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About the Study

Our goal with this industry
annual research is to learn more
about how much money and time
home gardeners spent on their
gardens in 2025, and how they

view the 2026 gardening season.

Mike Reiber
CEO & Founder




55.0%
Gender Gen X

(45-54)
SOUtNEeast
22300

53.0% | 47.0%
Female\ Male

o} (small town)

% | 5i8%

Respondents were recruited randomly from a panel of 70 million Americans.
All respondents own a home and purchased garden plants last year.

22.0%
GenZ

(22-28)

23.0%

GenY
(29-44)
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Time Gardening in 2025

34% spent 50% “more time” gardening in 2025. Total increase in
2025 vs. 2024 is 27%.

12% spent “100% more time” in 2025. Total increase in 2025 vs.
2024 is 41%.

Gen Y (66.7%) leads age segments in “more time” spent
gardening in 2025. But Gen Z follows closely at 63.8%.

30.7% felt "very successful” gardening in 2025. Total increase
from 2024-2025 is 19.5%.

31.3% see time as the #2 barrier to gardening more in the
future.

Working more and weather top 2 reasons for spending less time
gardening in 2025. NOTE: work and weather issues decreased
in 2025 vs. 2024 and 2023.

Gardening Spending in 2025

49.5% spent “more money” in 2025. Total increase in 2025
vs. 2024 is 11.5%.

Gen Y (61.1%) leads age segments in “more money” spent
and is significantly higher than Gen X (43%) in 2025.
Groceries, travel and eating out top 3 reasons among
respondents who “spent less” on gardening in 2025.
“Money/budget” (33.5%) cited the #1 barrier to gardening
more in 2025.



Garden Spending and Time in 2026

42.8% expect to “spend more” money gardening in 2026.

Gen Y (63.9%) leads age segments which expect to “spend more”
money gardening in 2026 - significantly higher than Gen X (31.4%.)
50.2% expect to spend “more time” gardening in 2026. Total
increase in 2025 vs. 2024 is 13%.

Gen Y (66.7%) and Gen Z (65.2%) virtually tied as the top age
segment which expects to spend “more time” gardening in 2026.
63.6% plan to “plant more and expand my garden” in 2025.
Total increase is 13.8% in 2025 vs. 2024.

38% of respondents highly satisfied with the “quality of their
flowers, fruits and vegetables in 2025. 30.7% “very successful.
45.7% want “more blooms, fruits and vegetables.” Total
increase in 2025 vs. 2024 is 17.8%.

Top 3 garden projects for 2026 include: increasing “curb appeal”
(60.1%), creating vegetable gardens (50.3%) and adding automatic
watering system (41.6%).

Key Information Sources

Top 2 “places to learn about new plants and garden supplies”
include: IGCS (22%) and websites (19.8%). Total increase is 31%
for IGCs in 2025 vs. 2024. Total decrease for websites is 29.2%
in 2025 vs. 2024.

Google Lens (41.5%) is “most important smart phone app to
learn about new plants™ -- more than double all other response
options.

Executive
Summary




Mass Merchant & Online Purchases

« Home Depot #1 purchase outlet for garden supplies and plants
in 2025 but down significantly vs. 2024 data.
H.D. garden supplies 2025 (24.6%) and 2024 (32.2%). Total
decrease is 23.6% for 2025 vs. 2024.
H.D. garden plants 2025 (23.6%) and 2024 (33.9%). Total
decrease is 30.4% for 2025 vs. 2024.
« Walmart and Lowe’s down slightly in 2025 vs. 2024 for both
garden supplies and garden plants.
| « Online purchases of garden products declined slightly in 2025.
« Top 3 reasons in 2025 for online purchasing include: price (33.6%),
time savings (29.4%) and wider selection (28.2%).
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Executive

IGC Purchases

» IGCs surpass websites in 2025 as #1 source “to learn about new

. plants and garden supplies.”

|+ IGCs (30.3%) #1 purchase outlet for “highest quality plants.”

; '+ Inspiration (37.1%) #1 driver to “increase time and money spent

| atlGCs”

-'-_ » 39.3% make 4-7 IGC visits per the 2025 gardening season.

* 39% spent 30+ minutes during each IGC visit.

« Top 3 needs for visiting IGCs include: "more plant choices”
(28.1%), “new plant varieties” (16.0%), “help choosing the right

| plant” (13.1%).

i - IGCs #1 outlet (28.5%) for “most knowledgeable store

associates to answer gardening questions.”




Garden Purchase Habits

» 55.2% have a shopping list vs. 44.8% who are impulse buyers
« 77% "likely to pay more” for the specific color or variety they b 2
want. S e 2
+ 80.2% “highly likely or likely to shop other retailers” to find E t
color or variety they want. xe‘bu Ive
* 52.1% willing to drive “6-10 miles” to find desired color or variety. [- --I
+ 36% cite “specific variety of plant type” as #1 decision factor S ry
(similar to 2024.) k! umma
-+ Price and highly descriptive tags increasingly important in
2025 vs. 2024,
.+ “Lots of blooms and produce” remains most important
characteristic about plants purchased but declined by 37.2% in
2025 vs. 2024.
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- Al Tools Clarify Feelings and Emotions r..;
about Gardening |

. » Personal satisfaction (21.7%), calmness/serenity (19.1%) and

. achievement/recognition (18.8%) top open-ended responses
about "how your garden makes you feel.”

+ Makes my garden different (47.3%) overwhelming #1 open-
ended response about “what causes you to buy new plant
varieties.”

" + Distinctive plant choices (17.3%), plant and garden diversity

(11.5%), neighborhood uniqueness (8.5%) top 3 open-ended

responses about “why do you like to buy new kinds of plants.”




More Time Spent in 2025

How much time did you spend gardening in 2025 compared to 20242 ¢

1.6%

8.6% m Less time
m Same amount of time
m Up to 50% more time

m Up to 100% more time

43.8%

m Up to 150% more time

27% increase for “50% more time” from in 2025 vs. 2024 -- (33.9-26.6/26.6)
. 41% increase for “100% more time” in 2025 vs. 2024 -- (12.1-8.6/8.6)




60%

50%

40%

30%

20%

10%

0%

Same amount of time More time Less time

Largest increase in “more time” spent gardening since 2022.




Gen Y Leads in More Time Spent in 2025

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

AN

70%

60% 56.4%
mGenZ mEGenY EGenX

50%

40%

29.2%

27.5%

30%

20%

8.7% 10.5%

0% -

Less time Same amount of time More time




pXlom. Work and Weather

If you spent less time gardening in 2025, why?

| |
Weather was bad 21.2% 2024, 30:2% 1n 2023 I [}

I was working more (home or back to the office) 17.4% 2024, 20.6% in 2023 INEY

Physical limitations

In-home projects (new room, finish basement, entertainment...
Vacationing more

Increased living costs

Poor results/frustration

Transitioning to low maintenance garden

Spent more time outside the house socializing

Tired of doing home and garden tasks

Hired someone to take care of it

0% 5% 10% 15%

Fewer 2025 weather and work issues likely increased time and money spent gardening in 2025.
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How much money did you spend on gardening in 2025,
compared to 2024?

= Same amount of money

® More money

m Less money

11.5% increase in “more money” spent in 2025 vs. 2024 -- (49.5-44.4/44.4)

12




yiom. More Money Spent in 2025

60%

50%

40%

30% -

20%

10%

0% -
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How much money did you spend on gardening in 2025, compared to 2024?

2=

44.4%
° 42.4%

2022
19.5%

13.7%
10.2%

I 2025 | 2024 | 2023 I 2022

2025 |2024 2023

Same amount of money More money Less money

Highest increase in “more money” spent gardening since 2022.
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Gen Y Leads in More Money Spent

How much money did you spend on gardening in
2025, compared to 2024?

PR
¢

70%

60%

mGenZ mGenY EmGenX

50%

40%

30%

20%

10%

0%

Same amount of money More money Less money

Gen Y respondents spending “more money"” significantly higher than Gen X.




15

¥ Groceries, Travel, Eating Out

If you spent less money on gardening in 2025, what did you spend it on?

Groceries

Travel

Eating out

Home improvement
Entertainment
Medical costs

Rent/mortgage payments

21.3%

0% 5% 10% 15% 20%

Similar to findings from 2024.

25%



shfom 42.8% Expect to Spend More in 2026

Are you likely to spend more or less money on gardening in
2026 compared to 2025?

60%

50% -

40% -

30% -

20% -

10% -

0% -

Same amount of money More money Less money



Are you likely to spend more or less money on gardening in 2026 compared to 2025?
mGenZ mGenY mGenX

70%
61.1%
60%

)
50% 49.3%

40.6%
40%

31.9% 31.4%
30%

20%

10.1%
10% 7.6%

4.2%

0%
Same amount of'money More money Less money



#m More Time Gardening in 2026

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

How much time do you expect to spend gardening in 2026 compared to 2025?

VI 4 \
P/
L4

Same amount of time More time Less time

13% increase in respondents expecting to spend more time gardening in 2026 -- (50.2-44.4/44.4)
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80%

70%

60% -

50%

40%

30% -

20% -

10% -

0% -

How much time do you expect to spend gardening in 2026 compared to 2025?

mGenZ mGenY mGenX

20.3%

6.9% 7.6%

Same amount of time More time Less time

Gen Y and Gen Z virtually tied for expecting to spend “more time” gardening in 2026.
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3Xiom More Garden Success in 2025

60%

50%

40%

30%

20%

10%

0%

Did you feel successful with your garden activities in 2025?

48.4% 49.2%

2024 2025
3.6% 4.2%

Not as successful as I'd Successful Very successful Definitely unsuccessful
like

19.5% increase in “very successful” in 2025 vs. 2024 -- (30.7-25.7/25.7)




60%

50%

40%

30%

20%

10%

0%
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High Satisfaction in 2025

How satisfied were you with the quality of the flowers,
fruits and vegetables you grew in 2025 turned out?

Satisfied

Highly satisfied

Not satisfied

Highly dissatisfied
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But | Want More ....

What phrase best reflects your feelings on the amounts of flower
blooms, fruits and vegetables that you grew in 2025?

60%

50%

40%

30%

20%

10%

0%

I got the amount | expected I'd like more I'd like a lot more

17.8% increase in desire for more “blooms, fruits and vegetables” in 2025 vs. 2024 -- (45.7-38.8/38.8)

22



som. Plant More in 2026

70%

60%

50%

40%

30%

20%

10%

0% -
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Is gardening something you plan to continue in 2026?

7.6%

5.4%
2024 2025

Yes, and | will plant more Yes, but | will plant the  Yes, but | will plant less No
and expand my garden same amount

13.8% increase in “plant more and expand my garden” in 2025 vs. 2024 --

(63.6-55.9/55.9)




sXiom Home Depot Leads But ....

Where did you buy most of your gardening supplies (i.e. seeds,
fertilizers, pesticides, equipment, etc.) in 2025? (check one)

Home Depot SN A0L 24.6%

Walmart 1% L8 15.7%
Lowe’s 4.4%
Independent garden center

Farm store

Local indoor plant store
Hardware store

Online

Grocery store

Other (please specify where)
Mail Order

1 207450 7.4%
6.7%

0% 5% 10% 15% 20% 25% 30%

Home Depot leads, however, share is declining. IGCs and farm stores increasing share.




sXiom Home Depot Leads But ....

Where did you buy most of your garden plants in 2025?

Home Depot

Independent garden center (ERSATLr2Y 18.2%
I
Lowe's

Seheinuls 23.6%

Walmart 13.2% in 2024
Farm store

Local indoor plant stores
Hardware store

Online

Grocery store

Other (please specify where)

Mail Order

Lasin 202l 8.0%

6.7%

0% 5% 10% 15% 20% 25%
Home Depot leads, however, share is declining. IGCs and farm stores increasing share.
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Online Purchasing

In the past few years are you buying more or less garden products online?

45.0%

40.0%

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

41.8%

More

2024
e

The same Less I don't buy garden
products online

Slight declines of online purchases in 2025. One-quarter of 2025 respondents don’t buy online.

26



Online Purchasing

Why are you buying garden products online?

Price

Saves time

Wider selection

Products not available at retail

Delivered to my home

Comparison shopping

Customer reviews

.6%

0%

Price, time savings and wide selection top 3 reasons for buying online.

5% 10% 15% 20% 25% 30% 35%

27

40%



¥ Highest Quality Plants at IGCs

Where do you find the highest quality plants?

Independent garden center
Home Depot

Lowe’s

Walmart

Farm store

Online

Other

Grocery store

Hardware store

Mail Order

0% 5% 10% 15% 20% 25% 30% 35%




#°m Inspiration Most Important Driver

What would make you want to spend more time and money at local independent
garden centers during the 2026 gardening season?

Inspiration for new garden ideas

More plant sales

More and different plant displays

Discussions with plant experts

More new plant shipments during the gardening season
Workshops on home and garden projects

Community connections

Other

Better social media content

Improved website

0% 5% 10% 15% 20% 25% 30% 35% 40%

Inspiration for new garden ideas increases time and money spent at IGCs.

29



#“em Plant Choices, Variety, Advice

When you visit local independent garden centers, what do you need most?

More plant choices 28.1%
New plant varieties

Help choosing the right plant for my garden
Design inspiration

New ideas for my garden or outdoor living projects
One stop shopping

Special products that | can’t buy at other retailers
Expert advice on tough problems

Other (please specify where)

0% 5% 10% 15% 20% 25% 30%

More plant choices, new plants, plant advice top 3 needs fulfilled by IGCs.

e .




¥iem. Similar Visits to IGCs in 2025

Compared to 2024, did you visit local independent garden centers more or less?

70% 62.8% 61.7%
60%

50% 2024
40%

30%
20%

10%

0%




Yiom. Separate Trips to IGCs in 2025

Approximately how many separate trips to local independent garden centers did you
make during the 2025 gardening season?

45.0%
40.0% -
35.0% -
30.0% -
25.0% -
20.0% -
15.0% -
10.0% -
5.0% -
0.0% -

39.3%

14.1%

4.8%

1-3 trips 4-7 trips More than 7 trips No trips or cannot remember




piem.. Time Spent Per Trip

What was the average time you spent for each trip to local independent garden
centers during the 2025 gardening season?

60%

49.2%

50%

40%

30%

20%

10%

0%
Less than 15 minutes per trip 15-30 minutes per trip More than 30 minutes per trip No trips or cannot remember




Planned or Impulse Purchase

When you shop for plants and garden supplies, do you more often have |
a shopping list, or do you buy on impuise?

Impulse

Shopping List

Respondents with a “shopping list” top impulse buyers in 2025.

34




Most Purchase the Same Plants Each Year

35

Do you typically buy the same garden plants year after year?

70%
60%
50%
40%
30%
20%
10%

0%

57.8%

1 )
S2.2°70

T I
Yes No

Why do you typically buy the same garden plants year after year?

Reliability

Routine

Understand how plants grow
Fits my garden color scheme
Like the color/smell/taste
Anticipation of reward

Other (please specify)

24.3%
18.09
18.09

0% 5% 10% 15% 20% 25%

30%



New Plants Differentiate

What causes you to buy new plant varieties that you've not grown in the past? (Al open-ended question)

Makes my garden different 47.3%
New colors 29.7%
I like new plants 25.6%

| get more blooms and fresh produce 24.0%

Opportunity to express myself 23.6%

New varieties have better genetics 23.3%

Recommendations from bloggers and garden...
Other (please specify)

0.(;% 1 0.‘0% 20.‘0% 30.0% 40.0% 50.0%




"™ New Plants Distinctive & Diverse

Why do you like to buy new kinds of plants? (Al open-ended question)

Distinctive Plant Choices 17.3%
Plant and Garden Diversity
Neighborhood Uniqueness

Personal Expression

Plant Survival and Maintenance
Garden and Home Aesthetics
Gardening Creativity and Trends
Gardening Enjoyment

Plant Care Knowledge

Local Plant Adaptation

Environmental and Health Benefits

0% 5% 10% 15% 20%

New plants make gardens stand out and are a tool for personal expression, creativity and curb appeal.

37



IGC Associates Most Knowledgeable

Where do you find the most knowledgeable store associates to answer \Q
your gardening questions?

Independent garden center
Home Depot

Lowe’s

Local indoor plant stores
Walmart

Farm store

Hardware store

Other (please specify where)

Grocery store

0% 5% 10% 15% 20% 25% 30%




¥ 1GCs Top Garden Info Source

What is the most important place to learn about new plants and gardening supplies?

16.8% in 2024 w¥Xil0
28:0% 1N 2024 4§ [° K17

Independent garden centers

Websites

Home Depot

Walmart

Social media

Lowe's

University/local extension service
Smart Phone Apps

Podcasts and webinars

TV

Print and Digital Magazines

Newspapers

0% 5% 10% 15% 20% 25%

IGCs increased by 31% in 2025 vs. 2024 - (22-16.8/16.8).
Websites declined by 29.2% in 2025 vs. 2024 - (19.8-28/28)

39



¥ Money and Time Limit Gardening

What is stopping you from gardening more?

Money/Budget 33.5%
Time 31.3%
Space
Ideas

Health/handicaps

Weather

0% 5% 10% 15% 20% 25% 30% 35% 40%

2 Results similar to previous years.




Google
Lens

Plant Net

Blossom

INaturalist

Picture
This

41

Google Lens Most Popular

Smart Phone Apps

What is the most important smart phone app to learn

about new plants?

0% 5%

10% 15% 20% 25% 30% 35% 40% 45%




gXiom_ Pay More for Color and Variety

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

90%

70% -

60% -

50% -

40% -

30% -

23.0%

20% -

10% -

0% - .
Yes No




¥iem Willingness to Shop Other Retailers

If the retailer you regularly shop didn’t have the color of flowers and varieties of vegetable

45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

plants that you wanted to buy, how likely are you to go to another retailer?

42.8%

Highly likel Likely Neither likely no unlikely Unlikely Very unlikely
ghly y




¥ Willingness to Drive to Other Retailers

If the retailer you regularly shop didn’t have the color of flowers and varieties of vegetable
plants that you wanted to buy, how far would you travel to find your choice?

60%

52.1%

50%

40%

30%

20%

10%

0%
Up to 5 miles 6-10 miles More than 10 miles I wouldn’t drive anywhere




Xiom. The Value of Gardening

How does your garden make you feel? (Al open-ended question)

Personal Satisfaction 21.7%
Calmness, Serenity
Achievement, Recognition
Positive Emotions

Nature Connection
Aesthetic Appreciation
Leisure, Relaxation

Watching things grow

Health and Food

0.0% 10.0% 20.0% 30.0%

45



Specific variety of plant type | want to buy (e.g., Bee's Knees...

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

46

Purchase Decision Factors

What is the most important factor in your plant purchase decision?

Price A2zt 19.0%

2230 15 20722 11.6%

8.0% 15.8% in 2024

Highly descriptive plant tags

Suggestions from store associates 7.1%
Recommendations/reviews

Store Brand (e.g. Home Depot, Lowe’s, Walmart)
Has a unique story

Featured on social media

A0z 36.0%

0% 10% 20%

“Price” and “highly descriptive plant tags” increased dramatically in 2025 vs. 2024.

30%

“National brand” dropped by nearly half in 2025 vs. 2024.

40%



¥%" Lots of Blooms and Produce

What are the three most important characteristics about the plants you purchase?

Produces lots of blooms, fruits and vegetables 35:2% 1N 2024wy R L7

Easy to grow 9%
Grows back year to year

Fits perfectly into specific spots in my garden
Colorful blossoms and leaves

Grows quickly

Grows as well in containers as it does in the ground

Fits my garden’s color scheme

Recommendations/reviews

0% 5% 10% 15% 20% 25%

“Produces lots of blooms, fruit and vegetables” declined 37.2% in 2025 vs. 2024 -- (22.1-35.2/35.2)



YouTube and Facebook Declining

What is the most important social medium to learn about new plants and gardening supplies?

45.0%

40.0%

35.0%

30.0%

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

2024 B 2025

13.4%

T1.8%11.2% 10.5%10.9%

8.6%

5.1%

16% 2:6%

0.0% 0.0%

YouTube Instagram Facebook Pinterest Other (please TikTok Reddit Twitter Retailer
specify)

TikTok and Reddit increasing in 2025.
Note: Other was over two thirds none, then no other significant choice.

X ® 0 @ 0 0 >




Irrigation Systems ....

What is the most important gardening project that you hope to accomplish in 2026?

2026 2025
Creating front of the house plantings that . Creating front of the house plantings that 52.4%
increase the curb appeal of my home 60.1% increase the curb appeal of my home 1
Creating vegetable gardens 3% Creating vegetable gardens 51.4%

Adding an automatic watering system Adding outdoor lightin

Creating plantings for pollinators and wildlife
anting more flowering trees an
Adding a water garden

Planting more flowering trees and shrubs
Planting more perennials

Adding or updating a new deck/patio

Planting fruit trees

Updating or adding a new deck/patio 5.6%

Growing new kinds of vegetables and fruits . .
Planting fruit trees

26.2% / Creating plantings for pollinators and

o / wildlife
A7

Adding more container gardens
24.6%

’ Adding trellises and vertical gardening
3% areas

5.5%

Adding more container gardens

24.6%

Adding trellises and vertical gardening areas

22.3%

Planting more tropicals

Adding outdoor lighting 21.6%

» 0% 10% 20% 30% 40% 50% 60% 70% 0% 10% 20% 30% 40% 50% 60% 70%
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Additional information
available upon request

This report represents a summary of our
key research findings.

Contact Mike Reiber

mreiber@axiomcom.com

If you'd like more detailed implications,
customized views of the data, demographic
or age breakdowns and more, contact us. 5&1


mailto:seinck@axiomcom.com
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Since 1993, Axiom has served North America’s best known
horticultural, agricultural, and building products.

Axiom uses market insights to drive strategies in sales,
innovation and market communications, which accelerates
purchase decisions and business growth.

Headquartered in Minneapolis, Axiom is a fully integrated
team based in Charlottesville, VA; Charlotte, NC; and Cedar
Rapids, IA..

Positively Different

Our team is comprised of industry veterans who've led
businesses from start-ups to Fortune 500's.

We're not just marketing professionals.

We're engineers, market research managers, new product
developers, data scientists and sales professionals with real
world experience and similar responsibilities to those of our
clients.

Our intimate understanding of the verticals we serve helps
us solve your biggest challenges faster for quicker ROl and
accelerated sales.
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