.0%
20.0%
25.0%
30.0%
35.0%
40.0%

How important is it to you that the garden plants you 
buy are grown organically? 

Organically Grown 

49.8%

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

Note: Importance of organic plants down from 68.6% last year.  Organically grown plants more important to males.

FEMALE MALE
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15.4%

39.7%
32.6%

11.5%
0.9%

Very important Important Neither important
nor unimportant

Not important Definitely not
important

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

How important is it to you that the garden plants you 
buy are grown locally?

Locally Grown

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

18.0%

32.0%
36.1%

13.1%

0.8%

12.4%

48.6%

28.6%

9.5%
1.0%

Very important Important Neither important nor
unimportant

Not important Definitely not important
0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

55.1%

Note: Desire for locally grown plants from 70.6% last year.   Locally grown more important for males.  

FEMALE MALE
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Seeds or Plants

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

26.3%

41.7%

15.8% 16.2%

I buy seed and grow plants
to plant in my garden

I buy plants to plant in my
garden

I save seeds from last year
and grow my own plants

I do a combination of seeds
and plants

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

Do you grow your own plants from seed or do you buy plants at the store?

24.6%

45.9%

16.4% 13.1%

28.6%
37.1%

15.2%
19.0%

I buy seed and grow plants
to plant in my garden

I buy plants to plant in my
garden

I save seeds from last year
and grow my own plants

I do a combination of seeds
and plants

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

Note: Buy seed and grow plants down from 48.3% last year.  Buy plants down from 46% last year.  

FEMALE MALE
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Plants from Seeds

11.2%

54.0%

27.4%

7.4%

That’s the way I’ve always done it. I enjoy planting seeds and seeing
them grow into plants.

To save money. The varieties of plants I want only
come in seed.

0.0%
10.0%
20.0%
30.0%
40.0%
50.0%
60.0%
70.0%

Why do you grow your own plants from seed?

9.6%

49.1%

32.5%

8.8%12.9%

59.4%

21.8%

5.9%

That’s the way I’ve always done it. I enjoy planting seeds and seeing
them grow into plants.

To save money. The varieties of plants I want only
come in seed.
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20.0%

30.0%

40.0%

50.0%

60.0%

70.0%
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FEMALE MALE
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New Gardener Trend
Purchase location

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

6.6%

7.1%

11.5%

15.4%

15.4%

22.0%

Farm store

Amazon

Independent
garden center

Lowe’s

Walmart

Home Depot

0.0% 10.0% 20.0% 30.0%

If you grow your own plants from seed, where did you buy most of 
your garden seeds in 2024? (Top 6 displayed)

4.9%

6.6%

9.8%

14.8%

20.5%

17.2%

8.6%

7.6%

13.3%

16.2%

9.5%

27.6%

Farm store

Amazon

Independent garden
center

Lowe’s

Walmart

Home Depot

0.0% 10.0% 20.0% 30.0%

FEMALE MALE

Note: Walmart and Lowe’s were top two seed purchase locations last year.    
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Additional information
available upon request

mreiber@axiomcom.com

© 2025 AXIOM MARKETING COMMUNICATIONS, INC.

mailto:seinck@axiomcom.com
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About Axiom

Positively Different


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27

