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COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an update of
how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

· In 2021, revenue for the Nursery and Garden Stores industry in Canada is expected to recover after dropping
sharply in 2020 due to the COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance
chapter.

· Demand from older consumers is expected to be most affected by the coronavirus pandemic, which will likely limit
industry performance. For more detail, please see the Major Markets chapter.

· In 2021, profit is expected to improve after falling in 2020 due to difficult operating conditions. For more detail,
please see the Executive Summary chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition Operators in the industry are primarily engaged in retailing a broad range of nursery and garden supplies and tools,

including gardening and lawn tools, trees, shrubs, plants, seeds, bulbs and sod. The industry does not include
operators that focus primarily on wholesaling new or used farm, lawn and garden machinery, as well as equipment
and parts (refer to IBISWorld report 41711CA), nor does it include companies primarily engaged in growing and
retailing nursery stock (11142CA).

Major Players There are no major players in this industry

Main Activities The primary activities of this industry are:

Operating farm supply stores

Operating garden centres

Operating lawn supply stores

Operating nursery and garden centres without tree production

The major products and services in this industry are:

Equipment

Seeds, grain and animal feed

Soil and chemicals

Plants

Tools and other supplies
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Supply Chain

SIMILAR INDUSTRIES

Plant & Flower Growing in
Canada

Farm, Lawn & Garden Equipment
Wholesaling in Canada

Farm Supplies Wholesaling in
Canada

Home Improvement Stores in
Canada

Hardware Stores in Canada Landscaping Services in Canada    

   

       

       

RELATED INTERNATIONAL INDUSTRIES

Nursery & Garden Stores in the
US

BBQ & Outdoor Cooking Stores Farm Supply Stores Hydroponic Growing Equipment
Stores

Garden Supplies Retailing in
Australia

Garden Centres & Pet Shops in
the UK

Garden Supplies Retailing in New
Zealand
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Industry at a Glance
Key Statistics

$6.0bn
Revenue

Annual Growth

2016–2021

-1.3%

Annual Growth

2021–2026

1.6%

Annual Growth

2016–2026

 

$320.4m
Profit

Annual Growth

2016–2021

-1.3%

  Annual Growth

2016–2021

 

5.3%
Profit Margin

 

 

1,757
Businesses

Annual Growth

2016–2021

-2.5%

Annual Growth

2021–2026

-0.6%

Annual Growth

2016–2026

 

22,779
Employment

Annual Growth

2016–2021

-2.4%

Annual Growth

2021–2026

0.7%

Annual Growth

2016–2026

 

$872.4m
Wages

Annual Growth

2016–2021

-1.6%

Annual Growth

2021–2026

0.8%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

0.5pp
National unemployment rate

0.8%
Per capita disposable income

0.7%
Residential renovation
expenditure

0.1%
Leisure time

 
Industry Structure

POSITIVE IMPACT

  Concentration
Low   Regulation & Policy

Light / Steady

  Technology Change
Low   Industry Globalization

Low / Steady

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Capital Intensity
Medium

NEGATIVE IMPACT

  Industry Assistance
Low / Steady   Barriers to Entry

Low / Steady

  Competition
High / Increasing

 

Key Trends

 Heightened levels of external competition have continued to
leach precious costumers away from the industry

 Operators that provide generic industry goods have had to
adjust by enhancing their product and service offerings

 As a result of the decline in enterprises, industry
employment and wages are expected to decrease

 Canada's aging population will likely benefit industry
operators

 The industry is expected to benefit from increased
residential renovation expenditure

 Due to rising external competition, the number of industry
enterprises is expected to decrease slightly

 Many operators have offset declines in revenue by
concentrating on niche markets
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Products & Services Segmentation

 
Major Players

There are no major players in this industry
SWOT

STRENGTHS

  Low Imports

  High Profit vs. Sector Average

  Low Customer Class Concentration

   

WEAKNESSES

  Low & Steady Barriers to Entry

  Low & Steady Level of Assistance

  High Competition

  High Product/Service Concentration

  Low Revenue per Employee

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  National unemployment rate

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Performance Drivers

  Per capita disposable income
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Executive Summary Harvest season: The industry will likely endure increased competition
from home improvement stores

The Nursery and Garden Stores industry in Canada is forecast to decline over the five years to 2021. The domestic
industry relies on the discretionary purchases of garden tools and supplies to make sales. Unemployment is
projected to increase strongly in 2020 due to the COVID-19 (coronavirus) pandemic in Canada, contributing to the
decline in revenue. Despite expected growth in per capita disposable income, recent economic volatility is expected
to shift consumer spending away from nonessential items, such as plants and trees, toward food and other essential
goods. Also, increased external competition from home improvement stores and mass merchandisers, which offer
comparable goods at lower prices, has contributed to the decline in revenue. Overall, industry revenue is expected
to decrease an annualized 1.3% to $6.0 billion, despite forecast growth of 7.3% in 2021 alone due to an expected
increase in demand following the vaccine rollout.

Consumers are increasingly shifting toward one-stop shopping. With many mass merchandisers adding nursery and
garden items to their product lines, in addition to being able to offer lower-priced goods due to their economies of
scale, industry operators have increasingly struggled to compete. However, many operators have offset declines in
revenue by concentrating on niche markets. According to a 2017 Garden Center magazine survey (latest data
available), 32.0% of industry operators reported that competition from big-box stores presented one of the biggest
challenges to the industry (latest data available). Due to such high external competition, operators have adopted
various measures to differentiate themselves. This includes hiring more experienced workers and expanding niche
product offerings, which are generally more profitable. As a result of these efforts and increased consumer
spending, industry profit, measured as earnings before interest and taxes, has remained stable over the past five
years at 5.3% of industry revenue.

Over the five years to 2026, the industry is forecast to return to growth. The aging national population and a steady
increase in per capita disposable income are both expected to bolster growth over the next five years. Even so, the
industry will likely endure increased competition from home improvement stores and mass merchandisers, both of
which offer the one-stop shopping experience that consumers crave. Overall, industry revenue is expected to
increase at an annualized rate of 1.5% to $6.5 billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Per capita disposable income

Nursery and garden products are generally considered discretionary items. Therefore, an increase in household
income bolsters consumers' inclination and ability to purchase industry goods, driving up revenue. Lower per capita
disposable income will cause consumers to defer purchases of these products considered to be nonessential. Per
capita disposable income is expected to decrease in 2021, posing a potential threat to the industry.

 

Leisure time

The availability of leisure time determines the amount of time that consumers will spend on hobbies such as
gardening and landscaping. As consumers have more leisure time, they can allocate more time to gardening, which
increases demand for industry goods. Comparatively, as consumers are more time strapped, it is more difficult to
incorporate gardening into their schedules, which lowers demand for nursery and garden supplies. Leisure time is
expected to decrease in 2021.

 

National unemployment rate

The unemployment rate directly affects consumers' inclination and ability to invest in home improvements through
purchases of nursery and garden products. When people become unemployed, they become more likely to tighten
budgets and reduce spending on discretionary items, including industry products. The national unemployment rate is
expected to decrease significantly in 2021, representing a potential opportunity for this industry.

 

Residential renovation expenditure

Demand for industry products is sensitive to the level of residential renovation expenditure, including spending on
nursery and garden goods. Residential renovation expenditure is expected to grow in 2021.
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Current
Performance

The Nursery and Garden Stores industry in Canada has contracted over
the five years to 2021.

Operators in this industry primarily sell garden tools and supplies, including trees, shrubs, plants, seeds, bulbs, sod
and animal feed to households and the farming community. Although the industry has benefited from increased
residential renovation expenditure and an aging population over the past five years, the availability of lower-priced
options from external competitors has caused downstream consumers to make nursery and garden product
purchases outside of the industry.

While nursery and garden store operators have combatted this somewhat by offering specialty items and superior
service offerings, the COVID-19 (coronavirus) pandemic has contributed to the decline during the five-year period.
This is because many industry stores were forced to temporarily close in an attempt to slow the spread of
coronavirus. Some locations offered online orders or curbside pickup, but the vast majority of the industry's
nurseries did not have these technological capabilities. Alternatively, most big-box stores and home improvement
stores, which have increasingly posed a threat to industry growth, maintain a strong online presence, which enabled
them to capture an even larger share of industry demand in 2020. Industry revenue is forecast to decline an
annualized 1.3% to $6.0 billion over the five years to 2021, despite forecast growth of 7.3% in 2021 alone as the
industry recovers after enduring a decline of 9.7% in 2020.

GAME-CHANGING TRENDS AND TOUGH COMPETITION

The industry fared better than most other retailing industries in the
economic lull during the previous period.

Although tough economic times depressed demand for some industry goods, many consumers began gardening on
their own to save money rather than hiring operators in the Landscaping Services industry in Canada (IBISWorld
report 56173CA). Over the five years to 2021, the unemployment rate is estimated to increase an annualized 1.2%,
including forecast growth of 67.4% in 2020 alone, in response to the closure of many businesses as a result of the
outbreak of coronavirus.

Heightened levels of external competition from big-box retailers, hardware stores and other home improvement
centres and online retailers have continued to leach precious costumers away from the industry. These outlets are
increasingly carrying garden tools, supplies, lines of trees, bulbs and other industry products, which diminishes
demand for the same items at industry store locations. These companies can source goods from growers and
wholesalers at lower prices because they purchase large quantities and these savings can be passed on to the
consumer. Further, hardware stores have also been designated as essential businesses that are permitted to
remain open during the coronavirus pandemic, whereas the industry's nursery and garden centres are considered
nonessential. This further widens the gap between industry stores and their external competitors. According to a
survey done by Garden Center magazine in 2017, competition from big-box retailers is one of the largest challenges
for the domestic industry, as an estimated 32.0% of store operators stated that competition posed a significant threat
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to their business (latest data available). This figure may increase further as the coronavirus pandemic in Canada
continues evolving.

To counteract heightened external competition, many operators have implemented rewards programs that provide
regular discounts on store products. Other loyalty programs enable consumers to collect points toward bonus offers
or to be used for instant in-store savings. These programs hope to attract repeat purchases from consumers. For
example, Humber Nurseries 2020 Ltd. gives Humber Loyalty Dollars to customers that provide their phone number
to the cashier. For each purchase up to $1,000, a customer earns 2.0% of the purchase price for most items in
loyalty dollars, which can be redeemed on future purchases. Furthermore, seniors aged 60 and older and
horticultural society members earn an additional 3.0% in loyalty dollars on each purchase. In addition to loyalty
programs, many operators have differentiated themselves by offering specialty products not always found in big-box
stores. These items include organic seeds, fertilizers and biopesticides, in addition to handmade pottery and yard
decor.

INDUSTRY LANDSCAPE

The industry is composed of small and independent players, with most
businesses catering to local or provincial demand.

According to 2021 figures from Statistics Canada (latest data available), 94.9% of industry establishments have
fewer than 50 employees and most industry companies only operate a single location. Consequently, the industry is
very fragmented, with no operator accounting for more than 5.0% of industry revenue, according to IBISWorld
estimates. With sales threatened by increased external competition, companies have been forced to either
consolidate or exit the industry entirely. Consequently, the number of industry enterprises is expected to decline an
annualized 2.5% to 1,757 companies over the five years to 2021. As mass merchandisers increasingly offer industry
products, operators that provide generic industry goods have had to adjust by enhancing their specialized product
and service offerings. Although these products increase purchasing costs, operators can charge higher markups. As
consumer spending recovers and more operators focus on specialty products during the five-year period, industry
profit, measured as earnings before interest and taxes, is expected to remain stable, accounting for 5.3% of revenue
in 2021.

As a result of the decline in enterprises, industry employment and wages are expected to decrease over the five
years to 2021. Industry employment is forecast to decline an annualized 2.4% to 22,779 workers over the five years
to 2021, as operators attempt to reduce expenses to steady profit. Hiring experienced employees is necessary for
operators to differentiate themselves from mass merchandisers by offering superior customer service. Additionally,
knowledgeable staff benefits operators that suffer from volatile weather conditions. According to a 2017 survey from
Garden Center magazine, environmental conditions are a major concern for industry operators, with 55.0% of
respondents classifying the weather as a factor affecting revenue. Volatile weather patterns can alter the type and
amount of industry products sold, making inventory planning and management a daunting task. Hiring
knowledgeable employees helps industry operators more effectively plan for seasonal changes and better educate
customers on how to adjust their gardens in the case of adverse weather conditions.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Leisure time
(hours per

day per
capita)

2012 6,202 1,478 1,847 1,683 30,443 N/A N/A 1,028 N/A 5.75
2013 6,940 1,501 2,325 1,897 29,055 N/A N/A 967 N/A 5.74
2014 6,123 1,342 2,255 2,114 25,323 N/A N/A 897 N/A 5.76
2015 6,321 1,391 2,205 2,059 24,095 N/A N/A 901 N/A 5.75
2016 6,451 1,433 2,118 1,995 25,784 N/A N/A 947 N/A 5.77
2017 6,524 1,471 2,054 1,926 26,859 N/A N/A 948 N/A 5.75
2018 6,374 1,441 1,998 1,870 23,384 N/A N/A 907 N/A 5.75
2019 6,238 1,381 1,915 1,806 23,599 N/A N/A 903 N/A 5.74
2020 5,632 1,181 1,859 1,742 21,929 N/A N/A 834 N/A 5.93
2021 6,045 1,329 1,878 1,757 22,779 N/A N/A 872 N/A 5.79
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Industry Outlook
Outlook Revenue for the Nursery and Garden Stores industry in Canada is

expected to increase at an annualized rate of 1.5% to $6.5 billion over the
five years to 2026, signalling the industry's return to growth.

As was the case over the five years to 2021, external competition from alternative outlets, such as home
improvement stores and mass merchandisers, is expected to continue threatening industry operators. Despite this
harsh competitive landscape, however, rising per capita disposable income and continued consumer spending,
particularly in the area of home improvement, will likely offset some competitive pressure, thereby encouraging
individuals that partake in gardening and landscaping activities to spend more on specialty industry goods and
services. Additionally, Canada's aging population will likely benefit industry operators, as the industry's largest
market for goods increases in size. For these reasons, the industry is expected to perform well over the next five
years, though some lingering aspects of the COVID-19 (coronavirus) pandemic may slow growth somewhat.

DEMAND TRADEOFFS

While consumers are expected to benefit from an increase in per capita
disposable income, which is forecast to rise an annualized 0.8% over the
next five years, households will largely remain budget-savvy and limit
spending on discretionary items, such as nursery and garden products.

Nevertheless, the industry is expected to benefit from increased residential renovation expenditure, which is forecast
to increase an annualized 2.0% over the five years to 2026. However, despite the Bank of Canada cutting its
benchmark interest rate recently, mortgage rates have not followed suit, which may dampen growth in Canadian
housing markets such as those in Vancouver and Toronto, potentially slowing industry growth.

The aging Canadian population is expected to benefit industry operators over the next five years. Consumers that
are already at or approaching retirement age generate the majority of the industry's sales revenue. To this end, the
number of adults aged 65 and older is expected to increase at an annualized rate of 3.5% over the five years to
2026, bolstering demand for industry goods. While this age group is most likely to purchase industry items, retired
adults typically have lower incomes than younger adults. As a result, operators in this industry will have to increase
spending on promotional activity to attract and retain these older consumers.

Similar to the previous five-year period, to remain competitive in the industry, smaller operators are expected to
create niche markets. These specialty stores will likely differentiate themselves through diversity of product type,
price, retail model or even high levels of product knowledge and expertise. Larger chains typically have increased
promotional discounts, such as deals of the week, senior citizen discounts, loyalty dollars and VIP membership. In
addition, nursery and garden stores are increasingly offering e-commerce for online purchases. According to Garden
Center magazine's 2013 survey (latest data available), 14.3% of garden centres operated an e-commerce channel
in addition to their traditional brick-and-mortar store. In the same survey, 33.3% of respondents reported that they
planned to introduce an e-commerce site in the following year. This trend of e-commerce is expected to continue
growing at an accelerated pace over the next five years, with demand from e-commerce and online auctions
forecast to increase an annualized 10.0% over the five years to 2026. Although most goods will be sold through
traditional retail locations, the implementation of online channels will likely give some industry operators a
competitive edge.
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INDUSTRY LANDSCAPE

External competition is expected to become more prevalent over the next
five years.

Demand from home improvement stores such as Lowe's Companies Inc. and mass merchandisers such as Walmart
Inc. continues to increase as those consumers that are more strapped for time and dependent on technology
increase their one-stop shop purchases. Consumers are also seeking the lowest prices, which these alternative
retailers are typically able to provide due to their economies of scale. Compared with the industry's nursery and
garden centres, discount department stores are better able to pass on savings from bulk gardening and landscaping
product purchases to the consumer with the added benefit of one-stop shopping.

As operators cut prices to compete with home improvement stores and mass merchandisers, industry profit,
measured as earnings before interest and taxes, is forecast to increase slightly to account for 5.7% of revenue in
2026, from 5.3% in 2021. Due to rising external competition, the number of industry enterprises is expected to
decrease slightly, falling at an annualized rate of 0.6% to 1,703 companies over the five years to 2026. However,
industry employment is projected to increase at an annualized rate of 0.7% to 23,542 employees during the same
period, as operators seek to continue investing in well-trained employees to differentiate themselves from mass
merchandisers. Nevertheless, at the same time, hiring activity is expected to be more subdued to preserve the
industry's average profit.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Leisure time
 (hours per

day per
capita)

2021 6,045 1,329 1,878 1,757 22,779 N/A N/A 872 N/A 5.79
2022 6,272 1,388 1,878 1,751 23,233 N/A N/A 893 N/A 5.78
2023 6,382 1,408 1,866 1,737 23,434 N/A N/A 902 N/A 5.76
2024 6,450 1,419 1,854 1,724 23,499 N/A N/A 906 N/A 5.74
2025 6,489 1,422 1,842 1,712 23,474 N/A N/A 906 N/A 5.73
2026 6,528 1,427 1,834 1,703 23,542 N/A N/A 910 N/A 5.72
2027 6,566 1,432 1,831 1,699 23,620 N/A N/A 913 N/A 5.70
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

There is limited technological change in the industry

Industry participation has begun to decline in recent years

The industry has clearly defined product groups

The Nursery and Garden Stores industry in Canada is currently in the mature stage of its economic life cycle.
Industry value added (IVA), which measures an industry's contribution to the overall Canadian economy, is expected
to stagnate over the 10 years to 2026. Meanwhile, the GDP of Canada is projected to grow an annualized 1.9%
during the same 10-year period. While this disparity in growth would typically be indicative of an industry in the
decline stage, it is more representative of the volatility caused by the spread of COVID-19 (coronavirus).
Furthermore, the industry exhibits additional characteristics that are typical of an industry in maturity.

Perhaps most significant, increasing external competition is expected to continue to limit the industry's opportunities
for expansion. Alternative retailers for the industry's nursery and garden supplies, such as home improvement stores
and mass merchandisers, ultimately create intense price competition for the industry's operators. Given their
economies of scale and geographic spread, these alternative retailers have increasingly taken away revenue
streams from some community-based operators. As a result, industry participation has begun to decline in recent
years, with a stagnation or decline in the number of enterprises indicative of an industry that is mature. Over the 10
years to 2026, the number of industry enterprises is projected to decline at an annualized rate of 1.6%.

Market expansion is also unlikely for nurseries and garden stores. Most operators are area-specific, serving only
small geographic areas. With the threat of external competition, industry participants are often at risk of losing even
the small regions they serve. Product development is somewhat limited and nurseries and garden stores are
differentiating themselves based on added customer service, professional knowledge and nongarden products and
services. Additionally, technological advances are not prevalent in the industry. Stable and clearly segmented
product groups, coupled with a lack of technical advances, are further indicative of an industry in the mature stage of
its life cycle. Even so, as big-box stores have offered increasing amounts of industry goods, some small operators
have been able to differentiate themselves by providing specialized product offerings, such as organic or
environmentally friendly goods. Specialized retailers often benefit from the sale of higher profit-earning products and
high levels of customer loyalty.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Florists in Canada

Accommodation and Food Services In Canada

Public Schools in Canada

Private Schools in Canada

Funeral Homes in Canada

Landscaping Services in Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Farm, Lawn & Garden Equipment Wholesaling in Canada

Farm Supplies Wholesaling in Canada

Plant & Flower Growing in Canada

2nd Tier

Fertilizer Manufacturing in Canada

Products & Services

  PLANTS

In 2021, plants for indoor and outdoor use are expected to account for
62.5% of revenue for the Nursery and Garden Stores industry in Canada,
down from 63.2% in 2016.

Cut flowers, shrubs, trees, house plants and bedding plants, which are primarily used for displays, are all included in
this product segment. Over the five years to 2021, demand for these items has fluctuated due to volatile weather
conditions. Additionally, plants are discretionary goods that are also very sensitive to changes in disposable income
and construction activity. To this end, this segment has declined during the period as a result of the COVID-19
(coronavirus) pandemic, which limited spending on nonessential goods, such as plants. Compounding this is the
increasing trend of many customers shifting away from industry establishments and instead gravitating toward larger
big-box retailers such as the Home Depot Inc., which retails similar items.

EQUIPMENT

Equipment makes up the second-largest share of industry products, due
primarily to the large number of homeowners that own and maintain lawns
and gardens in Canada.

Products sold within this segment include, but are not limited to, lawn mowers, leaf blowers, chainsaws and other
gardening machinery. In 2021, this product segment is expected to account for 17.2% of industry revenue, up from
16.3% in 2016. Over the five years to 2021, demand for these products has increased amid rising consumer
spending levels.

TOOLS AND OTHER SUPPLIES
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Tools and other supplies are expected to generate 10.4% of industry
revenue in 2021.

Tools include hardware, electrical supplies, lawn and garden tools and spare equipment parts. Sales of tools have
remained stable over the past five years as consumers have cemented their increased tendency toward undertaking
do-it-yourself home projects instead of hiring professionals to complete the same jobs. Other industry supplies
include lumber materials and paint. It is important to note that the industry does not include operators that focus
primarily on wholesaling new or used farm, lawn and garden machinery, equipment and parts (IBISWorld report
41711CA).

SOIL AND CHEMICALS

Chemicals and propagative supplies, including fertilizer, lime and soil
treatments, account for an estimated 6.3% of industry revenue in 2021,
down from 7.1% in 2016.

The use of chemicals has slightly subsided over the past five years, as consumers have become more aware of the
potential health effects of pesticides and herbicides, causing this segment to contract as a share of industry
revenue. Additionally, lower levels of consumer demand have contributed to an annualized 2.0% decline in the price
of fertilizer over the five years to 2021. Yet, biochemical research has provided some less dangerous options for
consumers, offsetting the decreased use of traditional chemicals and thus shielding the segment from experiencing
further decline. Farming customers, one of the largest industry markets, primarily purchase these items in bulk from
wholesalers rather than from industry operators.

SEEDS, GRAIN AND ANIMAL FEED

Seeds, grain and animal feed make up the industry's smallest product
segment, accounting for an expected 3.6% of industry revenue in 2021, up
from 3.0% in 2016.

Growth in the price of fertilizer has fuelled an increase in product prices within this segment, which has ultimately
contributed to growth in this segment.

Demand
Determinants

The level of disposable income, price, home construction, remodelling
activities and seasonality all largely affect demand for the Nursery and
Garden Stores industry in Canada, since industry products are
considered discretionary.

The level of household disposable income is crucial for all industry retailers, as significant changes can dramatically
influence sales of nursery and gardening products. This level affects the quantity, quality and timing of nursery and
garden products and purchases. Consumers are more inclined to invest in new nursery and garden products when
their disposable income rises and they try to save by allocating income toward more necessary expenses, such as
food and utilities, when their incomes are under pressure. When they do purchase industry goods, consumers opt
for less-costly variations of nursery and garden products. Declining household wealth during the previous period due
to rising unemployment, volatile markets and falling housing prices all caused consumers to cut down on their
overall spending, resulting in a significant decline in industry demand and stagnating revenue growth. However,
consumer behaviour has changed slightly over the five years to 2021 due to the improving economic climate.
Households with higher earnings are beginning to invest in new nursery and garden products. Nevertheless, the
economic volatility caused by the spread of COVID-19 (coronavirus) has resulted in less demand for industry
products as most consumers have shifted spending toward more essential products. Due to business closures and
the widespread public health crisis, unemployment increased and consumer spending declined, affecting the
primary demand conditions for industry sales.

Consumers are also likely to consider price when shopping for nursery and garden products. Budget-constrained
consumers opt for lower-priced goods or limit the number of purchases they make. Increasing prices are easier to
handle during times of prosperity. However, with so many retail channels to choose from, more consumers are
shopping for the best price than ever before. Traditional home improvement and hardware stores stock comparable
nursery and garden merchandise, as do supermarkets and big-box retailers. As more alternative retailers become
easily accessible, demand for the goods supplied by nursery and garden stores has fallen.

The degree and quality of home construction is yet another demand determinant for industry products. Nursery and
garden store products are typically used to create a completed, picture perfect look for homes. Therefore, as new
home construction increases, demand for gardening does also, thereby bolstering industry revenue. Additionally, the
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frequency of home remodelling plays a role in demand for nursery and garden supplies. Households often put off
home improvement projects during times of low consumer confidence and disposable income, instead saving
available funds for necessary expenses.

Demand for plants, shrubs and flowers is further influenced by harvest seasons. For example, in October and
November, consumers demand spring bedding plants, such as wallflowers and primroses, while in March and April,
consumers are likely to demand container-grown conifers, shrubs and some varieties of annual flower seeds.
Typically, about 40.0% of nursery sales occur during the third quarter of the year.

Major Markets

  CONSUMERS AGED 50 TO 69

Consumers aged 50 to 69 are expected to account for 12.3% of industry
revenue in 2021, down from 12.6% in 2016.

Households and individual consumers purchase the industry's various nursery and garden products, such as trees,
shrubs, plants, seeds, bulbs and sod, for their homes. Among household members, consumers aged between 50
and 69 are known as the “baby boomers,” or individuals born between 1945 and 1965. Gardening is a pastime
growing in popularity among baby boomers in Canada and the rapidly aging national population is thereby
expanding the size of this demographic. In 2020, demand from this market segment is projected to decrease as a
result of the COVID-19 (coronavirus) pandemic, as the industry's nursery and garden centres have been ordered to
close across the majority of the country due to their status as a nonessential business. However, individuals that
belong to this market segment may be incentivized to place online orders or orders for curbside pickup, where
available, as some industry operators are continuing to make sales in this manner, albeit restricted.

CONSUMERS AGED 70 AND OLDER

Consumers aged 70 and older are also a major consumer market and are
expected to account for 5.8% of industry revenue in 2021, up from 5.1% in
2016.

As these consumers reach retirement age, they have more time to dedicate to hobbies, such as tending to their
homes and gardens, which has led to growth in this segment's revenue share over the five years to 2021. This
market segment's homeownership rate results in many of these consumers having yards that they seek to
landscape. In 2020, demand from this market segment is also projected to decrease as a result of the coronavirus
pandemic. In addition, demand from individuals aged 70 and older is anticipated to decrease more strongly
compared with other market segments. This is because elderly individuals are more likely to have preexisting health
conditions such as diabetes or cardiovascular disease, which can make them more vulnerable to the coronavirus
compared with other age groups. Plus, since gardening and landscaping is a hobby, the industry's products are
discretionary. Consequently, older individuals will likely be stricter in adhering to social distancing measures in an
effort to protect themselves against the coronavirus, decreasing the probability that they will take advantage of the
curbside pickup or online ordering capabilities being offered by some of the industry's operators.

CONSUMERS AGED 49 AND YOUNGER

Consumers aged 49 and younger are a growing segment for the industry
and comprise the lion's share of the industry's consumer market.
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This market segment accounts for an estimated 29.0% of industry revenue in 2021, down slightly from 29.3% in
2016. While this age group has been increasingly pressed for both time and disposable income, which historically
has pulled them away from nurseries and garden stores, many millennials have picked up gardening as a hobby in
recent years. While homeownership rates for this demographic are low, the rising popularity of urban gardens, has
thus led to millennials becoming a prosperous market for industry operators. According to Statistics Canada, 23.0%
of personal fruit, herbs and vegetable gardens in Canada were grown indoors in 2015 (latest data available). In
addition, many consumers in this segment like to liven up their living spaces with house plants. However, many
consumers in this demographic that do garden are more likely to patronize one-stop shops or e-commerce sites and
those sales of gardening products are not included in this industry. Accordingly, this segment is the most likely to
shop online from operators' e-commerce operations or take advantage of curbside pickup.

FARMERS

Farmers are expected to represent 44.7% of industry revenue in 2021,
down slightly from 44.8% in 2016.

While farmers generally shop directly from growers or wholesalers, demand from this segment fluctuates yearly,
largely depending on unpredictable weather patterns. If a flood or drought diminishes farmers' outputs in a given
year, they are likely to substitute their crops and propagative materials with store-bought items. Typically, this market
segment remains fairly steady as a share of revenue.

CORPORATE ENTITIES

Corporate clients are estimated to account for 8.2% of industry revenue in
2021 and have remained stable as a share of revenue over the five years
to 2021 despite volatility in corporate profit levels.

Businesses typically purchase flowers and plants to use as decorations in offices and outside of buildings. In 2020,
downstream demand from this market segment is projected to decline due to the closure of many office buildings as
their employees have switched to working from home in an attempt to slow the spread of the coronavirus. In 2021,
the reopening of many office buildings is expected to fuel a return to normalcy, in regard to demand from this
segment.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Trade data for the Nursery and Garden Stores industry in Canada, more specifically equipment and supplies, is
recorded at the upstream growing and manufacturing level. However, industry operators retail imported products in
the domestic market. The availability and price of industry imports places downward pricing pressure on nursery and
garden stores, which limits revenue and profit growth.
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Business
Locations

  The Nursery and Garden Stores industry in Canada is primarily concentrated in Ontario, which is expected to account for 40.0% of
total industry establishments in 2021, followed by British Columbia (20.9%), Quebec (14.5%) and Alberta (8.6%). Within these
provinces, there are some interprovincial variations, such as those between large metropolitan regions. For example, in Ontario,
the presence of lawns and gardens ranges from 83.0% in metropolitan areas of Oshawa, St. Catharines and Thunder Bay, to just
65.0% in Toronto. Similarly, in Quebec, 75.0% of households in Saguenay have a lawn or garden, compared with 58.0% of
households in Montreal, according to 2019 figures from Statistics Canada (latest data available).

Moreover, there are some interesting trends in the concentration of industry establishments that deviate from other retail-oriented
industries, which generally follow population size. British Columbia contains just 13.6% of the nation's population, which is
significantly lower than the proportion of nursery centres in the region. This is due primarily to the availability of nursery stock in
the area, given the geographical benefits of its climate and usefulness of its flat land in agricultural production. Additionally, the
Vancouver metropolitan area has undergone a significant residential construction boom over the five years to 2021, providing
ample demand for the industry's services. Conversely, Quebec is home to 22.5% of the population, which is considerably higher
than its percentage of industry establishments. The population in Quebec, specifically in urban centres such as Montreal, is very
dense, with people ultimately having less available space to develop gardens and grow plants and trees.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Nursery and Garden Stores industry in Canada is highly fragmented and exhibits a low level of market share
concentration. In 2021, IBISWorld expects there are 1,757 enterprises operating in the industry, with no single
operator accounting for more than 5.0% of revenue. According to 2021 figures from Statistics Canada (latest data
available), 94.9% of industry establishments have fewer than 50 employees, with 36.5% of total industry
establishments having fewer than five employees. The industry is home to many area-specific retailers that service
only specified geographic markets. Additionally, low barriers to industry entry enable family owned and operated
stores to perform well. As a result, no single operator holds a significant share of the market.

Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

Ability to control stock on hand:
Effective stock control enables operators to reduce inventory costs and increase stock turnover.

Attractive product presentation:
Displaying products in an appealing manner provokes impulse purchases among customers.

Experienced work force:
Knowledgeable and expert employees are more capable of addressing consumer questions and assisting with the
purchase of plants and shrubs for specific locations and climates.

Having a clear market position:
A clear market position enables operators to highlight their area of expertise (e.g. rose nurseries) and differentiate
themselves from their competition.

Having links with suppliers:
Having a strong relationship with an established and reliable supplier ensures that products are of high quality and
the operator can expect a steady supply of products.

Cost Structure
Benchmarks
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  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 5.3% of industry revenue in 2021. The industry profit margin
has remained stable as a share of revenue over the five years to 2021.
Despite rising external competition, industry operators have been able
to sell an increasing amount of specialty items, which typically are more
profitable and therefore, counteract downward pressure on profitability
due to increased competition. Plus, lower prices of key inputs, such as
fertilizer, have also benefited industry profit by lowering certain
purchasing costs.

 

  Wages

Wages are expected to account for 14.4% of industry revenue in 2021,
down from 14.7% in 2016. Most operators are small and rely heavily on
employees to perform daily operations. These activities include register
operations, organizing store displays and other customer service-
related tasks. Additionally, a knowledgeable workforce is needed to
adjust to seasonal factors, which significantly affect industry operators.
With a well-trained workforce, industry operators can quickly adjust to
volatile weather conditions and better educate customers on how to use
industry products during a variety of seasonal factors. Additionally, to
compete with big-box stores, some industry operators have boosted
employment and wages to differentiate themselves based on superior
customer service.

 

  Purchases

Purchases represent the largest expense segment for nursery and
garden stores, accounting for an estimated 62.3% of industry revenue
in 2021, up slightly from 62.1% in 2016. High purchasing costs are
typical of operators in the retail sector because stores must obtain large
volumes of inventory to sufficiently meet downstream consumer
demand. Retailers purchase goods from upstream growers,
wholesalers or manufacturers and resell them to consumers. As
commodity prices fluctuate, the price of retailed products, including
fertilizers, chemical insecticides and animal feed fluctuate. Over the five
years to 2021, purchase costs have experienced significant volatility.
Industry operators are often able to pass along increases in purchase
costs to consumers in the form of higher final product prices.

 

  Marketing

Marketing costs are expected to account for 1.2% of industry revenue
in 2021, down from 1.3% in 2016. As competition increases, so do
advertising costs. While most garden centres operate on a local level,
mounting competition from alternative outlets, such as home
improvement stores, has increased the need for brand awareness and
advertising campaigns. To set themselves apart from alternative
retailers and increase awareness, industry operators have actively
engaged in advertising through mail order magazines, direct-mailing
circulations and radio advertisements.
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  Depreciation

Depreciation costs are expected to account for 2.2% of industry
revenue in 2020, remaining stable as a share of revenue over the five
years to 2021. For operators that do not rent property and equipment,
depreciation can be a considerable aspect of industry operations.
Operators typically require greenhouses, irrigation equipment and other
equipment required to grow plants and trees.

 

  Rent

Rent expenditures are expected to account for 1.9% of industry
revenue in 2021, down from 2.1% in 2016. Most garden centres lease
their premises. Given the relatively low-cost value of the products they
sell, leasing large warehouses and shops in prominent markets can be
relatively expensive. Still, not all equipment is available for lease, so
industry operators may incur significant capital expenses, which is
accounted for in the depreciation segment of cost structure.

 

  Utilities

Utilities are expected to account for 1.2% of industry revenue in 2021,
down from 1.3% in 2016. This segment has declined as a share of
revenue over the past five years as the price of commodities, such as
coal, used to produce heat and electricity have tumbled amid the
oversupply on the world's market.

 

  Other Costs

Other expenses include interest, insurance, advertising, distribution and
administrative costs, which combine to account for the remaining 11.4%
of industry revenue in 2021, up from 11.0% in 2016.
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Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  INTERNAL COMPETITION

The level of internal competition in the Nursery and Garden Stores
industry in Canada is heightened due to its saturated and fragmented
market.

Industry participants compete with one another based on price, range and quality of products and additional
services. Over the five years to 2021, the discretionary dollar has become highly sought after, making product and
service differentiation important among industry players. In addition, alternative outlets, such as home improvement
stores and mass merchandisers have encroached upon the industry's territory.

Due to strong price competition, retailers value products to maximize returns, while remaining conscious of the
prices that competitors charge for similar goods. Many of the products sold through these retailers are
homogeneous. Thus, the retailer that can offer the most competitive price to its customers gains the business. As
consumers' purchasing power has grown in recent decades, operators have become even more aware of this
competitive factor. However, such price competition can be dangerous. If not monitored closely, price competition
can cut into operators' profit, forcing underperforming stores to close.

Additionally, the range and quality of plants and equipment are important. The convenience of a one-stop shop
makes a retailer attractive to time- and money-strapped consumers. Consumers value the ability to purchase all their
gardening supplies in one location while comparing prices to get the best deal available. Furthermore, retailers that
stock high-quality merchandise attract a base of loyal customers.

Over the past five years, customer service has also become a prominent factor in bringing in customers. Savvy
consumers recognize when knowledgeable and expert gardening professionals are on hand to offer tips and advice
on products and techniques. A garden centre that sells supplies without offering professional expertise may lose out
on customer business. In recent years, industry participants have increased their focus on adequately training their
employees to address various customer queries. Other factors that garden and nursery stores consider when it
comes to building up their businesses include product presentation, location and ease of store access.

EXTERNAL COMPETITION

Over the five years to 2021, alternative retailers have increasingly
diversified their offerings to include nursery and garden products.

Home improvement stores, such as the Home Depot Inc. and Lowe's Companies Inc., in addition to mass
merchandisers such as Walmart Inc. and Target Corporation, have dedicated square footage to garden centres.
These retailers pose a threat to the domestic industry because of their ability to source products at lower costs and
to determine the prevailing market price for these goods. Additionally, consumers are largely familiar with these
stores' brands and consequently feel comfortable with the range and quality of products they supply. These retailers
also facilitate consumer efficiency, offering a one-stop shopping experience, combining gardening and other
household good purchases in one location. Consumers turned to these retailers to save money during the recession
in the previous period, when household disposable incomes were low. As a result, many customers continued to
shop at the centres during the five-year period, forcing many nursery and garden stores to yield market share to
external competition or even exit the industry.

Barriers to
Entry

Barriers to Entry in this industry are    Low and the trend is Steady
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  Operators in the Nursery and Garden Stores industry in
Canada are subject to low barriers to entry. Low industry
concentration also suggests that no single player
dominates the market. The lower an industry's market
share concentration, the easier it is for new entrants to
develop and attract consumers. The industry's low market
share concentration should therefore act as an incentive
to new players planning to enter this industry.

However, unlike most retailing industries, operators in this
industry are subject to a high level of capital intensity as
most of the industry's operational costs are devoted to the
payment of capital expenditure, such as sprinkler
systems, greenhouses, humidity controls and irrigation
systems, in addition to land. Therefore, prospective
operators still need to consider the capital requirements of
establishing a new store or purchasing an existing
location.

The market is flooded with operators that also have little
to no product differentiation. Nurseries, home centres,
hardware stores and discount warehouses can retail pots
of plants, shovels and other related accessories.
Therefore, the products that this industry retails are
broadly homogenous across most nursery and garden
centre stores, leading to competitively priced products.
Existing operators may also benefit from established links
with suppliers that have been built over time. To stay
competitive, operators entering the industry often need to
expend large sums on product promotion and
advertisements, the cost of which can dramatically affect
new stores' ability to operate. Successful operators may
need to differentiate themselves from the entire market by
creating a niche, either through a specific product type,
price, retail model or even high level of product
knowledge and expertise.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  Operators in the Nursery and Garden Stores industry in Canada are domestically owned and operated. Therefore,
the extent to which this industry operates on a global scale is low. The industry is subject to a low level of
globalization, which is forecast to remain low over the five years to 2026, especially in 2020 and 2021 in light of the
COVID-19 (coronavirus) pandemic.
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Major Companies
There are no major players in this industry

Other Companies The Nursery and Garden Stores industry in Canada is composed of small and independent players, with most
businesses catering to local or provincial demand. Indeed, 94.9% of industry establishments have fewer than 50
employees and the ratio of establishments to enterprises is less than 1.1, meaning that most industry players
operate a single location. Consequently, the industry is very fragmented, with no operator accounting for more than
5.0% of total industry revenue in 2021, according to IBISWorld estimates.

Sheridan Nurseries

  Market Share: 2.4%
  Sheridan Nurseries (Sheridan) was founded in 1913 in Oakville, Ontario by two landscape architects. The company

maintains more than 350.0 hectares of land and operates eight garden centres across Ontario. Throughout its
history, Sheridan has been involved in the development of plant hybrids that can survive the volatile Canadian
climate. It is expected that the company maintains a full-time staff of about 250 employees, with about 1,000
seasonal employees in the spring. Due to the spread of COVID-19 (coronavirus), many industry operators, including
Sheridan, struggled to secure seasonal employees in both 2020 and 2021 as the government closed the border to
migrant workers, causing operational disruptions and increasing expenses for operators. While financial information
on the company is not publicly available, IBISWorld expects Sheridan to be the largest operator in the industry in
2021 and generate $145.6 million in industry-relevant revenue, representing 2.4% of industry revenue.

Dutch Growers

  Market Share: 0.1%
  Dutch Growers was founded in 1953 in Sutherland, SK, by Arie and Adrie Van Duyvendyk. The company, still run by

the Van Duyvendyk family, now operates in Saskatoon, SK. Dutch Growers specializes in prairie hardy trees, shrubs
and evergreens; perennials; annuals; and garden accessories and gifts. The company also holds annual Halloween
and Christmas events and has grown to include a bistro and a personal style department. Similar to Potters, Dutch
Growers temporarily closed as a result of the coronavirus pandemic but has since resumed operations. Accordingly,
IBISWorld estimates that Dutch Growers will generate $3.2 million in industry-relevant revenue in 2021, accounting
for 0.1% of total industry revenue.

Potters Nursery

  Market Share: 0.1%
  Potters Nursery (Potters) was founded in 1991 and has grown to operate two locations, both of which are in Surrey,

BC. In response to the COVID-19 (coronavirus) pandemic, both store locations temporarily closed, though they have
since reopened. Additionally, the company's South Surrey store remained available for online shopping. Generally,
Potters provides its customers with top-quality plants and garden products, in addition to a fun shopping experience,
along with promotional deals, including the Potters VIP membership. Potters is also known for its Halloween event;
Potters House of Horrors and its Christmas displays replete with visits by Santa. The company is privately owned,
however IBISWorld estimates that Potters will generate $6.7 million in industry-relevant revenue in 2021, accounting
for 0.1% of industry revenue.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Nursery and Garden Stores industry in Canada
exhibits a moderate level of capital intensity. IBISWorld
estimates that for every $1.00 spent on wages in 2021,
industry operators will spend $0.15 in capital investment.
Excluding the purchase of land, capital investment occurs
mainly in the purchase of sprinkler systems, greenhouses,
humidity controls and irrigation systems. Over the five
years to 2021, capital intensity has remained steady. Total
capital investment fell marginally during the period as
garden centres cut back on store expansions during the
economic recovery. Due to the nature of the retail sector,
the industry's level of capital intensity is not expected to
change dramatically over the years to 2026.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Very Low Rate of
Innovation

Very
Unlikely

A ranked measure for the number of patents
assigned to an industry. A faster rate of new
patent additions to the industry increases the
likelihood of a disruptive innovation occurring.

High Innovation
Concentration

Likely A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area increases
the likelihood of technological disruption of
incumbent operators.

High Ease of Entry Likely A qualitative measure of barriers to entry. Fewer
barriers to entry increases the likelihood that
new entrants can disrupt incumbents by putting
new technologies to use.

Low Rate of Entry Unlikely Annualized growth in the number of enterprises
in the industry, ranked against all other
industries. A greater intensity of companies
entering an industry increases the pool of
potential disruptors.

Low Market
Concentration

Unlikely A ranked measure of the largest core market for
the industry. Concentrated core markets
present a low-end market or new market entry
point for disruptive technologies to capture
market share.

  The rate of new patent technologies entering the industry is low, which limits the potential for innovations. A low rate does
not mean that innovations cannot occur, just that the likelihood of some innovation materializing as a threat is lower.
However, the concentration of technologies is high in this industry. This suggests that industry operators have exposure to
potentially unforeseen areas of innovation.

The technological factors supporting the disruptive innovation potential are connected to an industry structure that is
accommodative to new entrants. The relative ease of entry into the industry magnifies the threat of disruption regardless of
other factors as one-off occurrences are more likely to succeed. However, the current rate of new entrants is low,
suggesting that there is a limited number of new companies that are potential innovators within the industry.

Major market segments for industry operators are relatively diversified. The spread of market segments suggests that there
are limited entry points other than those already served my incumbent operators.

The most relevant technological disruption in the Nursery and Garden Stores
industry in Canada is the rise in e-commerce, which is encompassed by a
different industry (IBISWorld report 45411aCA).

Many consumers are increasingly shopping online and purchasing many industry-relevant products through the internet,
such as tools, seeds and sod, while having them delivered to their homes or businesses. While this has been a hurdle for
this industry, since many operators cannot provide the breadth of product that is available online, e-commerce has not
hindered the industry as much as it has other retailers. This is because many industry products are delicate, such as plants
and shrubs, which do not deliver well. Additionally, consumers prefer to purchase these products in person.

The level of technology change is    Low

  Many operators in the Nursery and Garden Stores industry in Canada maintain
greenhouses and outdoor gardens, which use a moderate level of technology.

For example, tensiometers control the irrigation used in growing nursery stock and plants. The soil moisture is monitored in
the plant root zone, permitting producers to deliver the precise moisture level that a specific plant species requires. The
tensiometer can turn on the irrigation system when water is required and a trickle irrigation system delivers the water.
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Other technological developments relate specifically to greenhouse production systems. Temperature sensors, for
example, can sense greenhouse air temperature and provide feedback to heating and cooling systems. Plants can,
therefore, be kept in optimal temperature conditions. Additionally, ventilation and air circulation systems enable crops to be
maintained in a uniform environment. Insect screening can also serve to reduce the entry of insects into a greenhouse.

Technological advances that have occurred within the retail industries include the introduction of the computer-scanning
cash register and inventory management systems. The introduction and use of scanning cash registers has assisted with
the processing of sale items. At the same time, computerized businesses management systems help increase staff
productivity by streamlining and simplifying processes. For example, inventories are now stored on computers and staff can
easily access them across multiple stores. Staff can use these systems to manage stock levels and efficiently track product
sales and inventory.

Revenue
Volatility

The level of volatility is    Medium

  IBISWorld estimates that revenue for the Nursery and Garden Stores industry
in Canada has exhibited a medium level of volatility over the five years to 2021.

During the period, revenue is expected to grow as much as 7.3% in 2021 and decrease as much as an estimated 9.7% in
2020, fluctuating an average of 5.8% year-over-year. However, the industry's medium level of revenue volatility is primarily
due to the aforementioned revenue drop of 9.7% in 2020, due to the COVID-19 (coronavirus) pandemic. Generally, though,
industry revenue volatility typically depends on the level of downstream demand from consumers. This, in turn, is stimulated
by disposable income and consumer confidence levels. Residential renovation expenditure also affects potential sales
because consumers often engage in gardening and landscaping projects to improve the resale value of their property. On
the supply side, weather conditions can affect the price and volume of nursery stock and plants. However, many of these
items are grown under cover, which limits the adverse effects of unpredictable weather.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Nursery and Garden Stores industry in Canada is subject to minimal
regulation at both the provincial and federal levels.

Operators are often subject to labelling requirements under Canada's Consumer Packaging and Labelling Act, in addition to
provisions under the Seeds Act, the Fertilizer Act and the Pest Control Products Act. For example, seeds sold to the public
must be properly labelled, with information regarding their germination cycle and other relevant information included.

This industry must also abide by occupational regulations. Most importantly, Canada's Occupational Health and Safety
(OHS) Regulations contain standards and guidelines including, but not limited to, the coverage of issues surrounding
structures, electricity, sanitation and sound. OHS also regulates wage standards for retail employees. Additionally, industry
operators must abide by equal wage standards, minimum wage laws and tax laws.
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Industry
Assistance

The level of industry assistance is    Low and the trend is Steady

Import tariffs apply to some of the products that are sold by the Nursery and
Garden Stores industry in Canada.

These products include live plants, bulbs, roots, cut flowers, ornamental foliage and garden tools. Most of these products
are subject to a 6.0% import tariff. However, there are some products that bear higher import tariffs. For example,
Cymbidium orchids, also known as boat orchids, are subject to a 16.0% import tariff, the highest of any industry product.
Other products aside from cut flowers, including fertilizer and trees, are not subject to an import tariff. Additionally, most
industry imports coming from the United States under the United States-Mexico-Canada Agreement, the successor of the
North American Free Trade Agreement, are not subject to import tariffs.

While tariffs are applicable to industry goods, they are only marginally applicable at the retail level. Retail operators
purchase goods from the wholesalers that import these items after the tariff has already been applied. A change in the tariff
rate can alter the price of the product if the retailer does not choose to change its supplier. A decline in tariffs can also result
in falling purchasing costs for retailers, which they can pass on to consumers as lower prices, thereby enabling the retailer
to remain price competitive.

Other industry assistance comes from trade organizations. Among these are the Canadian Nursery Landscape Association
and the Canadian Horticultural Council. These and other organizations provide industry research, collect industry
information, share best practices, provide public relations to industry growers and represent industry operators' interests to
the government.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Leisure time
(hours per

day per
capita)

2012 6,202 1,478 1,847 1,683 30,443 N/A N/A 1,028 N/A 5.75
2013 6,940 1,501 2,325 1,897 29,055 N/A N/A 967 N/A 5.74
2014 6,123 1,342 2,255 2,114 25,323 N/A N/A 897 N/A 5.76
2015 6,321 1,391 2,205 2,059 24,095 N/A N/A 901 N/A 5.75
2016 6,451 1,433 2,118 1,995 25,784 N/A N/A 947 N/A 5.77
2017 6,524 1,471 2,054 1,926 26,859 N/A N/A 948 N/A 5.75
2018 6,374 1,441 1,998 1,870 23,384 N/A N/A 907 N/A 5.75
2019 6,238 1,381 1,915 1,806 23,599 N/A N/A 903 N/A 5.74
2020 5,632 1,181 1,859 1,742 21,929 N/A N/A 834 N/A 5.93
2021 6,045 1,329 1,878 1,757 22,779 N/A N/A 872 N/A 5.79
2022 6,272 1,388 1,878 1,751 23,233 N/A N/A 893 N/A 5.78
2023 6,382 1,408 1,866 1,737 23,434 N/A N/A 902 N/A 5.76
2024 6,450 1,419 1,854 1,724 23,499 N/A N/A 906 N/A 5.74
2025 6,489 1,422 1,842 1,712 23,474 N/A N/A 906 N/A 5.73
2026 6,528 1,427 1,834 1,703 23,542 N/A N/A 910 N/A 5.72

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Leisure time

(%)
2012 1.10 0.08 -0.49 2.87 0.03 N/A N/A 2.74 N/A -0.15
2013 11.9 1.52 25.9 12.7 -4.56 N/A N/A -5.92 N/A -0.10
2014 -11.8 -10.6 -3.02 11.4 -12.9 N/A N/A -7.28 N/A 0.25
2015 3.23 3.66 -2.22 -2.61 -4.85 N/A N/A 0.53 N/A -0.08
2016 2.06 2.96 -3.95 -3.11 7.00 N/A N/A 5.02 N/A 0.32
2017 1.13 2.63 -3.03 -3.46 4.16 N/A N/A 0.08 N/A -0.33
2018 -2.31 -2.00 -2.73 -2.91 -12.9 N/A N/A -4.25 N/A -0.06
2019 -2.13 -4.20 -4.16 -3.43 0.91 N/A N/A -0.49 N/A -0.16
2020 -9.72 -14.5 -2.93 -3.55 -7.08 N/A N/A -7.60 N/A 3.31
2021 7.32 12.5 1.02 0.86 3.87 N/A N/A 4.56 N/A -2.29
2022 3.75 4.47 0.00 -0.35 1.99 N/A N/A 2.33 N/A -0.24
2023 1.76 1.45 -0.64 -0.80 0.86 N/A N/A 1.05 N/A -0.33
2024 1.06 0.75 -0.65 -0.75 0.27 N/A N/A 0.43 N/A -0.30
2025 0.60 0.23 -0.65 -0.70 -0.11 N/A N/A 0.03 N/A -0.28
2026 0.59 0.33 -0.44 -0.53 0.28 N/A N/A 0.35 N/A -0.22

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 23.8 N/A N/A 204 16.6 16.5 33,758
2013 21.6 N/A N/A 239 13.9 12.5 33,278
2014 21.9 N/A N/A 242 14.6 11.2 35,407
2015 22.0 N/A N/A 262 14.3 10.9 37,410
2016 22.2 N/A N/A 250 14.7 12.2 36,717
2017 22.5 N/A N/A 243 14.5 13.1 35,277
2018 22.6 N/A N/A 273 14.2 11.7 38,800
2019 22.1 N/A N/A 264 14.5 12.3 38,260
2020 21.0 N/A N/A 257 14.8 11.8 38,046
2021 22.0 N/A N/A 265 14.4 12.1 38,298
2022 22.1 N/A N/A 270 14.2 12.4 38,428
2023 22.1 N/A N/A 272 14.1 12.6 38,500
2024 22.0 N/A N/A 274 14.0 12.7 38,559
2025 21.9 N/A N/A 276 14.0 12.7 38,613
2026 21.9 N/A N/A 277 13.9 12.8 38,637

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Canadian Horticultural Council
http://www.hortcouncil.ca

Canadian Society of Landscape Architects
http://www.csla-aapc.ca

Canadian Ornamental Plant Foundation
http://www.copf.org

Canadian Nursery Landscape Association
http://www.canadanursery.com

Statistics Canada
http://www.statcan.gc.ca

Industry Jargon BEDDING PLANT
An annual plant that is grouped with others to produce an aesthetically pleasing display.

MASS MERCHANDISER
A retail store that is differentiated by its size and large range of products on offer, including electronics, household
goods and apparel.

TENSIOMETER
A control irrigation system in nurseries. Soil moisture is monitored in the plant root, allowing producers to give the
right moisture level needed by specific plant species.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.
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INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on production; all other
operating income from outside the firm (such as commission income, repair and service income, and rent, leasing
and hiring income); and capital work done by rental or lease. Receipts from interest royalties, dividends and the sale
of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five years.
Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is ±3% to ±10%;
and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.
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