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This report summarises the findings from the 2021 Nursery Fund
Consumer Usage and Attitudes Research in Australia.

The report is structured in the following chapters:

Background, objectives and methodology

A consumer view of the nursery category in Australia
Buyer behaviour in the nursery category

Outdoor plants and the home garden environment
Indoor plants

Edible plants

Turf and lawns

Identifying consumer segments

9. Consumer segment profiles

10. Targeting segments for category growth

11. Program names and concept responses

12. Appendix - Latent Class Cluster Analysis, sample profile
13. Appendix - Additional charts

Report

Overview
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Executive Summary

The 2021 Australian Nursery Fund Consumer Usage & Attitudes study finds that the nursery
category appears to be in good health.

The nursery category is poised for growth

The study found a high level of consumer participation in the category with 65% of Australian

adults having purchased a plant for indoors or outdoor gardens in the last 12 months. Despite
this high level of penetration, there is considerable opportunity to further increase penetration
and frequency of plant purchasing.

Consumer responses to questions about expected future spend show a strong sense of
momentum in the market, with more expecting a growth in spend than expecting a decline.
This pattern was identified among both those who had purchased plants in the last 12 months
and those who had not.

The growth of the category is supported by a core segment of plant evangelists

There exists a vibrant group of plant and gardening evangelists that stretches across
generations. The research identified a distinct segment labelled Enthusiasts who are both
heavy buyers in the category, but equally importantly share their love of plants and gardening
with other people in their lives. A category with a substantial number of passionate evangelists
who encourage and support others to discover the benefits of plants and gardening is a
valuable asset to the nursery industry.

Outdoor plants are critical to future growth

Despite the allure of indoor as a decor trend, outdoor plants are where the greatest volume
and value of purchasing lays today. The findings from this study also indicate that intended
future purchasing and therefore opportunities for growth will be greater for plants that can
be used for planting in outdoor pots or the ground.

In the last 12 months, people living in medium and high density dwellings purchased
between 2x and 4x as many outdoor plants as indoor plants for both pots and ground
planting. That pattern is likely to continue as people living in higher densities look for
solutions to brighten up their outdoor spaces.

Pots play an important role

An average of 4.7 plants were purchased per Australian adult in the last 12 months for
potted applications whether indoor or outdoors. This number is slightly higher than the
average of 4.3 plants to be planted in the ground. The high share of all plants sold for
potted applications suggests this is an important consideration for people looking to
purchase the category.
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Executive Summary (cont.)

Commonly held consumer needs that present ongoing opportunities include:

Colour - wanting more colour both indoors and outdoors is a primary motivator to
buy plants. When asked what triggered the purchase of plants in the last 12 months,
wanting more colour was the most frequently mentioned.

Low maintenance - in deciding what plants to purchase, aside from the look and
cost of the plant, the extent to which a plant is easy to maintain is a primary driver of
what plants people choose to purchase. Even the most passionate and experienced
who dedicate time and energy to their plants express a desire for plants that are
easy to maintain.

Potted plants - the provision of potted solutions serves a significant need for many
buyers in the category. The research found the 5th most common trigger to
purchase plants was ‘I had a pot that needed to be filled”. Increasing the ownership
of potted plants will create new growth opportunities for the nursery industry.

Gifting that caters to all tastes and levels of expertise - giving plants as gifts is a
common practice with approximately one in four people having purchased a plant as
a gift for someone in the last 12 months. Among the most passionate plant people
and heavy category buyers, the incidence of purchasing plants for gifts is even
higher at over four in ten people.

Building confidence - The great majority (six in ten consumers) express a desire to
know more about plants and gardening. Even the most experienced gardeners
express a desire to learn and know more. Among less experienced people,
knowledge and confidence in what plants to buy and how to care for them is a key
barrier to purchasing more plants or for some, any plants at all.

° How to find solutions for confined spaces - A perceived lack of space is
frequently cited as another barrier to buying more plants. It is the most frequency
cited barrier when it comes to indoor plants and the second most commonly
mentioned barrier for outdoor plants (after cost). With increasing numbers of
people living in higher density dwellings, plant and garden solutions that work
well in confined indoor and outdoor spaces are likely to find a receptive market.

° The look - Home decor and upgrading the look of the home, both indoor and out
is an important purchase driver for some consumer segments. For 22% of
consumers, a decision to improve the decor in their home was one of the most
important triggers to purchase plants in the last 12 months. An additional 17% of
consumers are highly motivated to buy plants to improve the appearance of their
home from an outdoors perspective.

They research also found that edible plants are a sizable sub-category with six in ten people
indicating they currently grow edible plants at home. Motivated by freshness, personal
satisfaction in growing their own produce and to save money on produce, edible plants are
a strong motivation to participate in the category. Just over one in five people purchased
edible plants in the last 12 months.
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Executive Summary (cont.)

The nursery retail environment is critical for inspiration and information

The findings from the study identified that the retail environment is the point of discovery,
learning and purchase for many consumers. Among those with some experience in plants and
gardening, the most commonly mentioned source of inspiration for plants and gardening was

the retail environment.

The retail environment also appears to play an important role in furthering the knowledge and
skills of category buyers. About one in five people use the information on plant tags to help
them further their knowledge and a similar number seek the advice and guidance of nursery

staff.

Enhancing the retail environment to support both information and inspiration through

improved ranging, layout, labelling, display and staff training will help more consumers find

success in the nursery category.

With hardware stores being where one in two plant buyers purchased in the last 12 months,

they are critical for the industry’s growth strategy and need to have an aligned vision for
growth ambitions to be fulfilled.

Consumers can be segmented by buying behaviour and category involvement

A consumer segmentation model was developed using responses to questions about the
category and involvement and purchase behaviour of indoor and outdoor plants. A total of
eight segments were identified, from which, six offer opportunities for growth. The six
segments are:

e Enthusiasts (6% of the market = $270M retail value) - passionate plant people who are heavy
buyers in the category of both indoor and outdoor plants, are knowledgeable about gardening and
enjoy sharing their love of plants with others through gifting and advice.

e Garden Proud (17% of the market = $451M retail value) - older homeowners who prioritise their
outdoor gardens over indoor plants and greatly value growing their own produce.

e FEarly Bloomers (8% of the market = $205M retail value) - moderate to high purchasers of both
indoor and outdoor plants who are actively building their knowledge and confidence in the
category and have a passion for DIY projects.

e Small Space Curators (16% of the market = $26 1M retail value) - people living in apartments and
medium density dwellings who are interested in indoor plants and outdoor potted plants for
balconies and courtyards to improve the decor and look of their home.

e Dabblers (17% of the market = $168M retail value) - people who want to have a nice looking
garden but are not particularly interested or enthusiastic about spending time tending to plants
and gardens.

e Plant Curious (7% of the market = $12M retail value) - underconfident and inexperienced people
who haven't purchased plants recently despite being more interested in plants than other non-
buyers.
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Executive Summary (cont.)

Consumer segments point the way to growth

There is a pre-existing intention among many of those who purchased plants in the last year to
increase their spend in the near future. This is particularly true for the most valuable and highly
engaged segments of Enthusiasts and Garden Proud. Given the high value of these segments
today, accounting for 53% of retail value, if they were to follow-through on their intention, the
industry’s growth objectives would almost certainly be met.

Members of these two segments will find their way to buying more plants as they are highly
motivated, emotionally committed to the category and constrained by few barriers.

Longer term growth ambitions will require growing the number and involvement of category
participants

The long term health and growth of the category will stand to benefit more by expanding the
number of people who currently participate in the category and deepening the involvement of
those who are light and medium buyers in the category, so they may become the Enthusiasts
and Garden Proud of tomorrow. It is with this perspective in mind that we recommend the
efforts of the industry are focussed on those who have the potential to buy more often and for
those on the cusp of the category to re-engage and purchase plants once more.

The best prospects for incremental growth are Early Bloomers and Small Space Curators

These two sizeable segments provide an addressable target for industry marketing and
communication initiatives, with clear strategic opportunities to communicate with people in
these segments.

The size of the segments also mean that a small increase in purchase frequency, (i.e., one
additional plant purchased per year) among members of these two segments could meet the
industry’s short-term growth ambition.

The Early Bloomer segment represents a unique opportunity for the nursery industry.
Although a smaller segment in terms of quantity of people, they are however more valuable in
terms of frequency of purchase, annual volume and annual value of plants purchased. This
segment offers the advantage of stretching their purchasing power across both indoor,
outdoor potted plants and plants for the ground. In contrast, Small Space Curators
concentrate their spend on predominantly on potted plants.

An opportunity for the industry is to deliver and market affordable and easy-care solutions
that suit indoor and/or small to medium outdoor spaces for people interested in taking a
hands-on approach to improving the look of their home, it will go a long way towards
stimulating an increase in their purchase frequency.
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Background & Objectives

Hort Innovation has developed the Nursery Strategic Investment Plan (SIP) to invest the
collected nursery levy funds in the priority areas identified and agreed by the nursery industry.
Two of the five stated outcomes of the 2017-2021 SIP list an improved understanding of
consumers amongst the strategies for achieving these goals. The relevant outcomes include:

Outcome 1:  Increased demand and sales of green life products by 4% per annum plus CPI

Outcome 2:  Increased marketing effectiveness and efficiency and better decision-making
based on increased industry knowledge.

This Nursery Fund Consumer Usage & Attitudes Research study (NY20002) responds to the
need for consumer insights that will help to drive demand in the industry (including a
consumer segmentation) and provide an understanding of usage and attitudes that can be
shared back to the industry to improve knowledge and effectiveness of future marketing
activities.

The specific objectives of this research are:

M=

Improve understanding around usage and attitudes towards green life

Map growth segment opportunities and identify the respective size of the prize
Share knowledge back to industry to drive better decision making

Use research findings to optimise the current consumer plant/garden/green life
marketing program to evolve in line with identified opportunities

Feed insights into the development of the new strategic investment plan and
FY22 marketing program for Nursery
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Methodology

The Nursery Fund Consumer Usage & Attitude study was conducted as an online survey of
Australian adults. The survey fieldwork was conducted between 23 February and 11 March,
2021,

The final sample was comprised of Australian residents aged over 18 years. The survey used a
quota based sampling method from a large, nationally representative panel of Australians
managed by online research panel provider Dynata. Quotas were based on age, gender and
geography (metro and rural areas in each state and territory).

Respondents who did not complete the survey in full or who failed data quality checks were
excluded from the final sample. A final sample of n=1,651 was achieved. The margin of error
on this sample size is 2.4% at the 95% level of confidence.

The sample has been weighted by ABS Census population estimates to further ensure the
results are representative of the entire Australian adult population.

Sample profiles are appended to this report.

Respondents were asked a series of questions about their attitudes and behaviors in regard to
purchasing plants for indoor environments and outdoor areas of their homes. They were also
asked a series of questions to understand their experience and perceptions of plants and
gardening, their current ownership and role in buying, planting and maintaining plants in their
home and questions about their attitudes toward plants and gardening.

Questions were also asked about sources of information and inspiration in regard to what
plants to buy. Feedback was also sought on a concept of a program to promote and
encourage people to become more involved in bringing plants and gardening into their lives.

Discrete, mutually exclusive consumer segments were identified using a statistical method
called Latent Class Clustering (LCC). LCC was used with a number of categorical variables
from questions about purchasing behaviour, indoor and outdoor plant ownership to create
the segments described later in this report. The outputs from the LCC procedure for the
optimal eight segment solution is shown in the appendix to this report.
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A consumer view of
the nursery category
in Australia
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Two thirds of Australians have purchased a plant in the last 12 months

The available market for the nursery industry in Australia is substantial. In the past year, 66% of Australian adults have purchased at least one plant. As only 11% claim to have never purchased

a plant, approximately 9 in 10 Australians have participated in buying from the category at some point in their lives.

When last, if ever, have you bought...? & How frequently have you bought plants in the past 12 months?

Heavy buyers
10%

7%

More than once a month Once a month

11

Moderate buyers Light buyers
30% 25%
19%
11% 11%
Once every couple o.. Every few months Once or twice In the last 2-3 years
n=1,651

Non-buyers
35%

10%

4%

Inthe last 4-5 years Mare than 5 years ago

11%

Have never purchased
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How interested are Australians in plants and gardening?

Approximately 2 in 5 Australians say they are very or extremely interested in plants or very or extremely interested in gardening. Interest in plants and gardening is highly correlated with

purchase behaviour.

Interest in plants
Grand Total Heavy buyers Moderate buyers Light buyers

13% 45% 20% 7%
v
A A
40%
34% 1 %
v

Extremely
interested

Very interested

Somewhat
interested

A

Not very

interested 4% 2% 3%

Not at all 1%

interested

I -

.
B
<
<

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

12

Interest in gardening
Non-buyers

. _ -
<2

Grand Total Heavy buyers ~ Moderate buyers Light buyers Non-buyers
& ; A A
in’:g;';’;;‘ 13% 42% 20% 8% 2%
\Y, \%
A
Very interested 26% 23% %%
S h A
Somewnat 36% 13% 48% 36%
interested

Not very

interested 6% i

A
26%

[ —
<

Not at all 3% 24%

interested 10% g

 E—
<
<
>

A Significantly higher than Buyer types a = 0.05

v Significantly lower than Buyer types a = 0.05
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How experienced are Australians in plants and gardening?

Three quarters of Australian adults indicate they have some experience with plants or gardening, but 31% indicate they have less than 5 years of experience. In addition to the 25% who have no
experience, a further 21% claim they lack confidence, leaving 54% who feel some degree of confidence in their ability.

How many years of experience, if any, do you have with plants or gardening? How confident are you with your skills & ability in terms of plants & gardening?

75% have some 21% lack
experience confidence

I am not at all confident I am not very confident | am fairly confident | am very confident

None, | have little to no Started in last year Started in last 2-4 years  Started more than 5 years
ago

experience
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How much are people spending?

The average spend over 12 months amongst those who have bought a plant in the past 12 months is $246. As would be expected, more frequent buyers of plants spend a great deal more in
the category than infrequent buyers. In the last 12 months, the most frequent purchasers of plants have spent, on average, more than 5x the amount of those who purchased infrequently in
the last 12 months. Heavy buyers, when combined, account for 10% of the population, but 30% of the value spent in the category in the last 12 months.

When last, if ever, have you bought...? & How frequently have you bought plants in the past 12 months?

Heavy buyers Moderate buyers Light buyers Non-buyers
25%
19%
11% 10% 11%
7%
More than once a Once a month Once every couple of Every few months Once or twice In the last 2-3 years Inthe last 4-5years ~ More than 5 years ago  Have never purchased

month months

Average spend on plants in last 12 months

© ® & o

A Significantly higher than Buyer types a = 0.05
Sample sizes: Grand Total n=1,651

14 \/ Significantly lower than Buyer types a = 0.05 me NaV’lgatorS



How does purchase frequency differ by age?

Heavy buyers span both younger and older age groups with an over representation of both under 30s and 50-59 year olds. People aged 40-49 are significantly less likely to be heavy buyers,
potentially indicating the impact of the peak family years for many people where demands upon time and money can increase. Other age groups are largely in line with the age distribution of

the overall Australian adult population.

When last, if ever, have you bought...? & How frequently have you bought plants in the past 12 months?

Heavy buyers Moderate buyers Light buyers
25%
19%
11% 11%
3%
More than once a month Once a month Once every couple o.. Every few months Once or twice In the last 2-3 years
Age profile of Weight of Purchase groups
Heavy buyers Moderate buyers Light buyers

Under 30 21%

30-39 17%

40-49

50-59

60-69

70+

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573
15

Non-buyers

10%

4%

In the last 4-5 years More than 5 years ago

Non-buyers
19%

19%

18%

A Significantly higher than other buyer types a = 0.05

v Significantly lower than other buyer types a = 0.05

11%

Have never purchased

Grand Total
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How many people have bought each category in the past year?

The incidence of buying plants for indoors, outdoor pots and to be planted in the ground outdoors was very similar across the population overall (Grand Total) and the three “weight of
purchase” buyer types. Overall 60% of Australians purchased an outdoor plant for planting in a pot or the ground in the last 12 months.

Percentage who have purchased a plant for an outdoor or verandah/balcony Percentage who have purchased a plant for an outdoors to grow in the
ground

Percentage who have purchased a plant for indoors in the last 12 months
area to grow in a pot

55%
I |

Grand Total Heavy buyers ~ Moderate buyers Light buyers Grand Total Heavy buyers

80%

43%

85%
78%
I |

Moderate buyers Light buyers Grand Total Heavy buyers Moderate buyers Light buyers

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 ’
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How many plants have Australians purchased in the past year?

On average Australians purchased 9 plants in the last 12 months with approximately 4 of those being purchased to plant outdoors in the ground. A further 3 were purchased for outdoor pots
and the remaining two for indoor areas. These findings indicate that the great majority of plant purchasing is for outdoor areas as opposed to indoor areas. The heaviest buyers purchase 4x
as many plants as the average Australian adult each year. Note that the question asked about the past 12 months, which covered the COVID-19 pandemic when people were spending more

time at home than in a typical year which is likely to have impacted gardening and purchase patterns.

Average number of plants purchased for indoor areas in last 12 months

Grand Total Heavy buyers Moderate buyers
More than once a month Once a month Once every couple of manths Every few months

@ O: O ®: 2

Average number of plants purchased for plant in pots outdoors in last 12 months

(30) A A .A .A

Average number of plants purchased to plant in the ground outdoors in last 12 months

Overall average number of plants purchased in last 12 months

9 39 29 17 12

Sample sizes: Grand Total n=1,651, Purchase more than once a month n= 53, Purchase once a month n = 106, A Significantly higher than other buyer types a = 0.05

Purchase once every couple of months n = 189, Purchase every few months n=323, Purchase once or twice a year n = 407 v Significantly lower than other buyer types a = 0.05

Light buyers
Once or twice

Vv
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People who have not bought in the past year are not all outside of the category

In each sub-category, over 1in 10 people haven't purchased in the last 12 months, but have made a purchase in the last two to three years. This suggests that there may be growth
opportunities by encouraging those who have not purchased recently, but who are not too far removed from having purchased to re-engage once more.

When last, if ever, have you bought a plant for indoors? A plant for an outdoor or balcony/verandah area to grow in a pot? A plant for outdoors to plant in the ground?

® @

In the last year iln the last 2-3: Inthelast4-5 Longerthan5 Havenever  In the last year éin the last 2-3: Inthelast4-5 Longerthan5 Havenever  |nthe last year :In the last 2-3° Inthe last 4-5 Longerthan5 Have never
years : years years ago bought : years : years years ago bought : years : years years ago bought

Sample sizes: Total n=1,651
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There is a sense of forward momentum in the market

Overall, more people are likely to say they intend to increase their spend in the category over the next 12 months than people who say it will decrease. In terms of spend on indoor plants, two in
ten plan to increase their spend in the future, while only one in ten expect to spend less. The forward momentum is even stronger in regard to expected spend on outdoor plants with a nett

difference of 16% between those who expect to spend more compared to those who expect to spend less. Already heavy buyers are significantly more likely to intend to increase their
expenditure on both indoor and outdoor plants.

Over the next few years do you expect the money you spend on plants to increase or decrease?
Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers

Expected spend on More 20% 36% A

indoor

25% 20% 1%V

@

ae I
I
ES

110%
6%\

- .
&
a°

]
1
e
)

No change

Don't know . 14%

Expected spend More
outdoor

57% 47% 53% 57% 61%

o
| I
pry
ey
£

22% /\

|
E
<

24%

T16%

%A 30% 27% 1%V

f=-]

i l
o
| I
=)
) I

Less lQ% I?%
Don't know .14% Iﬁ% l'tO% .10% -23%A
n=1,651

A Significantly higher than other buyer types a = 0.05
Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

19 v Significantly lower than other buyer types a = 0.05 me Naw’gators



Where does the momentum lie among age groups?

The intention to increase spend on indoor plants is strongest among younger people with approximately two in three people aged under 40 planning to spend more and less than one in ten
expecting to spend less. Expectations for changes in outdoor plant spend are strongest among people aged between 30 and 50 years, with a nett difference of 20% or greater between those

that expect to spend more compared to those who expect to spend less.

Over the next few years do you expect the money you spend on plants to increase or decrease?
Grand Total Under 30 30-39 40-49 50-59 60-69

A - :
31% 28%
125% 120%
I'l'l%

I 126% 121%

Sample sizes: Grand Total n=1,651, Under 30 n=228, 30-39 n=211, 40-49 n=206, 50-59 n=286, 60-69 n=362, 70+ n=358
20 v Significantly lower than other buyer types a = 0.05

Expected spend on More
indoor

9%
\%

Less 8% 13%

Expected spend Mare
outdoor

22%

120%

Less

A Significantly higher than other buyer types a = 0.05

70+

7%
\%

A
17%
16%
\Y
A
13%
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Where does the momentum lie among dwelling types?

The type of dwelling in which people live has a strong relationship with their expected future spend on indoor and outdoor plants. Those living in apartments or terraces with a balcony or
courtyard expect to increase their spend on indoor plants more so than outdoor plants, while the reverse is true for people living in houses with a front and/or back yard.

Over the next few years do you expect the money you spend on plants to increase or decrease?

Apt/Terrace with Terrace/townhouse with House with small yard .

Grand Total No outdoor space courtyard/balcany small yard courtyard House with front/back yard Other

Expected spend on More 20% 13% 18% 17% 17%
indoor

o,

f6%

Less 9% 1% 2%

- N

I |

Expected spend More

14%
outdoor

13%

Outdoor space

Sample sizes: Grand Total n=1,651, No outdoor space n=45, Apt/Terrace with balcony/courtyard n=323, Terrace/Townhouse with yard n=463, A Significantly higher than Grand Total a = 0.05

House with small yard n=154, House with front/back yard n=633, Other n=33 v Significantly lower than Grand Total a = 0.05 me Nawgators
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Key takeaways from the overview of the nursery category in Australia

Latent growth potential is evident

The research has identified significant numbers of people who are “light buyers” of plants.
Light buyers are people who have purchased plants just once or twice in the last 12 months
and they account for approximately one in four Australian adults. By increasing their frequency
and thereby weight of purchase, even by just one more shopping occasion each year, it is
possible to significantly increase industry revenue.

Another source of potential revenue growth exists by attracting people back to the category
who did not buy plants in the last year, but have done so within the last 3 years. One in ten
Australians fall into this category. They are people who have some familiarity with the
category based on past purchasing behaviour, but have not been sufficiently motivated or
enabled to continue purchasing in the last year. The probability of being able to encourage
such people to re-engage as a plant buyer is greater than those who have not purchased for
more than five years or have never purchased a plant.

There is a strong sense of momentum in the category

There is a strong indication that consumers generally intend to spend more on plants in the
future than they have in the last year. While intention does not always translate into behaviour,
it provides a good platform for growth.

Even among today's heaviest buyers of plants, there is a strong expectation they will spend
more on plants in the future rather than less by a ratio of approximately 4:1. This indicates that
growth can also come from those who are already deeply engaged in the category. Additional
purchase behaviour among heavy buyers who are already highly motivated and highly
experienced and capable can be enabled through the provision of prompts, reminders or
triggers to act through communication and promotion.

Future purchase momentum is shaped by age and dwelling type

Younger buyers aged under 40 years and people living in apartments/terraces with
balconies or courtyard outdoor spaces expect to spend more on indoor plants, while all
others are more likely to increase their outdoor plant buying relative to indoor plants.
Intention to increase spend on outdoor plants is strongest among those people who live in
dwellings with larger front and/or backyards.

As the intention to increase expenditure in indoor and outdoor plant categories is strongly
shaped by dwelling type, initiatives that allow consumers to better navigate the category so
they can more easily discover and identify plant types that will suit their type of home could
increase purchase confidence and ultimately success.

Outdoor plants will continue to deliver the greatest volume and value for the nursery
industry

Based on the reported number of plants purchased in the last year by type, outdoor plant
purchasing outstrips indoor plant purchasing by a ratio of approximately 4:1. Among the
heaviest buyers in the category this ratio is 5:1. Indoor plants are a valuable entry point to
the category and offer opportunities to bring people into the nursery category who are
space constrained, but in the short to medium term, the growth potential offered by
outdoor plants, particularly those which can be planted in pots, is many times greater than
that offered by indoor plants.
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From where are people buying and why?

Hardware stores are the dominant retail channel for the industry. Of those who purchased plants in the last year, the majority did so from a hardware store. Local independent nurseries, while
also popular, have attracted less than half the traffic of hardware stores in the last 12 months. Those who shopped at hardware stores are more likely to cite good value prices and wide range
as the reasons for shopping there. These are significantly less likely to be cited as influences among those who didn't shop at a hardware store in the last year. Support for the local
community, having an outing and loyalty programs are more likely to be considerations for where to shop for plants among these people.

From where have you bought plants in the last 12 months? What factors have the greatest influence on where you buy your plants?

Grand Total Bought plants from a hardware store Didn't buy plants from a hardware store

Hardware stere (e.g. Bunnings, Mitre 10,

ete.) 72%

Good value prices

Local independent nursery

Large nursery chain

Local markets/weekend markets

Supermarket or grocery store

People living in my local community

Facebook Marketplace, Gumtree, eBay etc

Online plant stores

Florist

‘.I_l
aeo
¥ T3
N
g 2 8

*m

@

ES

o
2

N En
o
&

Having a wide range of plants to choose from
Convenient 1o get to

Confidence in the quality of the plants

One stop shop for everything that | need for plants
& gardening

| am very familiar with the store, | go there out of
habit

The range of pots available

Being able to get advice from staff or other people
Often have promotions/specials

Supporting the local community

Like the look and feel of the store

The way in which they display their plants
A nice place to go for an outing (e.g. going fora
drive or a coffee shop attached)

Shopping for something else and buying a plant on
impulse

B

I
B 22
I 22
| HR

4%
| e
| Rk
| Rk
2
0%

I
I
I
I =0

| i3
s
=
| B

o

s v
%y
LY
e
s
s
s A
%
s

[ REEYAN
0%

Boutique indoor plant & pot specialist I 4% Easy to buy online Bs I %

Decor shop with indoor and/or outdoor Their loyalty program l 4% I 3% l 6% A
ishi ir B 5%

fmu;?;smzﬂz)and sdeoot(giams are ot thelr A delivery service/free delivery | 1% | 1% I 2%

Sample sizes: Purchased plants in last 12 months n=1,078,
Bought plants from a hardware store n=799, Didn’t buy from a hardware store n=279

A Significantly higher than people who did/didn't purchase from a

hardware store a = 0.05

v Significantly lower than people who did/didn’t purchase from a

hardware store a = 0.05
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What are the things that trigger people to buy plants?

Buying plants to bring colour into the home is the primary trigger for purchasing. This is particularly the case amongst the heaviest buyers in the category. Redoing an area of the garden and
replacing an existing plant that had died are also commonly reported triggers for purchase. Among heavy buyers, purchasing plants as part of an ongoing project is the second most
mentioned trigger. The relationship between between heavy plant buying and projects suggests there may be an avenue to growing sales by encouraging projects of which plants form a key

element.

What were the things that triggered you to buy plants over the last year?

Wanting plants for colour

Redoing an area in my garden

An existing plant died

A decision to improve the decor in my house
I had a pot that needed to be filled

The change of season or upcoming season
Part of an ongoing project

It was an impulse buy

Moved into a new house

Saw a promotion/sale

Needing a gift for someone

Planting after a renovation

Other

New outdoor furniture

Wanting to hide something | didn't like
Something | saw in a magazine/online/tv | wanted to copy

New indoor furniture

Sample sizes: Purchased plants in last 12 months n=1,078,

Heavy buyers n= 158, Moderate buyers n = 505, Light buyers n = 400

Grand Total

26%

24%

32%

37%

Heavy buyers

33%

Moderate buyers
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A Significantly higher than plant buyer Grand Total a = 0.05

v Significantly lower than plant buyer Grand Total a = 0.05
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What indoor plants have people bought in the past year?

Among the 43% of Australians who have purchased an indoor plant in the last year, flowering plants, succulents and cacti are the most popular indoor plants overall. Succulents and cacti are
particularly popular among Heavy buyers who are significantly more likely to purchase these relative to indoor plant buyers overall. Heavy buyers also are more likely to have purchased indoor
plants with colourful foliage, trailing plants and unusual plants, reflecting their deep interest and engagement with the category. Amongst those who bought in indoor plant in the past 12

months, one in five bought an edible.

What types of indoor plants have you bought in the past 12 months?

Flowering plants

Succulents and cacti

Low maintenance / low light

Low maintenance plants (examples given)
Edible plants (vegetables, fruits, herbs)
Ferns

Colourful foliage/leaves

Indoor palms

Medium difficulty plants

Hanging baskets

Foliage

Trailing plants

Air purifying

Tree types

Unusual plants

Bulbs

Air plants

Xmas

Terrariums

Large statement plants (indoor trees)

| have not bought an indoor plant in the past 12 months
Other

Aquaplants

Sample sizes: Purchased indoor plants in last 12 months n=665,
Heavy buyers n= 117, Moderate buyers n = 342, Light buyers n = 206

Grand Total

I
[ 30%
I 25
[ 2%
I 2%
9%
I 7
I 7%
I 2%
I 4%
3%
I 2%

[

I e
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B 6%

I 6%
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5%

B 5%

3%

I EES

H2%

Heavy buyers
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I = [ 34%
I ', I 7%
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I s
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I 27 [\
I 2% /\
B 10%

I 3%
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I

-
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[

1%

1%

| K

A Significantly higher than indoor plant buyer Grand Total a = 0.05

v Significantly lower than indoor plant buyer Grand Total a = 0.05
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What factors influence the choice of indoor plants?

The look of the plant is the most important influence on the choice of which plant to purchase followed by the extent to which it requires maintenance. Even for the most involved in the

category, indoor plants that require little maintenance are an appealing option. Cost is also a common consideration among all indoor plant buyers when deciding what to buy.

When you have purchased indoor plants over the past 12 months, what have been the most influential factors in your choice of which plants to buy?

Grand Total
Just the look of the plant D 23%
That it requires little maintenance D 20%
The cost D 0%
The plant's suitability for the conditions indoors (eAg..._ 19%
It's the right size _ 18%
The look | want to achieve in the room (the decor & a.._13%
The colour _ 13%
Feeling confident in my ability to take care of the pla.. _ 12%
The flowers I 2

That it is water-wise (does not require much water) [ N 19%
That it is a plant that | can grow and nurture from sm..| I &%
That it is an interesting specimen or something a bit - 8%

The fragrance I -
The effect the plant has on air quality - 7%
That it is pet friendly/non-toxic I 7

That is attracts nature [ B3

That it is a particular plant specimen that | am Ioukin..- 6%
The pot in which it was planted when purchased - 5%

That it is part of range of plants | am collecting - 5%
Thatitis edible | B3
That they are on trend | ES
That it has medicinal benefits | k)

Sample sizes: Purchased indoor plants in last 12 months n=665,
Heavy buyers n= 117, Moderate buyers n = 342, Light buyers n = 206

Heavy buyers Moderate buyers
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A Significantly higher than indoor plant buyer Grand Total a = 0.05

v Significantly lower than indoor plant buyer Grand Total a = 0.05
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What outdoor plants have people bought in the past year?

Of the 60% of Australians who purchased an outdoor plant in the last 12 months, flowering plants were the most popular. This was particularly the case among Heavy buyers with over half of
the most involved in the category buying flowering plants. Because heavy buyers have purchased more often in the category, there were significantly more likely to have purchased many types
of outdoor plants including edibles. Overall nearly one in four people who purchased an outdoor plant purchased a form of edible plant. Among Heavy buyers this ratio was one in three.

What types of outdoor plants have you bought in the past 12 months?

Flowering
Edibles
Natives
Seeds
Succulents
Shrubs
Roses
Annuals
Perennials
Trees
Ferns
Hanging
Climbers
Bulbs
Orchids
Cactus
Evergreens
Palms
Azaleas
Bloomers
Camelias
Tropicals
Grasses / rushes
Hedges
Bonsai
Other

| have not bought in the past 12 months
Aquatic

Grand Total
I 40%
[ 23%
[—22%
[ 21%
[— 20%
[ 17%
I 7%
[ 4%
[ 13%

[ 13%
[ 13%
[ 12%
[ 2%
[ 1%
[ 1%
[ 1%
[ 10%
[ 10%
[ 9%
[ 5%
. 7%

. 7%

. 7%

[ 6%

[ 33

I 5%

H3%

B2%

Sample sizes: Purchased outdoor plants in last 12 months n=998,
Heavy buyers n= 154, Moderate buyers n = 492, Light buyers n = 352
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Heavy buyers

I 34%/\
I 3 1%
I 34% /\
I 39% /\
I 2%
I 30%
I 3 1%
I 24% /\
I 29% /\
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N 25 /\
I 2%\
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I 15%

[ 3%
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%
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[ 0%

7%

[ 10%
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7%

6%

i en

[ 8%

4%

4%
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A Significantly higher than outdoor plant buyer Grand Total a = 0.05

v Significantly lower than outdoor plant buyer Grand Total a = 0.05
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What factors influence the choice of outdoor plants?

Amongst people who have purchased an outdoor plant in the last year, the cost of the plant, suitability for the conditions and the desired look of the garden are the main influences when
considering which outdoor plants to purchase. Low maintenance plants are also thought of frequently. Light buyers are less likely to consider the suitability for the conditions the plant will
grow in, indicative of their generally lower levels of experience. Heavy buyers are more likely than others to be looking for outdoor plants that offer something interesting or different to the

norm.

When you have purchased outdoor plants over the past 12 months, what have been the most influential factors in your choice of which plants to buy?

Grand Total
Thecost I 1
The plant's suitability for the conditions where it will grow (e.g. sha“_ 28%
The lock | want to achieve in the garden D 2
That it requires little maintenance _ 26%
The flowers _ 26%
The colour D 26
Just the look of the plant — 25%
That it is edible R e
That it is water-wise (does not require much water) . 7
Confident that it will do the job/look like I want it to in the long term | NN 15*
Feeling confident in my ability to take care of the plant _ 14%
That it attracts/provides habitat for nature _ 13%
That it is a plant that | can grow and nurture from small _13%
That it is a particular plant specimen that | am looking for _ 13%
The fragrance I 0%
That it is pet friendly/non-toxic I
That it is an interesting specimen or something a bit different - 8%
That itis part of range of plants | am collecting - 8%
It provides good shade cover B 5=
That they are on trend o
That it offers medicinal benefits - 4%
Other ks

Sample sizes: Purchased outdoor plants in last 12 months n=998,
Heavy buyers n= 154, Moderate buyers n = 492, Light buyers n = 352

Heavy buyers
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v Significantly lower than outdoor plant buyer Grand Total a = 0.05
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How many people are giving or receiving plants as gifts?

Overall one in four people have purchased a plant as a gift for someone and a similar number have received a plant as a gift. The pattern for buying and receiving plants as gifts is very similar
across buyer types, age groups and gender. Heavy and moderate buyers are significantly more likely to both buy and receive plants as gifts. Females are also more likely to purchase and

receive plants as gifts.

Which, if any, have you done in the last 2 years?

46% A
35% /\
27%
I =

Heavy buyers Moderate Light buyers Mon-buyers
buyers

Received a plant as
agift

Bought someone a
plant as a gift

Grand Total

26%

24%

Under 30

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573,

Under 30 n=228, 30-39 n=211, 40-49 n=206, 50-59 n=286, 60-69 n=362, 70+ n=358,
Males n=696, Females n=954
30

29%

30-39

32%
26%
17%v .
27%
23%
- .

40-49

50-59 60-69

A Significantly higher than others a = 0.05

v Significantly lower than others a = 0.05

29%

24%

70+

22%\/
27% /\
20%\/
Male Female
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Where do people draw their inspiration from?

Of the 75% of Australian adults that indicate they have some experience with plants and gardening, 40% indicate they use their in-store experiences at nurseries or other retailers as a source of
inspiration for plants and gardening. Observing what others do in their gardens and watching shows on television are other commonly mentioned sources of inspiration. The sources of
inspiration vary considerably by age with younger people more likely to use Instagram and searching the internet as a source of inspiration, middle aged people more likely to be inspired via
Facebook content and older people from TV shows on gardening or from travelling to different places.

Which, if any, of the following do you use as sources of inspiration for plants and gardening?

Grand Total

In-store at nurseries or other plant retailers (e.g.
Bunnings)

What | seen other people do with their plants and|
gardens (in real life)

Gardening shows on television
Searching on the internet (e.g. googling)
My childhood memaries

Gardening magazines

What | have seen when travelling to different
i 15%
places (e.g. overseas or holidays)

Building/renovation/housing shows on telavisior- 12%

Facebook

Instagram
Online gardening forums or groups, specific
websites

In decor/interior design shops that also sell . 8%
plants

Open houses/display homes . 8%
Decor/interior design magazines . 7%
Other =

| do not use any sources to draw inspiration - 21%

Sample sizes: Have experience with plants and gardening n=1,266,

_ 32% 19% V

Under 30
31%

22%\/

34%
13%
14%
12%
1%
16%
22% /\
17%
14%
9%
9%
0%

20%

Under 30 n=161, 30-39 n=145, 40-49 n=147, 50-59 n=228, 60-69 n=290, 70+ n=295

30-39

=

40-49

17%

50-59

-15%
-13%
B
| 3
.ses
.se«.
.se«.
IS%

Iz%

23%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

60-69 70+
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Key takeaways based on buyer behaviour in the nursery category

Hardware stores are popular distribution channels for plants

With over 7 in 10 people who purchased plants in the last year doing so from a hardware store,
it is clear that today, this is the most prominent distribution channel for the industry.
Independent nurseries and nursery chains are also popular, but in terms of foot traffic, these
channels are subsidiary to hardware stores.

Choice of retailer is driven by cost, range and convenience

When asked why plant buyers chose to shop at the retailers they had purchased from in the
last 12 months, the majority cite the perceived cost of the plants, the range of plants available
and the convenience of being able to shop the retailer as the main reasons for their choice. The
perceived quality of the plants was also an important factor, but not cited as regularly as cost,
range and convenience.

Examination of the difference in reasons given by those who shopped at hardware stores
relative to those who did not, shows that cost and range are significantly more important
among those who purchased plants from a hardware store. Cost and convenience were the
two most frequently cited reasons for choosing to shop at non-hardware retailers.

Those who purchased plants from places other than a hardware store were also significantly
more likely to cite secondary reasons such as wanting to support their local community, that
the retailer was a nice place to visit for an outing or loyalty programs.

Given the trend towards medium and higher density living, it was interesting to note that the
range of pots available at the retailer was mentioned as a reason for choosing where to shop
by just over 20% of people who purchased in the category in the last year. This reason was
given equally among those who purchased from hardware stores and those who purchased
elsewhere.

Staff advice was also a prominent secondary consideration in the choice of retailer by
approximately 1in 5 people who purchased plants in the last year. This finding emphasises
the opportunity to enhance the retail experience by providing customer service training and
support for staff in nursery retail environments.

Weekend trading is critical

The majority of plant buyers tend to purchase plants on the weekend. This is particularly the
case for younger buyers. Older retired and semi-retired buyers show they have greater
flexibility with a higher number indicating they shop more often on weekdays, but even
among these people, many will also shop for plants on the weekends.

Wanting colour in and around the home is a dominant trigger to purchase

There are many triggers to purchase, but the most prevalent is wanting to purchase
flowering plants or plants with interesting foliage to bring more colour into and around the
home. This desire is also reflected in flowering plants being the most frequently mentioned
types of indoor and outdoor plant purchased in the last year.

The role of outdoor plants once again stands out as redoing garden areas was cited as the
next most common trigger to purchase plants.

Other important triggers include replacing an existing plant that has died. In situations
where the death of a plant results in an empty pot, the compulsion to purchase appears to
be even greater.
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Key takeaways based on buyer behaviour in the nursery category (cont.)

The trend of using of plants as a device within home decor is on the ascent and this is
reflected by 1 in 4 mentioning improving the decor of the home as a trigger to purchase.

The look of the plant is a potent driver of indoor plant choice

The look of the plant is given as the most common reason for choosing a particular type of
indoor plant along with other considerations such as the look they wish to achieve in the room,
the colour or the foliage and flowers.

Succulents and cacti are popular indoor plant choices

The next most popular type of indoor plants purchased are succulents and cacti. Nearly one in
three people who purchased plants in the last year indicated they had purchased a succulent
of cacti. The preference for succulents and cacti was even stronger among the heaviest
buyers in the category with nearly 1 in 2 heavy buyers having purchased this type of plant in the
last year.

Suitability for the conditions/location is another core consideration

The suitability of a plant for the intended location or the conditions in the room or garden was
generally the second most important consideration for the type of plant purchased for both
indoor and outdoor plants.

Light buyers are significantly less likely to consider suitability when considering which plants to
buy and therefore more likely to encounter difficulties in terms of keeping the plants they buy
alive. While replacing a plant that has died is a trigger to buy plants, it is also likely that
repeated failure to keep plants alive is a factor that undermines the confidence of buyers in the
category and can stifle future purchase potential.

Low maintenance options are highly desired

For both indoor and outdoor applications low maintenance plants are being purchased
frequently and this is cited by consumers as a key consideration when it comes to deciding
the types of plants to purchase. Even among the more experienced and engaged heavy
buyers in the category, low maintenance types of plants are commonly desired.

Affordability is also considered when choosing plants

The cost of the plants was the most frequently mentioned consideration for choice of
outdoor plants and equal second with low maintenance when choosing indoor plants.
Allowing consumers to access a range of plant types and plants at different price points to
suit their individual budgets is important to allow as many people to participate as fully as
possible in the nursery category.

Air quality and medicinal benefits are niche drivers of plant choice

These benefits were infrequently mentioned as reasons for choosing indoor or outdoor
plants. At the moment, consumers base their purchase decisions on the visual appeal,
suitability and ease of maintenance. Air quality and medicinal benefits may be appealing
secondary benefits if these primary benefits are met, but are unlikely to become a
significant driver of choice for many in the short term.

Gifting plants is popular

With one in four people giving and receiving plants in the last year, it is clear that buying
plants for gifts is popular. There may be opportunities to further stimulate this activity by
more closely linking certain types of plants as gifts for specific occasions.
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What is the gardening environment in Australia?

Approximately one third of Australian adults live in a house with an outdoor area of more than 100 sqgm. 38% of Australians live in houses or townhouses with small yards or courtyards with
less than 100 sgm of outdoor space. Just under one quarter live in apartments or terrace houses with only a courtyard or a balcony. Ininner urban areas (within 15km of a capital city CBD), the

ratio is almost double at 42%. People living in outer urban and regional areas typically live in dwellings with more outdoor space. However even in these areas a substantial proportion of people

do also live in medium and high density dwellings.

Inner urban
20%
Which best describes where you live?
Grand Total Inner urban
House with
f!OnUbBCk yard _ a by
\%
House with small
yard/courtyard . 4 9%
Terrace/
townhouse with 29% 26%
small yard
A
Apt/Terrace with
courtyard/balcony - 2% e

Other 1% 1%

No outdoor space il 3% 6%

Note: House/terrace/townhouse with a small yard/courtyard had <100 sqm of outdoor space
Sample sizes: Grand Total n=1,651, Inner urban n=316, Outer urban n=718, Regional n=442, Rural n=175
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Outer urban

10%

3

|1%
IZ%

46%

Outer urban

Regional

24%

Regional

44%

-
n

1% 29%

3
<%

I
w
€

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Rural

10%

Rural

41%

—-
—=
&°

31%

—a'e' .
#

Y

S
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Space constraints emerging

Heavy and medium buyers are significantly more likely to reside in dwellings with more outdoor space and less likely to live in apartments or terrace housing with only a courtyard or balcony.
Conversely non-buyers are more likely to live in these types of dwellings or apartments with no outdoor space. Space is commonly identified as a barrier to buying more plants and it would
appear with a high proportion of Australians now living in higher density dwellings, that the amount and type of plants people will buy will need to be appropriate for smaller outdoor spaces.

Which best describes where you live?
Grand Total

House with

front/back yard

House with small
yard/courtyard

=3
| I

Terrace/
townhouse with
small yard

29%

Apt/Terrace with

courtyard/balcony 22

<

Other § 1%

No outdoor space [ 3%

34%

Heavy buyers

A
50%

11%

24%

13%

2%

Note: House/terrace/townhouse with a small yard/courtyard had <100 sqm of outdoor space
Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

36

Moderate buyers

8%

1%

2%

Light buyers

32%

10%

32%

24%

1%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Non-buyers

26%

\Y

9%

31%

27%

2%

.|
-4;
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How many Australians have outdoor plants in the ground and in pots?

The availability of front and backyard areas increases the likelihood of people having plants growing in the ground. About 6 in 10 people with this type of space have plants growing in the
ground. This doesn't mean they don't also have plants growing in pots with between one quarter and one third of people with yard areas having outdoor plants growing in pots.

Do you have any of the following outdoor areas at the dwelling where you live? What, if any, type of planting is in this area?

Backyard area Front yard area Deck or verandah
Plants in the ground 30% 36%
Nett ground Nett ground Nett ground
62% 59% 4%
Plants in both pots
and the ground 32% 23% 4%
Nett pots Nett pots Nett pots

38% 26% 31%
Plants in a pot | 6% 3% 27%
There are no plants il 5% 3% IQ%

| don't have this area 26% 35% 60%

Sample sizes: Total n=1,651

37

Courtyard Balcony
I 6%
Nett ground
14%
I 8%
Nett pots Nett pots
21% 15%
13% 15%
3% 5%
70% 79%
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What barriers are preventing people from buying more outdoor plants?

The main barriers to buying and owning more outdoor plants are cost, a lack of space in the garden or feeling that they have as many as they need or want. As might be expected, heavy
buyers are significantly less likely to identify any barriers to purchasing more outdoor plants. Non-buyers are more likely to not have outdoor spaces for plants where they live, be renting the

home in which they live or a lack of interest in plants and gardening.

What, if anything, are the barriers preventing you from buying outdoor plants or buying more outdoor plants than you already do?

Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers
The cost of the plants R 15 | A D 20% e T 1es
Lack of space in my garden . 4% 6% e 23% A 3% sV
I have as many as | need, | don't need more | . 2% I REES e s
No place for outdoor plants where | live | B3 | 53V 6% e s A\
| have already spent enough money on plants | E3 B o o e 5%
1am renting/won't be in this house long term | B | 3V B 5% 6% D RFEYAN
It becomes a hassle when you go away/on holiday | ED | B i 7 % 7%
I'm likely to neglect them/forget to attend to them I 7 | E:3v 6% e 0%
| can't seem to keep plants alive | k3 | V4 e k) %
| prefer to spend money on other things, plants are not a priority - 7% . E%V . 4% - 7% I 'l‘x.A
It is not just the plants you have to buy, but pots, soil and other stuf. [l 7% | [ e% 6% e
The conditions are not good for growing plants where | live (e.g. cii.. JJJll 6% | B 6% % 6%
I don't know what will work well in the environment s s 6% % 4%
I don't have any interest in plants or gardening | B3 1%/ | E2AV4 4% R EE AN
I don't have a good place to grow them | &3 | B3 6% 6% 6%
I don't have time to tend to plants | 33 v ) 5% % %
I don't know how to look after plants | 3 | ExAVA 3% 6% %
Pests are a problem where | live s | K23 e 6% W%
I don't know how to create the look | want |3 | K2 5% % 5
I am not involved in the garden | B3 | 33 11% 3% e/
The garden is too shady | B3 | K 7% 4% 3%
Someane else buys them | £33 | k3 B2% Ba% 6%
I don't have the tools | need to garden | k2 [1% B2 A% 3%
| have allergies/children/pets that don't go well with plants | £33 [ | 5% /\ kD 2% B2
Other B2 1% |1% 3% 8%
Nothing - there is nothing preventing me from buying/buying more .. | NN 32% _479&_ 36% e 30% 2%

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 A Significantly higher than Grand Total a = 0.05

38 W/ significantly lower than Grand Total a = 0.05 Trle NaV’I.gatorS
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What impact does property ownership have on purchase volumes?

Home ownership has a strong positive impact on the propensity for people to purchase outdoor plants. People that live in dwellings they own are significantly more likely to to buy outdoor
plants for planting in both pots and the ground relative to renters or people still living with their families. As a consequence, both heavy and light buyers are significantly more likely to be living
in a home they own. Note that home ownership has no discernible impact on the propensity to purchase indoor plants.

Is the property in which you live...? Ave plants purchased indoor areas Ave plants purchased pots outdoors Ave plants purchased ground outdoors
Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers

44%
\%

A

65%

A

One that I/we own 59%

A rental property 20% 36%

My parents home )
and | live with |88 14% 14% 14% 13% 15% 17 22 \Y 25 \%
them
Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 Sample sizes: A property that we own n=976, A rental property n=512, My parents home and | live with them n=155

A Significantly higher than Grand Total a = 0.05

4
W/ significantly lower than Grand Total a = 0.05 Trle NaVlgatorS



What impact does transience have on gardening?

Among the approximate 10% of Australians who moved into a new home in the last year, the move was a significant trigger to purchase plants. 62% of all who moved into a new home
indicated that moving home was the most significant trigger to purchase plants. As they had moved into a new home there were also less likely to cite triggers such as a plant dying or an
ongoing project as a prompt to purchase plants.

Top purchase triggers for buying a new plant in the last 12 months
Grand Total Moved into house in the last year

Moved into a new house 9%

62%

>

A decision to improve the decor in my

house 24%

36%

>

Wanting plants for colour 37%

35%

Redoing an area in my garden 32% 28%

It was an impulse buy 18%

20%

| had a pot that needed to be filled 22%

-
@
Ed

An existing plant died 12%

Part of an ongoing project

n
=
e

New indoor furniture

~
&2

B
| I
]
o
32

Sample sizes: Grand Total n=1,651, Moved in a new home in last 12 months n=138

A Significantly higher than Grand Total a = 0.05

4
W/ significantly lower than Grand Total a = 0.05 me NaVlgatorS
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What role do pets play?

Approximately one in two Australians have a pet in home. Amongst the total population pets are a driver of plant behaviour for approximately 5% of households, but amongst those who have a
cat or dog the figure is closer to 1 in 10 taking this into account as a barrier or motivator. While there is a segment for whom this is important, the size is small.

Pets in the home Considerations for indoor plants due to pets in the home

Grand Total Have a pet in the home Have a cat in the home Have a dog in the home
Mentioned as barrier
| have allergies/
children/pets that

don't go well with
indoor plants

A

Mentioned as driver

34%

That it is pet
friendly/non-toxic

25%

Considerations for outdoor plants due to pets in the home

Mentioned as barrier

| have allergies/
children/pets that
don't go well with
plants

3%

Mentioned as driver

That it is pet
friendly/non-toxic

Yes, a dog(s) Yes, a cat(s) Other pets No pets in the hou..

Sample sizes: Grand Total n=1,651, Yes, a dog n=539, Yes, a cat n=402, Other pets n=144, No pets n=803, Have a pet in the home n=848

A Significantly higher than Grand Total a = 0.05

4
W/ significantly lower than Grand Total a = 0.05 Trle NaVlgatorS
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Key takeaways about the home and environment as a context for plants and gardening

Most people live in high and medium density dwellings

Most people live in townhouses, terraced houses or apartments with small outdoor spaces
that are available for plants and gardens. As housing affordability continues to decrease and
populations increase, the shift to medium and high density dwellings will continue, particularly
in the urban areas of capital cities. The incidence of people living in houses with yards within
15km of capital city CBD'’s (inner urban areas) is only 15%.

The available space for plants limits spend in the nursery category

Heavy and medium buyers of plants are significantly more likely to reside in dwellings with
more outdoor space for gardening such as houses with front and back yard areas. Nearly one
in two heavy buyers live in such dwellings, while less than one in three light buyers and one in
four non-buyers live in similar dwellings.

Pots have a significant role to play in all areas of the outdoor garden

People living in dwellings with courtyards, decks and balcony areas are significantly more likely
to own and buy outdoor plants that are suited to pots than planting in the ground. The
importance of planting outdoor plants in pots is already high and only likely to increase in the
near future.

Helping novice plant buyers, particularly those with smaller outdoor spaces to know which
plants are suited to potted applications and to understand how to plant and maintain potted
plants will improve buyer success and future engagement in the category.

While pots will add to the cost of participating in the nursery category, they also play a role in
triggering purchase when a plant dies or they become empty.

Moving home is a trigger to purchase plants

Among those who moved home in the last 12 months, over 6 in 10 indicated that this was a
trigger to purchase plants, by far and away the most common trigger to buy in the nursery
category.

In addition those who have been in their home for less than a year are significantly more
likely to expect to spend more on indoor plants in the future than those who have been in
their home for longer periods of time.

Home ownership is also related to category involvement. Heavy and medium buyers of
plants are significantly more likely to own the home they live in, while non-buyers of plants
are significantly less likely to own their own home. The volume of plants purchased in the
last 12 months is also correlated with home ownership. People who own their own home
purchased a significantly higher number of outdoor plants for both planting in both pots
and the soil relative to those who do not own the home in which they live.

Perception of the environment for growing plants may limit purchasing behaviour

Non-buyer of plants are more likely to perceive the climate and soil where they live to not be
conducive to growing plants. The lower levels of experience and confidence with non-
buyers of plants casts some doubt on whether these environmental constraints are real or
perceived. It may be that they have a limited understanding of what plants might be best
suited to their home environment. Pests in the garden are said to be a concern by 1in 5
heavy buyers.

Pet ownership is not a wide-spread consideration for purchasing plants

Pet ownership is prevalent with one in two people having a pet in their home, but only one in
twenty people regard the suitability of plants for their pets as a consideration.
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Who has the most indoor plants?

Younger people are both more likely to own an indoor plant and have a significantly higher number of indoor plants than the population as a whole. Older people aged 70 years are no less likely
to own indoor plants, but tend to have fewer plants than other people.

Approximately how many, if any, indoor plants are in your home at the moment?
Grand Total Under 30 30-39 40-49 50-59 60-69

\%
- .-

~
o
F

A

18% 17%

3-4 plants - 20% 19% - 23% 1
56 plants-13% | 16% | -m% -14% -14% -11% .10%_
7-8 plants .7% 27% 0% | 39% .9% I4% .6% .5% ls% 18%
More than 8 plants . 7% 13% I 5% l 5% . % I4% Ia%

- . . ° ' a
Sample sizes: Grand Total n=1,651

Under 30 n=161, 30-39 n=145, 40-49 n=147, 50-59 n=228, 60-69 n=290, 70+ n=295 /\ significantly higher than Grand Total a = 0.05

44 W/ significantly lower than Grand Total a = 0.05 Trle Na\,{gators

Average number of indoor plants owned
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How many indoor plants do heavy category buyers own?

On average heavy buyers own approximately 7 indoor plants, nearly double the average for all Australians. Moderate buyers also own a significantly higher number of indoor plants with just
under 5 per moderate category buyer. Light buyers are more likely to own between 1 and 4 plants, while more than half of people who did not buy a plant in the last 12 months do not own any

indoor plants.

Approximately how many, if any, indoor plants are in your home at the moment?

Grand Total

No indoor plants _29%
1-2 plants - 24%
3-4 plants - 20%
5-6 plants - 13%
7-8 plants . 7%

More than 8 plants . 7%

Average number of indoor plants owned

Sample sizes: Grand Total n=1,651,

Heavy buyers

u;

Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

Moderate buyers

-
\%

23%

25%

.
w

1%

I4%

3%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Light buyers

Non-buyers

55%

24%

6%

Im

2%

¥
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What barriers prevent you from buying more indoor plants?

A perceived lack of space is the most commonly mentioned barrier to buying and owning more indoor plants. Overall, one quarter of people say there is nothing to prevent them from buying
more indoor plants. This is even more pronounced among Heavy Buyers where over one in three say there is nothing to prevent them from buying more. This is an encouraging finding,

reaffirming that there is potential for an increase in the frequency and weight of purchase among those who already have spent a considerable amount.

What, if anything, are the barriers preventing you from buying indoor plants or buying

more indoor plants than you already do?
Grand Total

22%

Lack of space

The cost of the plants

| can't seem to keep plants alive

| have as many as | want, | don't
need more

Y
W
&

Py
w
B

| prefer to spend money on other
things, plants are not a priority

| don't have a good place to grow
them

R
*

=
®

There is not enough light in my
home

pury
-
o

I'm likely to neglect them/forget to
attend to them

I don't know how to look after
plants

-

| don't know what will work well in
the environment

=3
B3

Nothing - there is nothing
preventing me from buying/buying
more indoer plants

24%

Sample sizes: Grand Total n=1,651,
Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573
46

Heavy buyers
18%

21%

.ﬁ. .
w
f=.3
% g B
< Tz <
=

34%

Moderate buyers

23% 21%

21% 20%

S

7% YV

12%

-] I
£l
—_
pury
a2

B
® 2

=

26% 21%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Light buyers

Non-buyers
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Key takeaways about consumer involvement with indoor plants

Indoor plant ownership is widespread and popular with younger people
Over 7 in 10 people indicate they currently have an indoor plant in their home.

The incidence of indoor plant ownership significantly increases among younger people,
particularly those aged under 30 years. Approximately 8 in 10 under 30 year olds currently
have an indoor plant in their home. The number of plants owned by this age cohort is also
significantly higher than that of older people. The average number of plants owned by them is
nearly 5 compared to an average of just over 3 plants for the population as a whole.

It appears many younger people are building their knowledge, confidence and experience with
the category through indoor plants. Over time it is likely as these people age, that they may
move to dwellings with more capacity and requirements for outdoor plants, thereby providing a
platform for growing expenditures as a function of changes in living arrangements.

The availability of outdoor space has no bearing on indoor plant ownership

There was no evidence found of a relationship between the availability of outdoor space for
plants and gardening and the number of indoor plants owned. The average number of indoor
plants owned was very similar for those living in apartments as those living in
townhouses/terraced housing or even houses with larger front and rear yards.

The absence of any relationship suggests that people generally do not tend to compensate for
a lack of outdoor space by investing more heavily in indoor plants.

The number of indoor plants owned is a function of a overall involvement with plants

Heavy and medium buyers of plants were significantly more likely to also be prevalent
owners of indoor plants. Heavy buyers of plants, on average have approximately 7 indoor
plants in their home and medium buyers nearly 5 plants. Light buyers have just under 3
indoor plants and non-buyers between one and two.

This strong direct relationship between overall plant purchasing behavior and and the
number of indoor plants owned suggests that the best buyers of indoor plants are those
who are most likely to buy plants for the indoors and outdoors.
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What proportion of people have edibles growing?

Two in three Australians are currently growing some form of edible plant. Nearly half of all adults are involved in growing herbs and vegetables and just over four in ten grow a fruit tree. In
terms of recent purchases of edible plants, of those who purchased an outdoor plant in the last year, 23% indicated they have purchased at least one edible plant. Among heavy buyers, just
over one in three purchased an edible outdoor plant. A similar proportion of people who purchased an indoor plant made at least one edible indoor plant purchase. Again heavy buyers were
significantly more likely to have purchased at least one edible indoor plant.

Which, if any, of the following do you have growing? Of those who purchased outdoor plants in the last 12 months, edibles were
puchased by...
34% A\
Grow herbs
23% 25%
o 66% . . iv
Grand Total Heavy buyers Moderate buyers Light buyers

Grow vegetables
Of those who purchased indoor plants in the last 12 months, edibles were

puchased by...

3% A

Do not grow
edibles
13% V
Grow fruit trees -
Grand Total Heavy buyers Moderate buyers Light buyers
n=1,651
Sample sizes: Grand Total n=1,651, A Significantly higher than Grand Total a = 0.05

Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

4
W/ significantly lower than Grand Total a = 0.05 me NaVlgatorS



What motivates people to grow edibles?

Of those who grow edible plants 61% agree that growing their own produce is a strong motivation for them to do so. The freshness and availability of home grown produce are the most
prominent functional benefits of edible plants among those who grow them. Many also derive intrinsic reward for growing their own edible plants with 27% indicating personal satisfaction is a

primary reason for doing so.

Growing our own produce is a strong motivation for me to garden or have plants
Grand Total

Grow edibles

A

19%

A
33% 42%

Strongly agree

Agree

Neither

Disagree

Strongly disagree 6% 2%
\%

Don't know 5% 1%

\%

Sample sizes: Grand Total n=1,651, Grow edible plants n=1,100
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What are the main reasons for growing your own edible plants?

For the freshness

| find it personally satisfying to grow my own
produce

So that they are easily available when | need
them

To save money

As a hobby

-
~
S

To be as self-sufficient as possible

So that | have chemical-free food

®
22

for]
*°

| like how it looks having them growing there

| enjoying experimenting with different/new
things

To engage the children/teach them about
growing food

2
®

©
i?II

To share produce with others

o

*I
©
Ed

It gives me access to things | couldn't easily buy

It makes me feel like a 'foodie’ i.e. someone wh
is engaged with food and cooking

In case | could not get to the shops due to the

COVID-19 pandemic - %

To sell my produce

-3
3°

. 2%
Other - 3%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05
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Where are edibles being grown?

The location for growing edible plants varies as one might expect by the type of edible plant being grown. Herbs are more likely to be grown outdoors in a pot while vegetables and fruit trees

are most likely to be grown outdoors in the soil.

Which, if any, of the following do you have growing?
Herbs

Vegetables

29%

26%

3%

Growing outdoors in Growing outdoors ina  Growing indoors in a pot

garden pot

Growing outdoors in Growing outdoors ina  Growing indoors in a pot

garden pot

Sample sizes: Grand Total n=1,651

51

Fruit trees

33%

3%

Growing indoors in a pot

Growing outdoors in a

Growing outdoors in
garden pot
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Key takeaways about consumer involvement with edible plants

Growing edible plants is widespread and popular

Nearly 7 in 10 people indicate they currently are growing some form of edible plant in their
home with the types of plants grown evenly distributed across herbs, vegetables or at least
one fruit tree.

Of those who purchased outdoor plants in the last year, just under 1 in 4 people purchased
some form of edible plant. Among those who purchased indoor plants in the last year, just
over 1in 5 purchased an edible plant.

The incidence of buying edible plants is highest among those who purchase more in the
category. Among heavy buyers the purchase of indoor and outdoor edible plants was
significantly higher.

Growing edible plants is strong motivation for people to enjoy plants and gardening in
general

Among those who grow edible plants, most (61%) are likely to agree that growing their own
produce is a strong motivator for them to garden and have plants.

People that grow edible plants are motivated by the benefits of having easily available fresh
produce. They also appear to gain significant intrinsic reward from growing their own food.

Smaller, but a not insignificant proportion of edible plant growers also cite saving money and

being more self-sufficient as reasons why they choose to grow edible plants. These motivators

do appear to be secondary to the main benefits of freshness and ease of availability.

Potted edible plants are prominent

Similar to the broader prevalence of potted plants, a high proportion of people use pots to
grow edible plants, particularly herbs. While 16% of all Australian adults report growing
herbs outdoors in the ground, approximately double that proportion have herbs growing in
pots either indoor or outdoors.
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Attitudes towards plants and gardening

Overall, the majority of Australian adults would like to learn more about plants and gardening. The thirst for learning more is strong even among those who already purchase heavily in the
category, suggesting their passion for plants extends to a strong desire for continued learning. Very few people agree with the notion that plants and gardening are a waste of time and money,
although among non-buyers the strength of the disagreement is somewhat weaker than for those who have purchased plants in the last year.

To what extent do you agree or disagree that each statement describes how you feel about plants and gardening?
Grand Total Heavy buyers Moderate buyers Light buyers MNon-buyers

I'd like to learn more
about plants or A \V4 26%
gardening

1 wish | had more
time to spend on
plants or gardening
v A
A
v
v
v

| consider myself as
someone who has a
‘green thumb'

I'm the type of person
others come to for 529
information and
advice on gardening
T7%

I don't like the look of
a garden, prefer to
have no garden

Plants and gardening
are a waste of money

Plants and gardening
are a waste of time

M Agree M Disagree

Sample sizes: Grand Total n=1,651,
Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

A Significantly higher than Grand Total a = 0.05

54 W/ significantly lower than Grand Total a = 0.05 Trle NaV’I.gatorS



Motivational statements about gardening

The desire for low maintenance plants and gardens is common across Australian adults. Even one in two heavy buyers agree that low maintenance plants and gardens are a priority for them.
This desire is particularly strong among light buyers with nearly 7 in 10 agreeing with the statement. Pride in plants and gardens are a strong motivator for the heavy and moderate buyers and

they typically show little agreement with negative attitudes toward plants and gardening. Such attitudes are more prevalent among non-buyers in particular.

% Agree/Strongly agree

Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers

ws
-m v
-3296 v
-29%
-
_—

g
*

Having a low maintenance garden and plants is a high priority for me

My plants or garden are a source of pride

§

a°

5

1 feel quite concerned if one of my plants dies

tI
§

| feel a sense of guilt about not tending to my plants or garden as much
as | should

B
pr)
3

0%

[~
w
B

Having plants feels like having something that you need to worry about

The ongoing maintenance that plants need puts me off

3

My past experience with plants has been disappointing - 10% v - 25% - 32%

1 don't like being outside in the sun to garden - 23 I 8% \/ - 26% - 32% /\
The risk of failure puts me off plants and gardening - 22 l 9% \/ - 23% - 27%

| am impatient with plants, it takes too long to see the results - 21% . 12% v -2495 - 26%

I find gardening physically too difficult for me -19% Iﬁx \Y4 . 2% V

g &
N I
£ 8
> >

I

10%

1 don't like working with soil/getting soil on my hands in the garden

10% v

| sometimes feel embarrassed about my plants or garden 15%

-
~
a€

=

o
B
-
~
®
]
B

Sample sizes: Grand Total n=1,651, /\ significantly higher than Grand Total a = 0.05

Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 ’
v Significantly lower than Grand Total a = 0.05 me Nawgators
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General attitudes towards gardening

Respondents were asked the extent to which they agreed or disagreed with a number of attitudinal statements that could be used to describe their approach toward plants and gardening. The
likelihood of people agreeing with each statement was highly correlated with with their weight of purchase with heavy and medium buyers significantly more likely to agree with each statement

than non-buyers in the category.

Grand Total

| am very aware of water requirements when gardening 66%

| am fascinated by seeing new buds or leaves on my plants

| see gardening as a way to keep physically active 59%

Being surrounded by beauty is a strong motivation for me to
garden or have plants

Plants or gardening help me to feel closer to nature

8
*

Working with plants is a form of relaxation for me

Having colour in my garden is a high priority for me

@
o
B

o
2]
&

Encouraging nature is a strang motivation for me to garden or
have plants

]
3

Plants and gardening are a creative outlet for me

Growing our own produce is a strong motivation for me to
garden or have plants

7 s

Plants and gardening are a way to express my personality

| like experimenting with different plants and ideas, it does not
matter too much if it does not work out

]
€

39%

| actively try and have native plants

Personal development and learning a new skill is a key
motivation for me Lo have plants

Things about my plants or garden remind me of people or
places from my past

Plants or gardening help me to feel connected to people who
are important to me

Creating an environment for children to be in the garden is an
important motivation for me to garden

Leaving a legacy (planting something that will be here in the
future) is a key motivation for me to garden

w
@
a®

w
@
Ed

# FJ

“a
*

Sample sizes: Grand Total n=1,651,
Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

Heavy buyers Moaderate buyers Light buyers
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e
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I
e
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I
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I
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-
-
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B
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59%

57%

IESI
&

I.ﬁ.

40%

I
I
I
-
A

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Non-buyers

—
B
—
e v
- v
—
-2915 \v4
v
sy
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Y
-2295 \V
-2“5 \V/
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-21% \V4
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Key takeaways about attitudes towards plants and gardening

Plants and gardens are a source of pride for many

Agreement with the statement “plants and gardens are are source of pride for me” was one of
the highest off all attitudes explored in this study. This finding reflects the simple truth that in
addition to whatever intrinsic pleasure people derive from plants, many want others to
recognise what they have achieved with plants and gardens in and around their homes. They
are making a statement to the broader world about their sensibility in being able to curate
beauty from the natural world.

Low maintenance is highly desired

The statement with the highest overall level of agreement, “having low maintenance plants and
gardens is a priority for me” reflects the universal appeal of minimising time, effort and risk
when it comes to creating the plant or garden environment people desire.

Even the heaviest buyers in the category, who are also the most emotionally involved and
experienced, desire low maintenance solutions in the main. Interesting plants and garden
solutions that can ease maintenance burdens will consistently find a willing audience.

Connecting with nature is highly motivating

A great majority of people see involvement with plants and gardening as a valued way of
feeling closer and more connected to nature. Many people are fascinated by observing new
buds and leaves on plants and relish the feeling of being surrounded by natural beauty.

Time spent tending to plants and gardening delivers intrinsic benefits for many people

Many people agree that plants and gardening gives them a sense of inner tranquility, relaxation
and an outlet for their creativity. These intrinsic benefits are less about the plants themselves
and more about how their involvement with plants enhances their overall wellbeing.

Awareness of water requirements is very high

Water management and water conservation appears to be a salient issue for many people
with over 1 in 6 indicating that they are very aware of the water requirements of their
gardens.

Emotional involvement with plants is highly associated with buying behaviour

The strength of agreement on almost all attitudinal dimensions between heavy and
medium buyers on the one hand and light and non-buyers on the other, reflect dramatically
different mindsets when it comes to plants and gardening.

The discipline of behavioural science has demonstrated that attitude formation does not
consistently precede behaviour and in some cases attitudes are shown to form and deepen
following behaviour. The ability to shift attitudes and emotional involvement among non-
buyers of plants may be to “seed” a plant owning or buying behaviour as a platform that will
allow them to discover or rediscover the intrinsic or extrinsic benefits of plant ownership.

The perceived effort involved in maintaining plants is a major barrier for non-buyers

People who have not purchased plants in the last year are significantly more likely to agree
with statements that characterise an aversion to the effort required to maintain plants and
some of the physical characteristics associated with gardening outdoors, such as exposure
to the sun, getting dirt on their hands and general physical effort.

People with such attitudes may be more receptive to low maintenance solutions for indoors
and smaller spaces for people who do find outdoor gardening challenging in these ways.
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Category purchase behaviour and intent as framework for segmentation

To identify opportunities for growth a consumer value segmentation model has been developed for which recent purchasing behaviour and intended future purchasing behaviour in the indoor
and outdoor sub-categories and the type of dwelling forms the basis. The survey variables used as inputs for developing the segmentation model are shown below.

Indoor Value Inputs Outdoor Value Inputs

Number of indoor plants at home Number of outdoor plants purchased in

last 12 months
Number of indoor plants purchased in

last 12 months Intended future spend on outdoor plants

Intended future spend on indoor plants Type of dwelling - amount of outdoor
space

A Latent Class clustering method was used with the value from the above categorical variables. Optimal AIC and BIC values were obtained for an eight cluster solution. The outputs from the
Latent Class procedure for the optimal eight segment solution is shown in the appendix to this report.
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Market segmentation - Indoor value inputs

The distribution of responses to the indoor value input variables for creating the market segmentation are shown below. The classifications shown are those that were used in the
development of the segmentation using a Latent Class clustering procedure.

Approximately how many, if any, indoor plants are in your home at the Approximately how many plants have you bought in the past 12 months for  Over the next few years do you expect the money you spend on indoor
moment? indoor areas? plants to increase or decrease?

* ?

Noindoor 1-2 plants 3-4plants 5-6 plants  7-8 plants Morethan8 Haven'tre 1 plant 2plants 3-4plants Sormore Don'tknow Expecttospend Don't expect any Expect to spend Don't know
plants plants cently pur plants more change less
chased..
n=1,651 n=1,651 n=1,651
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Market segmentation - Outdoor value inputs

The distribution of responses to the outdoor value input variables for creating the market segmentation are shown below. The classifications shown are those that were used in the
development of the segmentation using a Latent Class clustering procedure.

Which best describes where you live? Approximately how many plants have you bought in the past 12 months to  Over the next few years do you expect the money you spend on indoor plants
be used in outdoor pots? to increase or decrease?

22% . i 1,

Haven't 1 plant 2 plants 3-4 plants 5or more Don't know

purchase plants

outdoor pot
plants
...to be used for growing in the ground outdoor?
Expectto spend more  No change expected  Expect to spend less Don't know

. . Haven't 1 plant 2 plants 3-4 plants 5 or more Don't know

House with  House with Terrace/ Apt/Terrace Other No outdoor purchased any plants

front/back small townhouse with space outdoor
yard yard/courtyard withsmal..  courtyard/.. ground plants
n=1,651 n=1,651 n=1,651
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A total of eight consumer value segments were identified

The segmentation analysis identified an optimal number of segments based on the indoor and outdoor plant buying and owning variables described earlier. The size of
the resulting segments is shown below, based on the proportion of adult Australians who make up each segment. The propensity of segments to buy plants varies from

those who rarely buy plants (Leaf Loathers) through to frequent, heavy buyers of plants (Enthusiasts).

Heavy plant .
buyers

Enthusiasts .
6% [$269m value past year]

Leaf loathers

Garden Proud 21% [S0m value past year]

17%

[$45Tm value past year]

Rarely buy plants

Unavailable

Early Bloomers 8% [$Om value past year]

8%

[$205m value past year]

Plant curious
7% [$12m value past year]

Small space curators

16% o
[$261m value past year] Dabblers ‘.,
17% [5168m value past year]

Light plant

buyers TheNavigators

Sample sizes: Total n=1,651



Enthusiasts

Love plants, indoors and outdoors
Derive huge pleasure from tending to
plants

They consider themselves to be
“gardeners”

Confident and self assured in their
knowledge of plants, they are the people
others go to for advice and inspiration
They tend to live in dwellings with plenty
of space to nurture their passion

Their love for plants is matched by their
spend, 3x more than the average person
They are also passionate about
environment and sustainability issues

Garden Proud

These people enjoy plants and gardening
and are motivated by the way their yard
looks

These people spend most of their efforts
outdoors, creating a pleasant
environment to be in and look at

They relish growing their own produce
They tend to be older than average with
most aged over 50

They also tend to live in homes they own
in outer urban, regional and rural areas
They are valuable as one of the larger
segments and because they spend more
in the category than most.

Early Bloomers

These people also focus on both the
indoors and outdoors of the smaller
houses and townhouses they occupy,
usually in outer urban areas

They are younger, newer to the category
and less assured than the Enthusiasts
and Garden Proud, but want to learn and
do more

They are the third highest spenders in
the category and display a level of
motivation and interest in learning that
may see their spend grow

What's holding them back a little is
keeping indoor plants alive and knowing
what will work in their small yards and
courtyards

Small Space Curators

Younger and more likely to be female
these people more most likely to be
found renting apartments and smaller
properties in urban areas

Their plant focus is primarily potted
plants for indoors and courtyards and
balconies

They are inspired by colour and wanting
to be surrounded by beauty

Leveling-up the decor in their home is a
strong trigger to purchase for these
people

They are not plant lovers, but appreciate
the look plants can bring to their home
environment

Plant Curious

These people haven't purchased a plant
recently, but have participated in the
category in the last few years

Generally younger people who are single
or living as a couple in smaller rented
dwellings

They may have a small number of indoor
plants, but don’t think of themselves as
capable plant people

They consider themselves to be nature
lovers, but have had bad experiences in
keeping plants alive in the past and don't
rate their ability to keep plants alive in the
future highly

But, they show an inkling of interest in
knowing more and spending more time
on plants

Leaf Loathers

These people have not purchased plants
in the last year

They have fewer constraints as they more
likely to reside in a dwelling they own and
have access to outdoor yard areas in
which they grow plants in the ground
Despite this they show little interest and
involvement in plants and gardening and
few own indoor plants.

They are particularly adverse to the idea
of learning more or having more time to
spend on plants and gardening

They are also more likely to say they have
no involvement in whatever outdoor
garden areas are at their home.



The consumer value segments are strongly predictive of average category spend

All members for five of the eight category value segments have purchased indoor or outdoor plants in the last 12 months. The value of purchases made in the category increases from the
light buying Dabblers through to the heavy buying Enthusiasts. The average spend on plants in the last 12 months was significantly higher among the Enthusiasts, Garden Proud and Early
Bloomer segments. The two highest spending segments account for only 23% of the total market, but for 53% of the total expenditure in the category over the last year.

Segment Size Purchased plants in the last 12 months Average spend in p12m Segment share of value
Enthusiasts %
account for 53% of
the current value
Garden Proud 17% A $306 A 33%
Early Floomers - _ A 3296 A 15%
Small Q
mall space
(@]
o
-5
patplers _ ex _ A 31 1 4 v 1 2% P
<
o
Plant 2 v Sample size too small o %
ant curious for reliable estimates 1%
i Sample size too small
Unava“able - 8% _ v for re"able estimates O%
Sample size too small
Leaf Ioathers _ _ v for re"able estimates O%

I Haven't purchased a plant in last 12 mths

M Purchased a plant in last 12 mths Overall Average Spend $246

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
64 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

TheNavigators

v Significantly lower than Total a = 0.05



Type of dwelling lived in

Small Space Curators and the Plant Curious are more likely to live in an apartment or terrace with a courtyard or balcony or small yard with 67% and 60% respectively in these types of dwelling.
Enthusiasts and Garden Proud are more likely to live in a house with a moderate to large back yard. Dabblers are also more likely to live in a medium density dwelling such as a terrace or

townhouse with a courtyard than the average Australian.

Type of dwelling lived in by segment

Enthusiasts Garden Proud Early Bloomers

30%

House with
small 9% 17%
yard/courtyard

Terrace/
townhouse 20%
with small yard

Apt/Terrace

with
courtyard/ 1%% 4v%

balcony

31%

House with A A
front/back 57% 58%
yard
I 1%

17%

Other 1% 2%

No outdoor

phuedd L1 3%

Sample sizes: Total n=1,651,
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
65 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

Small space curators

Dabblers Plant curious Unavailable Leaf loathers

19% 28% 27%

6% 8%
A
29% 35%
A
40% 26% 23%
5% 2% 0%
2% 8% 6%

A Significantly higher than Total a = 0.05

\/ significantly lower than Total a = 0.05 "I",le Nav’l.gators



Nursery market segments by age

The Garden Proud are a significantly older segment than others with 68% aged over 50 years. Early Bloomers are the youngest segment with 37% aged under 30 years.

Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

A
9% 37%

Under 30 29% 25% 29% 22%

—
<

30-39 15%

N .
N
~
2

40-49 20% 17%

a -
Ll @
B

11%

>
a°
-
o
&

50-59 23% 17%

-
o
£
par
Ed

60-69 0%

] .
>
-_.
[=\}
3
-...
w
3

-
<8

70+

1
<

o
<]a,_,
@
32

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

66 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 ' v Significantly lower than Total a = 0.05 me NaVlgatorS



Nursery market segments by gender

Enthusiasts and Early Bloomers skew toward males slightly, but the differences are not statistically significant when compared to the overall population. Small Space Curators are however,
significantly more likely to be female than male.

Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers
58% /\
54%
54% 53% 539
52% 53% 1%
49%
48%
46% 46% alil 7% 47%
I I 42%v I I I

Male Female Male Female Male Female Male Female Male Female Male Female Male Female Male Female

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280, ’
67 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 e awga Ors



Nursery market segments by household composition

Small Space Curators are more likely than other segments to be living in a household with a young family. The older Garden Proud segment are more likely to live in older family households or
as a couple with no children. Plant Curious are more likely than most other segments to be living as a single person.

Is your household made up of a...?

Enthusiasts Garden Proud Early Bloomers

Single person 20% 18%

=rs
w
<]ae

Couple, no

children 1o

15%

N
o
3

Young family 19% 10%

. B .
N
£

Family 30% 23%

>
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o
&

Older family 13% 28% 18%

>

Share house with

other adults 1%

—
-
&

=

<%

Other 4%

—
N
&

—
N
2

|

Sample sizes: Total n=1,651,
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
68 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

Small space curators

30%

=y
Q
B

2%

Dabblers Plant curious

21%

8%

19%

20%

9%

0%

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05

Unavailable

..I

jl
.13%
.13% .16%
m-
.10%
I6%

Leaf loathers

34% 29%
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How the people describe themselves

The most valuable segments describe themselves as environmentally conscious and nature loving. Small Space Curators stand out in their relatively high interest in decor and interior design
and being time poor. Early Bloomers are more likely than other segments to express an interest in doing DIY around the house. Physical activity involved in gardening may be a barrier for the

69

Plant Curious who are less likely than many to describe themselves to be a physically active person.

To what extent do you agree or disagree that each statement describes you?
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1 am a physically active person
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Enthusiasts Garden Proud A Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers
I think of myself as someone who makes an active effort 85% 79% 725 73% 66% 6% a2% 50%
to be environmentally- conscious in my day to day life v v
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40%
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| am interested in home decor/interior design
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9|
Fa

| consider myself to be a creative person
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| am interested in cooking

o
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| regard myself as a crafty person
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| am an outdoors-type person, | enjoy spending time
outdoors

o
]
&

qI
P E>y

o

o

8
e .
@

Entertaining people at home is part of my life

| am very time poor and finding time to do things is a
challenge for me
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| am an indoors-type of person, | prefer to be Indoors than
outdoors
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=
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Sample sizes: Total n=1,651,
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353
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Nursery market segments by ownership of current dwelling

Home ownership is greatest among the Garden Proud (75%) while Small Space Curators are more likely to be renting.

Is the property in which you live...?
Enthusiasts

.60%
Izs%
I14%

Dabblers

Unavailable

35%
\Y
I13%

Garden Proud Early Bloomers Plant curious

A
75% 52%

17%

Small space curators

One that |/we own

A

A rental property 23% 29% 50%

My parents home

and | live with 7% 23% 1% 25%
them \V
Other (1% 2% 2% 1% 0% 1% 2%

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

70 v Significantly lower than Total a = 0.05

Leaf loathers

14%

0%

TheNavigators



Outdoor areas at current dwelling

Enthusiasts and Garden Proud are the most likely to have back and front yard areas. Small Space Curators are least likely to have a front or backyard area out of those segments who have
purchased in the last 12 months and most likely of all segments to have a balcony. The segments least likely to have purchased plants in the last year also appear to be more space
constrained than other segments.

Do you have any of the following outdoor areas at the dwelling where you live?
Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

A

A

Abackyard area 83% 79% 59%

\Y

60%
\Y

57% 71%

A balcony

A front yard area 51%

Deck or verandah

Front or rear
courtyard

There are no
outdoor areas at | 2% 1% 2% 0% 2%
my dwelling

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

71 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 me NaVlgatorS
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Types of planting in outdoor areas at current dwelling

The Garden Proud are significantly more likely than other segments to have outdoor plants in the ground as they typically live in dwellings with larger yards in outer urban, regional and rural
areas. Enthusiasts are the most likely to have outdoor plants in pots and the ground and one of the more likely along with Small Space Curators to only have plants in a pot in some areas. The
Dabblers who also share some space constraints, are also more likely than the average person to have outdoor potted plants alone in some areas.

What, if any, type of planting do you have?
Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

. i

A

35%

\Y

Plants in both pots 7A7%
and the ground

A
62%

Plants in the ground 47% 37%

. i

A

66% 60% 30% 33% 25%

\Y

Plants in a pot 55% 70% 49% 23% 30%

\Y

. il

15% 5%

There are no plants | 2% 17% 18% 36%

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 me Na.VI.gatorS



Indoor plant ownership

Enthusiasts are indoor plant lovers with 88% indicating they own 5 or more plants. Early Bloomers and Small Space Curators are also keen indoor plant owners with well over two in three
owning three or more indoor plants. Dabblers do own indoor plants, but are likely to own between 1 and 4 indoor plants in total. Compared to the overall average of 3.3 indoor plants owned per

person, these three segments own significantly more indoor plants on average.

Approximately how many, if any, indoor plants are in your home at the moment?
Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

A A
No indoor plants - 25% 6% . 11% - 21% - 32% 63% _ 58%
\Y4 \Y4 \Y4
A
ks > Ee  Ee EES Ee  Ee W
\Y4
A
3.4 plants Ia% - 23% - 28% - 30% - 23% - 23% .12%
\Y \Y \Y
A A
56 plants -28% . 14% -23% . 18% . 1% .15% |4% Ia%
\Y/ \Y/
A A
7-8 plants -25% Is% . 14% . 13% |4% 2% |1% |2%
\Y4 \Y4 \Y4
A
More than 8 plants -

35% I?% .12% Is% '5% Ias«, Iz% Iz%
Average number of indoor plants owned

v v V¥
©® ©¢ ©6 6 ¢ o o o
vV

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280, ’
73 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 e avlga Ors
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Interest in plants

Interest in plants is particularly high among the Enthusiast segment. They genuinely love plants and gardening. While their interest is somewhat less intense, the Garden Proud also display a
high level of enthusiasm for plants and gardening. One of the characteristics that defines the Early Bloomers is their higher than average level of interest in plants and gardening. Their interest
is generally higher than the Small Space Curators and Dabblers, who show a moderate level of interest in plants with 45% and 48% respectively indicating they are somewhat interested.

When it comes to your interest in plants, do you regard yourself as someone who is...?

52% /\
Extremely
interested 20%
A 13% 6%/
2% V 1% V
38%
Very interested 27%
[
45% 42% 1%
Somewhat
interested
9% V
|
Not very interested 27% A\ 28% /\
16%
9% 10%
2% ———— S s e T - -
Not at all interested 25% A 21% A
v n v v v v = [
Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

74 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 me NaVlgatorS



Confidence in skills and ability

Of the segments who have purchased in the last 12 months, the Small Space Curators are the least confident in their skills with 43% indicating they have no experience or do not feel confident
in their skills. The Plant Curious also have a lack of confidence with 58% indicating they have no experience or are not confident in their skills. As the non-plant buying segment most available
to purchase within the category, this lack of confidence is a significant barrier to increasing category penetration, particularly among this plant-interested group of people.

How confident are you with your skills & ability in terms of plants & gardening?

75

| am very
confident 36% A
17% A 12% 8% 8% 8%
| I —— — 2% V BV
58% A\ s8% A\ sa% A\
| am fairly =% 4%%
confident 33%
I o
| am not very
confident 27% A 23% 31% A\
eeeees [ B ————. |
lam not at all
confident
3% 5% 5% 3% 2% 1% 4%
70% /\
: 56% /\
No :
experience : 26%
- | I
Enthusiasts Garden Proud Early Bloomers * Small space curators Dabblers : Plant curious Unavailable Leaf loathers

Sample sizes: Total n=1,651,

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05
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Overall feelings about gardening

The most valuable segments have similar positive feelings toward plants and gardening, but differ in the prevalence and depth of feeling held. Small Space Curators show latent desire to know
more and spend more time gardening, but have lower confidence in regard to knowledge and ability. The less valuable segments such as the Dabblers show less interest in spending more
time gardening than other segments who have recently purchased in the category, but still disagree with statements such as “l don't like the look of a garden/prefer to have no garden”. This
suggests that they appreciate the benefits of a garden and plants, but are not highly motivated to spend time creating or maintaining a garden.

AG: To what extent do you agree or disagree that each statement describes how you feel about plants and gardening?

Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

A -
A .
‘green thumb'

I'm the type of person
others come to for o o - o . .
information and A 42% A 42% 52% 54% V B3 \V 7% N
advice on gardening
I don't like the look of
a garden, prefer to A 93% A 80% 78% 86% A
have no garden
3%

I'd like to learn more
about plants or
gardening

1 wish | had more
time to spend on A
plants or gardening

\

| consider myself as
someone who has a

w
2
5

>
l>..

53% V4 59%

<

Plants and gardening o on — _ -
are a waste of money : A : A 3 A
Plants and gardening - .

are a waste of time a7 A 4% A 8! A A

W Agree M Disagree

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280, ’
76 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 e awga Ors
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Triggers to buy plants

Wanting plants with colour is a common trigger for all segments who have purchased in the category in the last year. Enthusiasts and Small Space Curators are significantly more likely to
have purchased to improve the decor in their home. Garden Proud are project centric, being more likely to purchase to re-do an area of their garden or as part of an ongoing project. Dabblers
are more likely to have purchased to replace a plant that died or on impulse. Early Bloomers are more likely than average to have planted after a renovation.

What were the things that triggered you to buy plants over the last year?

Enthusiasts Garden Proud Early Bloomers
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house
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An existing plant died
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Planting after a renovation

Needing a gift for someone
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New outdoor furniture

Sample sizes: Total n=1,651,
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,
Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353
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Types of indoor plants purchased in last 12 months

Enthusiasts are significantly more likely to have purchased many types of indoor plant because they simply shop more heavily and frequently than the average person. Succulents and cacti
are particularly popular with Enthusiasts, but less popular among other segments. Even though Enthusiasts are more expert and committed to indoor plants, they too prefer low maintenance

and low light plants.

What types of indoor plants have you bought in the past 12 months?

Early Bloomers

Enthusiasts Garden Proud Small space curators Dabblers Unavailable Leaf loathers
Succulents and cacti 44% 5% YV [ Rat3 . 20 v R EAY
Flowering plants Y 42% [ 20% \/ I 1% . 22 [ REFAV 1%
Low maintenance / low light YV 40% [ 1% sV 7V 2%V [1%
Low maintenance plants [ ALV REIAV s vV [ AR sV 1%
Colourful foliage/leaves _35% A - 10% V -8% \V -11% \V 7% \V
Foliage e/ sV 0% B V me% V
Trailing plants T EYANE 123 W7 | Y [4a% V
Ferns I 29% sV I 4% [ EREAY mox VvV [1%
Edible plants (vegetables, fruits, herbs) I 7 [ REAY 2 Ws: V [ RREAY I2% 1%
Medium difficulty plants )\ WV | AV 2% 4%/ 12% [1%
Hanging baskets I 2% oV W% 1% Bs%V
Indoor palms 2% sV | EAY 3% REAVA
Air purifying 7% B4%V B3 W 7% [3%
Unusual plants I 5% Ba% | ER) 3%V 0%
Air plants 3% 2% V 4% Wo% 11%
Large statement plants (indoor trees) [ REEWAN l2% V B4% 2%V 1% V 1%
Xmas [ KA Be% [ X3 B3% 12V 2%
Terrariums W7 B3 | £33 B 4% 1%V 1%
Tree types W7 W7 W% [ [} f3%V
Bulbs W 6% W% W 6% W 5% 1% ¥ [1%
Aquaplants I3% 1% |1% 2% 1 1%
Other 12% 1% 1% B3% 2%
| have not bought an indoor plant in the past.. 12% B3% |1% N3% [1% 2% 2%

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05
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Types of outdoor plants purchased in last 12 months

Enthusiasts are significantly more likely to have purchased every type of outdoor plant because they simply shop more heavily and frequently than the average person. The differences with
the segments do give some idea as to the preferences of each. For example the Early Bloomers segment are similar in their preferences to the Garden Proud with a preference for edible and,

flowering plants, including roses and bulbs.

What types of outdoor plants have you bought in the past 12 months?

Flowering
Natives
Succulents
Seeds
Hanging
Trees
Cactus
Climbers
Annuals
Shrubs
Ferns
Edibles
Roses
Evergreens
Tropicals
Orchids
Azaleas
Palms
Perennials
Bloomers
Bulbs
Camelias
Hedges
Grasses / rushes
Bonsai
Aquatic

| have not bought in the past 12 months
Other
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Plant and gardening activities in last two years

The immersion of Enthusiasts and Garden Proud segments in plants and gardening stands out in terms of their activities over the last couple of years. Members of both segments are more
likely to be involved in activities such as planting from seed and making cuttings and root slips than other segments. The propensity for Enthusiasts to purchase plants as gifts for others really
demonstrates their enthusiasm to share their love of plants with other people. The Early Bloomers are also more likely than average to have planted seeds.

Which, if any, have you done in the last 2 years?

Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers
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Key takeaways about consumer plant and gardening segments

A value based approach was used to develop a consumer segmentation model to guide
growth

A robust consumer segmentation model was developed by using information gathered in the
survey about recent purchasing behaviour, intended future purchasing behaviour in the indoor
and outdoor sub-categories and the type of dwelling.

A total of eight segments describe the entire market of Australian adults, with five of the eight

segments describing almost all of the 65% of people who purchased in the nursery category in

the last year and three segments describing people who did not purchase over the same time
period.

The segments are strongly discriminating on the incidence and weight of purchase they have
made in the category over the last year. They are also highly discriminated by their intended
future purchase of indoor and outdoor plants.

Enthusiasts and Garden Proud create above average value for the nursery category

These two segments represent 23% of the total number of Australian adults, but 53% of the
overall retail value of the category. They are heavily invested in financial and emotional terms
in plants and gardening. Their passion and commitment are likely to ensure they continue to
provide a willing source of purchasing into the future.

While these do vary in regard to demographic differences such as the type of dwellings in
which they live and the nature of the household structure the most significant characteristics
that differentiate them from others are their interest, confidence and experience with plants
and gardening and their involvement in the category with regard to the number of plants they
own and types of gardening activities they undertake.

Both of these segments look to share their love of plants with others and are more likely to
have purchased plants as a gift for someone else. It seems others are aware of their passion
as they too are more likely to be recipients of plants as a gift.

The Early Bloomers segment appears to be a way-point to greater category involvement

The Early Bloomers segment appear to occupy a mid-point in interest, involvement and
value between the Enthusiasts and Garden Proud and the less experienced and involved
segments. The Early Bloomers show higher than average levels of interest and involvement
in the category, but are not likely to be as fully committed to plants and gardening as the
most valuable segments.

They show similarities in terms of demographic composition to the Garden Proud, and like
this segment, they are much more likely to live in larger houses with outdoor areas,
consider themselves a DIY person and enjoy growing plants in the outdoor areas of their
homes.

They are however a little less like the Garden Proud and more like Enthusiasts when it
comes to indoor plant ownership. The Early Bloomers on average, own many more indoor
plants than the Garden Proud.

Small Space Curators are a large, but space constrained segment

The defining characteristics of Small Space Curators are the homes in which they live,
typically apartments or medium density dwellings with less outdoor space. They appear to
be less motivated by the intrinsic pleasures of plants and gardening enjoyed by Enthusiasts,
Garden Proud and Early Bloomers, but more motivated by creating a look and feel for their
homes in which plants play an important role.

They are more likely to be females who are single or with younger families, but interested in
nature, decor and design.

Because their dwellings have smaller spaces, they tend to grow plants in pots in both their
indoor and outdoor areas.

They are relatively new to the category and are have less confidence in their skills and
abilities than others.
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Key takeaways about consumer plant and gardening segments (cont.)

Dabblers are low on interest and involvement, but appreciate a nice looking garden

The Dabblers are another relatively sizeable segment who are most likely to be in family
households, living in smaller houses and medium density dwellings with a smaller back yard or
courtyard outdoor area. They tend to grow their outdoor plants in pots and own a few indoor
plants.

While they have purchased plants in the last year, their level of spend is the lowest of all those
who purchased in the last year. While they account for 17% of all Australian adults, they
comprise only 12% of the retail value of the category.

Among all category buyers they are the least likely to express an interest in plants and
gardening. They do not lack confidence however, with the majority expressing confidence in
their skills when it comes to plants and gardening.

The Plant Curious are available non-buyers

Most of the Plant Curious did not get around to purchasing a plant in the last year despite
expressing a significantly higher interest in plants and gardening relative to others who did not
purchase in the nursery category.

In demographic terms they are similar to the Small Space Curators, generally younger people
with younger families living in smaller dwellings such as apartments and medium density
housing. Some are still living with their parents.

Like Small Space Curators they love nature and think of themselves as environmentally
conscious, but less interested in home decor and design. The are similar in other ways too,
such as being more likely to lack confidence in their plant and gardening skills.

They do currently own some plants, showing they have participated in the category in the past

and therefore are more likely than other non-buying segments to do so again in the near future.

The Unavailable are ambivalent about plants and have the least experience of all
segments

More than 70% of the Unavailable declared that they have no experience with plants or
gardening. They also express little interest in knowing more about plants and gardening.
They own fewer indoor and outdoor plants than others.

Demographically they are unremarkable, but are more likely to be living in a rental dwelling
than other segments and have less access to outdoor spaces at the homes.

Attitudinally they are unlikely to consider themselves to be a nature lover or enjoy spending
time outdoors. They are more likely than most to describe themselves as an indoors
person.

Having available time to spend on plants and gardening is not a barrier for the Unavailable,
they are less likely than most to describe themselves as time poor.

Leaf Loathers are adverse to participating in owning and maintaining plants and gardens

The Leaf Loathers share many similarities to the Unavailable when it comes to interest and
involvement in plants and gardening and little ownership of indoor plants.

Unlike the Unavailable they have fewer contextual constraints as they more likely to reside
in a dwelling they own and have access to outdoor yard areas in which they grow plants in
the ground.

Attitudinally, they are particularly adverse to the idea of learning more or having more time
to spend on plants and gardening. Their adversity toward being more involved in plants
and gardening makes them distinctive from the Unavailable.
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Factor analysis was used to identify motivating category benefits

Factor analysis is a statistical technique that can be used to take the responses to a large number of attitudinal statements and identify the underlying “factors” that influence how people
respond. The “positive” attitudinal statements were analysed using factor analysis. Three independent factors were identified. These three factors summarise the motivating benefits people
seek from plants and gardening. The chart below displays a metric called a “Factor Loading” which describes the strength of the relationship between each attribute and the underlying factor.
The three factors that describe the broad motivational drivers are Intrinsic Pleasures - the inner personal benefits, Natural beauty - external environmental benefits and Plants for people - the

external social benefits of plants and gardening.

Do you agree or disagree that each statement describes how you feel about plants and
gardening?

7
LN

Intrinsic Pleasures

Working with plants is a form of relaxation for me | EEEEEEEE 057

Plants and gardening are a creative outlet for me || NN 0 ¢
Plants or gardening help me to feel closer to nature [N 0.50
| see gardening as a way to keep physically active [N 0.49
Plants and gardening are a way to express my personality [ 0.48

My plants or garden are a source of pride [N 0.45

| like experimenting with different plants and ideas, it does not matter too much if it does not w.. |
Growing our own produce is a strong motivation for me to garden or have plants
Encouraging nature is a strong motivation for me to garden or have plants
Personal development and learning a new skill is a key motivation for me to have plants
Being surrounded by beauty is a strong motivation for me to garden or have plants
| am fascinated by seeing new buds or leaves on my plants
Having colour in my garden is a high priority for me
Plants or gardening help me to feel connected to people who are important to me
Things about my plants or garden remind me of people or places from my past
| actively try and have native plants
| am very aware of water requirements when gardening
Leaving a legacy (planting something that will be here in the future) is a key motivation for me t..
Creating an environment for children to be in the garden is an important motivation for me to ga..
| feel quite concerned if one of my plants dies
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Factor analysis was used to identify demotivating category challenges

Factor analysis was also used to analyse “negative” attitudinal statements about plants and gardening. Three independent factors were identified. These three factors summarise the
demotivating benefits that might deter people from plants and gardening. The chart below displays a metric called a “Factor Loading” which describes the strength of the relationship between
each attribute and the underlying factor. The five factors that describe the broad demotivational drivers are Bad Memories - disappointing previous experiences, Dirty Work - dislike for literally
getting hands dirty, Fear and Loathing - anxiety about the risk of failure and impatience with getting results, Beast of Burden - dislike for the ongoing work and responsibility for looking after

plants and Sun Shy - dislike for being exposed to the sun while gardening.

T

Do you agree or disagree that each statement describes how you

feel about plants and gardening? Bad memories Dirty work Fear and loathing

My past experience with plants has been disappointing - 0.86 0.18 0.36
I don't like working with soil/getting soil on my hands in the garden 0.18 -0.86 0.30
| sometimes feel embarrassed about my plants or garden 0.27 0.22 - 0.59

The risk of failure puts me off plants and gardening 0.34 0.22 - 0.57

| am impatient with plants, it takes too long to see the results 0.25 0.25

The ongoing maintenance that plants need puts me off 0.27 0.28 0.40
Having plants feels like having something that you need to worry about 0.17 0.19 0.25
| don't like being outside in the sun to garden 0.20 0.30 0.24

| find gardening physically too difficult for me 0.20 0.21 0.38

Factor Loadings
85
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0.22
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Consumer segment motivation (emotional benefit) profiles

The charts below show the variance of each segment from the average in regard to motivating and demotivating factors that impact how people feel about plants and gardening. For example,
Enthusiasts are 55% more likely than the average person to be motivated by Plants for People, indicative of their enthusiasm to share their love of plants with others. Garden Proud are more
motivated by intrinsic pleasures and natural beauty and can be demotivated by the extent to which gardening exposes them to the sun and physical activity. Early Bloomers are more likely to
be socially motivated by plants and gardening. This is also a more prominent motivation for Small Space Curators who are also motivated by the intrinsic pleasure plants can provide them.
However, they can also be demotivated by anxiety about not being able to care for plants and keep them alive. Dabblers are not highly motivated by any factor, but equally they are not
vulnerable to the demotivating factors that can limit the enthusiasm of segments who are not recent buyers of plants such as the Plant Curious who have had negative experiences in the past

and are anxious about their green skills.

Postive Category Motivators

)

B
B

44%
24%
-

Intrinsic Pleasure

%

43% 36%

L@J

Fear and loathing

= .

Plants for people

Enthusiasts Garden Early
Proud Bloomers

86

— I

6%
[im—

o [ _

A% -35% E ' E

H H
Bad memories

]

Dirty work

s -45% S R
Beast of burden

= &

] 1%

“17% E Sun shy/
& physically
challenging

Dabblers  Plant curious Unavailable Leaf loathers

Negative Category Demotivators

1%

% =
- -34%
-53%

E— _

-50%

—
. -
-47% 39%

-l N B

13% -15%
7%
— f
% 8%
Enthusiasts Garden Proud _ Early Small space
Bloomers curators

30% 31% 21%
I B s

-5%

34% s
f=———-
|

-11%
S
1% 1%
28%
-
-12%
1%
R 1
-4%
-13%

20%
Dabblers  Plant curious Unavailable Leaf loathers

TheNawvgators



Factors analysis was used to identify barriers to buying more indoor plants

Factor analysis was used to identify four main indoor plant barriers. Space/place, Knowledge, Messiness and Other priorities were identified as independent factors that constrain the

v B8

purchasing impulse of Australian adults when it comes to indoor plants.

What, if anything, are the barriers preventing you from buying indoor plants or
buying more outdoor plants than you already dq?..... 5 good place to grow them
Lack of space

There is not enough light in my home

The cost of the plants

| can't seem to keep plants alive

I don't know what will work well in the environment

I don't know how to look after plants

| don't know how to create the look | want

They never end up looking the way | anticipate

They are messy/dirty/smelly

| don't have the tools | need

| have allergies/children/pets that don't go well with indoor plants

It is not just the plants you have to buy, but pots, scil and other stuff too
| don't like the look of indoor plants

My partner/family/housemates do not like indoor plants

| prefer to spend money on other things, plants are not a priority

| don't have time to tend to plants

I'm likely to neglect them/forget to attend to them

It becomes a hassle when you go away/on holiday

Someone else buys them

| have as many as | want, | don't need more
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Factor analysis was used to identify barriers to buying more outdoor plants

Factor analysis was used to used to identify four main outdoor plant barriers. Context, Capacity, Care/skills and Outdoor involvement were identified as independent factors that constrain the

purchasing impulse of Australian adults when it comes to outdoor plants.

What, if anything, are the barriers preventing you from buying outdoor plants
or buying more outdoor plants than you already,de?o., what will work well in the environment
It is not just the plants you have to buy, but pots, soil and other stuff too
The conditions are not good for growing plants where | live (e.g. climate, soil)
I don't know how to create the look | want
Pests are a problem where | live
| have allergies/children/pets that don't go well with plants
The garden is too shady
| don't have the tools | need to garden
I don't have time to tend to plants
The cost of the plants
| can't seem to keep plants alive
It becomes a hassle when you go away/on holiday
| have as many as | need, | don't need more
Lack of space in my garden
| have already spent enough money on plants
| prefer to spend money on other things, plants are not a priority
I'm likely to neglect them/forget to attend to them
I don't know how to look after plants
No place for outdoor plants where | live
I am renting/won't be in this house long term
Someone else buys them
I am not involved in the garden
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Consumer segments barriers to purchase profiles

The charts below show the variance of members of each segment from the average in regard to factors that best describe the barriers people have to purchasing more indoor or outdoor
plants. For example, Small Space Curators are 19% more likely than the average person to identify a lack of care or skill as a barrier to purchasing more outdoor plants. They are also more
likely to identify contextual challenges and a lack of capacity outdoors and space indoors as barriers to buying more plants. The Dabblers show few barriers to buying more plants if their level
of motivation and interest can be increased. Conversely, the reasonably motivated Plant Curious are far more likely to identify barriers to both buying indoor and outdoor plants. Building their
confidence and giving them the knowledge about how to overcome the contextual gardening challenges at their dwelling may allow them to participate in the category in the future.

@ Indoor category barriers Outdoor category barriers

16% 24% 17% 23%

Lack of 11% 7% 3% 7% Contextual
confidence ~ EEEE —— T s - Challeng E = — ] A S—
14% -10% “10% 8% -4% 11% 14% 8%
$44 élé
(i 25% 19% 19%
0 10% 12% 9% 8%
Messy/don’t have |
= . == — e
e === E— Lack of care/skill e
the tools 5% % 2% A% 1% I S 1%
_25% 17% 21%
F
18% {(\E 19%
10% 1% 14%
No place/space 1% 6% 4%
. ) —_— — A i Capacity — T —
2% == 0% 1% 3% s |
g 7% 20% 22%
28%
= Lhe 36% 34%
Other priorities 8% 12% 15% 7%
— 1% =
—— — T — Uninvolved = _ ] = - -
16% 13% 1% 7% outdoors 299 1T 21% 5% 1%
Enthusiasts Garden Early Small space  Dabblers  Plant curious Unavailable Leaf loathers Enthusiasts Garden Proud Early Small space Dabblers  Plant curious Unavailable Leaf loathers
Proud Bloomers curators Bloomers curators
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Category growth requires behaviour change

The BMAT behaviour change model describes behaviour as a function of three factors: Motivation,

Ability/Ease and Triggers. A
Motivation:
° Emotion drives motivationA ' . , , ' TRIGGERS
e Growing categories and brands are those which are inherently emotionally appealing while
meeting real needs people have.
e Buying behaviour is also an outcome of ability and ease. g
Ability E
>
e The more available, accessible and convenient a brand or category is to purchase, the greater -
the likelihood the people will buy o
e Confidence and experience of people in buying and using products in a category is another =
form of ability/ease
Changing Behaviour
e | ow motivation and/or ability dramatically reduces the likelihood of buying behaviour -
behaviour change occurs when both are addressed.
e Those with higher levels of motivation and ability can be prompted to purchase by salient
reminders which trigger buying behaviour.
ABILITY/EASE
B=M*A*"T

BEHAVIOUR = MOTIVATION x ABILITY x TRIGGER

Source: BJ Fogg, Director Behaviour Design Lab, Stanford University www.behaviourmodel.org
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Using motivation and ability to define the segments informs growth strategy

The bi-plot below shows the average Motivation and Ability score for each segment (calculated from the combined factor scores for each respondent on each of the motivating and
demotivating factors and each of the indoor and outdoor barriers). To increase the frequency or value of purchase (rather than penetration) among Garden Proud, Early Bloomers and
Dabblers, more triggers or prompts to act are needed to turn their existing high levels of motivation and ability into behaviour. Small Space Curators need better solutions to address their
specific ability barriers. Boosting both ease of category participation and emotional connections to the category are needed grow penetration among the Plant Curious.

Enthusiasts

c
S
©
=
°
=
= e v
I
A
' Early Bloomers
Garden Proud
[ 2 <o JRIITTRRRR >
Small space curators Dabblers
Plant curious
8%

s Unavailable

=] Leaf loathers

=

°

>

z

S

Low Ability High Ability

TheNavigators



Ways of developing skills and knowledge

Enthusiasts have immersed themselves in multiple sources of information to help develop their deep knowledge and skills. Garden Proud, Early Bloomers and Dabblers are more self-reliant
using a trial and error approach. Small Space Curators tend to watch TV programs and search for information online.

Which, if any, of the following ways have helped you to develop your knowledge and skills about plants and gardening?
Enthusiasts

Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers
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Searching for information
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experience
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Key takeaways about segment motivations and barriers to plants and gardening

Eight motivational factors exist in respect to involvement with plants and gardening
Three factors were positive motivators:

1. Intrinsic pleasures - personal motivators people describe such as relaxation and
being able to express themselves creatively

2. Natural beauty - a form of extrinsic motivation in terms of being surrounded by
beauty and encouraging nature

3. Plants for people - a form of social motivation in terms of plants and gardening
connecting the person to others in their lives or reminding them of relationships in
the past.

The remaining five factors were demotivators:

1. Bad memories - previously negative experiences with keeping plants alive

Dirty work - an aversion to getting hands dirty in working with soil

Fear and loathing - a fear of failure and an embarrassment about the state of their

plants or garden

4. Beast of burden - an aversion to the time and effort needed to look after or maintain
plants

5. Physical challenge - concern about not being able to physically enjoy gardening
including being too exposed to the sun

w N

The consumer segments varied in terms of the extent to which they were motivated or
demotivated by each of these factors.

Enthusiasts, Garden Proud and Early Bloomers are positively influenced by the motivators and
less likely to be affected by demotivators. The only exception being the older Garden Proud
segment who do acknowledge that physical challenges can inhibit their enjoyment of plants
and gardening.

Small Space Curators are more likely to identify positive motivations in terms of intrinsic
pleasures and plants for people. At the same time they are also likely to identify a degree of
anxiety about a fear of failure or embarrassment with their plants and gardens.

Dabblers’ low engagement with the category is reflected in their neutral scores on the
positively motivating factors. They are also less likely to see plants as a social motivator by
enhancing their connection to people. They are also less likely to score highly on any of the
demotivating factors, indicating that there are few people in this segment that are turned
off by plants and gardening in any way.

The Plant Curious are relatively neutral in regard to the score on positive motivational
factors and not likely to be motivated by intrinsic pleasures. They are more likely to suffer
from being demotivated by bad memories of past plant experiences and have some anxiety
about their ability to have success in the future with plants.

Neither the Unavailable or Leaf Loathers indicate they are positively motivated by any of the
factors and are significantly more likely to identify with the demotivators when describing
their relationship with plants and gardening.
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Key takeaways about segment motivations and barriers to plants and gardening (cont).

Eight ability barriers were identified with regard to buying more indoor and outdoor plants
The four outdoor barriers are:

1. Contextual challenges - relating to the suitability of the environment or lack of
access to tools needed for outdoor gardening

2. Lack of care/skill - inability to keep plants alive through inadequate skill or neglect

Capacity - not having enough room or having enough plants already

4. Being uninvolved outdoors - simply not having personal involvement in the outdoor
garden

w

The four indoor barriers are:

1. Lack of confidence - not having confidence they can care for indoor plants
Mess, dirt and lacking the tools - a perception that indoor plants create mess, are
dirty and smell or lack the necessary tools

3. Lack of place and space - not having enough space or the right place for indoor
plants

4. Other priorities - a preference to spend time and money on other things

The consumer segments varied in terms of the extent to which they were inhibited by these
barriers.

Enthusiasts and Garden Proud were largely unaffected by any of the indoor or outdoor barriers,
the only exception being a lack of place or space for indoor plants. This was a more significant

issue for the outdoor oriented Garden Proud.

Early Bloomers are somewhat constrained by the indoor barriers of lacking confidence and

their concerns about the mess, dirt and smell of indoor plants or a lack of the necessary tools.

The only outdoor constraints relate to contextual challenges.

Small Space Curators reflect barriers in both indoor and outdoor areas ranging from space
constraints in both areas and a lack of care, skill and confidence.

Dabblers are the exact opposite of Small Space Curators and show few barriers to buying
or owning more indoor or outdoor plants. The reason they don't is more a function of low
levels of motivation rather than barriers getting in the way.

The Plant Curious are the most constrained of all segments by barriers, even more than
others who have not purchased plants recently. Space related constraints both indoors and
outdoors are prevalent as is a lack of confidence, skill and knowledge. They are also less
likely to be uninvolved outdoors and have other priorities that compete with notions of
buying more indoor plants.

The Unavailable are similar to the Dabblers in that they are unlikely to identify significant
barriers that prevent them from buying in the category. Their defining trait of a lack of
interest in plants and gardening is once again apparent.

Leaf Loathers are constrained by not being involved in outdoor gardening pursuits and
having other priorities when it comes to owning more indoor plants. They also exhibit lower
levels of confidence, care and skill when it comes to plants than others.
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Key takeaways about segment motivations and barriers to plants and gardening (cont.)

Combining the motivation and barrier profiles creates a framework for considering
behaviour change with respect to each segment

Changing category purchase behaviour and therefore growth within each segment is possible
by:
e |everaging the already high motivation and ability of Enthusiasts by increasing the
frequency of triggers to act such as seasonal prompts for purchase
e Increasing triggers to act based on the outdoor garden and DIY garden projects for
Garden Proud and Early Bloomers
e Making it easier for Small Space Curators to use potted plants (indoor and outdoor) to
indulge their love of making their home look fabulous
Increasing the emotional relevance of plants and gardening among Dabblers
Helping Plant Curious find success in the category

TheNavigators
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Opportunities for growth

One opportunity for growth is targeting light buyers who have only purchased in the category once or twice in the last 12 months. The light buyers segments with the greatest inclination to buy
in the category are Garden Proud, Early Bloomers and Small Space Curators. Taken together, these “engaged light buyers”, account for 13% of the total market.

When last, if ever, have you bought...? & How frequently have you bought plants in the past 12 months?

65% purchased once in last 12 months 35% didn't purchase in last 12 months

13% = Engaged light buyers

M Enthusiasts

W Garden Proud
M Early Bloomers
B Small space c..
W Dabblers

I Plant curious
M Unavailable

W Leaf loathers

More than once a Once a month Once every couple of Every few months Once or twice Inthe last 2-3 years Inthe last 4-5 years More than 5 years ago Have never purchased
month months

Sample sizes: Total n=1,651, me N aV’I.gatorS



Segments by average number of plants purchased in last 12 months

On average Small Space Curators and Dabblers purchased 6 plants in total over the last year. Early Bloomers and Garden Proud purchased approximately 20 and the Enthusiasts purchased 30
on average.

Average number of plants purchased for indoor areas in last 12 months
Grand Total Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

o @ ¢« ¢ o o -

Average number of plants purchased for plant in pots outdoors in last 12 months

o@@©0 o o -

Average number of plants purchased to plant in the ground outdoors in last 12 months

°0®0O - - -

Overall average number of plants purchased in last 12 months

9 30 A 20 A 19A 6 V 6 V 1 V

Sample size too Did not purchase in
small the category

Sample sizes: Grand Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n =110, Small Space Curators n=245, Dabblers n= 280,

98 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 .nle Na.VlgatorS



Expected change in category spend over next 12 months

Despite the already high level of investment Enthusiasts make in the nursery category, the majority of them expect to spend more in the future on both indoor and outdoor plants than they did
in the previous year. The same is true for the outdoor plant centric Garden Proud, reflecting that the already high value segments have further headroom for growth in purchasing. There is a
sense of momentum amongst the Small Space Curators that makes them a potential target for growth, but their spend in the category is low.

Over the next few years do you expect the money you spend on plants to increase or decrease?

Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers
A A
Spend on More 53% 12% 19% 55% 47% 4% 2%
indoor
plants
Less I1'I% I189b I7% I2196 l26% 3%

A A
A
Im -m "
I10% .29% I9%
1% .41%

" Change . " - . - %
2% I 13% I 18%
A A
Spend on More 57% 40%
outdoor
plants
Less I 12!

=
¥

Don't know

o
|
~J
®
I
o
B -
@
&2
.
— -
~N
~J
2 - *
o
a>

A A
A
Don'tknow |1% I 6% I 18% I 20% - 100% | 4%

Sample sizes: Total n=1,651, A Significantly higher than Total a = 0.05
Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

99 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353 v Significantly lower than Total a = 0.05 me NaVlgatorS



Incremental value by increasing weight of purchase

The table below shows the current state of the market by segment. From the estimates collected in this survey, the share of value for each segment is calculated based on the size of the
segment and their estimated annual spend on plants. By applying this share of value to the overall retail value of the industry as reported by Hort Innovation for the 2019-2020 financial

year, the monetary value of each segment is calculated to give an indicative picture. This analysis shows the Garden Proud are the largest segment in value terms, given their relatively large
size (17%) and relatively large spend. The Dabblers are a similarly sized segment (17%), but currently account for less than half the value of the Garden Proud.

The Small Space Curators (16%) are also a similar segment size and despite their space constraints tend to spend more on average per plant than other segments. It is however important
to note that although their segment size is double that of Early Bloomers (8%), this segment purchase three times more plants than Small Space Curators and hence are more likely to
Increase the number of plants purchased per year.

The right-hand table shows, if 5% growth was to be achieved within each segment, what the number of additional plant sales per annum would be required in order to achieve this level of
growth. It also shows the respective increase in annual average spend per segment and the incremental retail sales value to the industry for each segment if this scenario occurred. It is
important to consider current behaviour patterns, propensity and the possibility of influencing purchase intent as part of the segmentation review.

Annual Ave Incremental
number of Average Incremental  additional
plants Average spend per Share of 2020 Est. Retail growth in plants New Annual Incremental retail|

Segment Segment Size purchased annual spend plant Value value value of segment spend purchased  Ave Spend sales value
Enthusiasts 6% 30 $ 51800 $ 1727 $§  31.08 20% $269,297,410 5% 1:5 $ 544 $13,464,870
Garden Proud 17% 20 $ 306.00 $ 1530 § 52.02 33% $450,735,240 5% 1.0 $ 321 $22,536,762
Early Bloomers 8% 19 $ 296.00 $ 1558 § 23.68 15% x$205,178,979 5% 1.0 $ 311 $10,258,949
Small Space Curators 16% 6 $ 188.00 $ 3133 § 30.08 19% $260,632,757 5% 03 $ 197 $13,031,638
Dabblers 17% 6 $ 11400 § 19.00 $ 19.38 12% $167,920972 5% 03 $ 120 $8,396,049
Plant Curious 7% 1 $ 19.70 § 1970 § 1.38 1% $11,946428 5% 0.1 $ 21 $597,428
Unavailable 8% 0 $ - § - $ - 0% $0 5% 0.0 $ 5 $0
Leaf Loathers 21% 0 $ - 8 - 8 - 0% $0 5% 0.0 $ - $0
Total 100% 70.25 $ 19.70 § 157.62 700% $1,365,711,785

* 2020 Estimated retail value of plant sales provided by Hort Innovation from the 2019-2020 Industry Survey.
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Key takeaways about targeting segments for growth

Positive category momentum will support the industry’s short-term growth ambitions

There is a pre-existing intention among many of those who purchased plants in the last year to
increase their spend in the near future. This is particularly true for the most valuable and highly
engaged segments of Enthusiasts and Garden Proud. Given the high value of these segments
today, accounting for 53% of retail value, if they were to follow-through on their intention, the
industry’s growth objectives would almost certainly be met.

Members of these two segments will find their way to buying more plants as they are highly
motivated, emotionally committed to the category and constrained by few barriers.

Longer term growth ambitions will require growing the number and involvement of category
participants

The long term health and growth of the category will stand to benefit more by expanding the
number of people who participate in the category and deepening the involvement of those who
are light buyers in the category, so they may become the Enthusiasts and Garden Proud of
tomorrow. It is with this perspective in mind that we recommend the efforts of the industry
are focussed on those who have the potential to buy more often and for those on the cusp of
the category to re-engage and purchase plants once more.

The best prospects to grow incremental revenue are Early Bloomers and Small Space
Curators

These two segments provide an addressable target for industry marketing and communication
initiatives, making it easier to target and create an opportunity to communicate with people in
these segments accounting for 25% of the population and 34% of current retail sales value to
the industry.

The size of the segments also mean that a relatively small increase in purchase frequency,
a very attainable objective among members of these two segments can meet the industry’s
short-term growth ambition.

If only one segment can be targeted, Early Bloomers offer the advantage of stretching their
purchasing power across both indoor, outdoor potted plants and plants for the ground. In
contrast, Small Space Curators concentrate their spend on potted plants.

The basis of this recommendation does not ignore the potential for growth among the
most committed segments of Enthusiasts and Garden Proud. Given the involvement of
such people in the category it is likely that any initiative targeting Early Bloomers or Small
Space Curators will be successful in acting as a further prompt for them to continue their
plant passion.
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What's the relationship between sustainability concerns and plant buying

behaviour?

Approximately 6 in 10 most Australian adults describe themselves as people who are concerned about climate change and the environment, making an active effort to do their bit in day to day
life. Those who are the heaviest buyers of plants are significantly more likely to agree with these attributes than average Australians.

To what extent do you agree or disagree that each statement describes you?

1think of myself as
someone who is
concerned about climate
change and makes an
active effort to do my bit
in the way | live my day to
day life

I think of myself as
someone who makes an
active effort to be
environmentally-
conscious in my day to
day life

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

A A

Disagree

Grand Total Heavy buyers Moderate buyers Light buyers

v Significantly lower than Total a = 0.05

A Significantly higher than Total a = 0.05

Non-buyers

TheNavigators



What's the relationship between sustainability concerns and plant buying
behaviour?

To examine the relationship between the intensity of the concerns held regarding sustainability, we have calculated an index score for each respondent based on their agreement or
disagreement with the statements regarding concern for the environment and climate change. A score of +10 is calculated for people who strongly agreed with both statements and a score
of -10 is given to respondents who strongly disagreed with both statements. The chart below shows the distribution and average sustainability index score for each buyer type.

Average sustainability score by weight of purchase
Grand Total

10 12%

Heavy buyers
20%

Moderate buyers Light buyers

17% - 10% - 6%
16% s B
143 D L

16% 14% 19% 25%

Non-buyers

6 12% 13%

4 34%

2 13%

0

104

2 - 5%

4.4%
-5.2%

4.».|1%

-10'1%

Average sustainability score Indexrange from +10 to -10

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

|o%

3%

.3%
Iz%
Iw.

|1%

|ma

-
.3%
.2%

|o‘x,

Iw.

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05

e
e
|k
Iwa

| B2

@
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What's the relationship between sustainability concerns and consumer segments?

The segments with the highest incidence of agreement with the attributes relating to climate change and environmental sustainability are the Enthusiasts and Garden Proud. Small Space
Curators also are more likely than the average Australian to be concerned about climate change. The Unavailable and Leaf Loathers are significantly less likely to hold concerns about climate
or the environment.

To what extent do you agree or disagree that each statement describes you?

1think of myself as
someone who is
concerned about climate
change and makes an
active effort to do my bit
in the way | live my day to Agree
day life

<15%
Disagree

I think of myself as
someone who makes an
active effort to be
environmentally-
conscious in my day to
day life

Grand Total Enthusiasts Garden Proud Early Bloomers Small space curators Dabblers Plant curious Unavailable Leaf loathers

Sample sizes: Enthusiasts n=96, Garden Proud n= 327, Early Bloomers n = 110, Small Space Curators n = 245, A Significantly higher than Total a = 0.05
Dabblers n=280,

105 Plant Curious n=117, Unavailable n=123, Leaf Loathers n=353 v Significantly lower than Total a = 0.05 me Na:w’.gators



What's the relationship between sustainability concerns and consumer segments?

To examine the relationship between the intensity of the concerns held regarding sustainability, we have calculated an index score for each respondent based on their agreement or
disagreement with the statements regarding concern for the environment and climate change. A score of +10 is calculated for people who strongly agreed to both statements and a score of -

10 is given to respondents who strongly disagreed with both statements. The chart below shows the distribution and average sustainability index score for each segment.

Average sustainability score by weight of purchase
Grand Total

10-12%

Enthusiasts

5-12% -12%

.4'4% ls'x.
-a|1% |1%

Average sustainability score

Garden Proud

-14%

e

14%
I4%

|1'x.

|1%

|1%

fu%

Early Bloomers

-11%
-11%

-12%
Is%

|1%

]1%

|1%

23%

Small space curators

-12%

-

e

17%

Iz%

Iz'x.

Iz%

|1%

-
-

Plant curious

009000060

Sample sizes:
n=280,

Plant Curious n=117, Unavailable n=123, Leaf Loathers n=353
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Enthusiasts n=96, Garden Proud n= 327, Early Bloomers n = 110, Small Space Curators n = 245, Dabblers

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05

Unavailable Leaf loathers

| BB | B3
| 2 e
P 2= e
- 16% T

30% 26%
L s
I 2% . 6%
e J2
| B 0%

l %

O
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Key takeaways about sustainability and gardening

Most Australians claim to be concerned about sustainability in regard to the environment
and climate change

The majority of Australians consider themselves to be people who are concerned about the
environment and climate change and agree that they try to act day to day in ways that are
good for the environment and the climate.

Involvement in plants and gardening correlates with concerns about sustainability

This positive disposition toward sustainability is stronger among people who are the most
active in the nursery category, the heavy buyers from a weight and frequency of purchase
perspective and the Enthusiast segment from a consumer segmentation perspective.

The less involved people are with plants and gardening the less likely they are to have a
disposition toward sustainability. Those who did not buy any plants in the last 12 months
show a weaker sentiment toward issues of sustainability than people who did buy in the
category.

Of those who did not buy in the category in the last year, the Plant Curious show a more
positive sustainability orientation. Given this positive disposition, there may be an opportunity
to use sustainability as a platform to encourage members of this segment to buy plants as
another means of doing their bit to contribute toward creating more a sustainable environment
and climate.
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TheNavigators



TheNawvigators




Motivators

[

Aat’g not to love about 9ett,'h9 your Intrinsic pleasure - gardening is both a peaceful and physical activity.

L Aam{g’ c(l'kty n tAe gan{en?_[t ¢ o Natural beauty - being close to nature, being outdoors and aesthetic
» appeal.

rewarding to watch the garden flourich.”

1SVISNHLN3

People - Enthusiast's gardens are part of their legacy. They also like
giving plants as gifts to family and friends.

Sustainability - Enthusiasts see gardening as contributing to the
environment, grown their own produce and allowing them to compost
organic household waste

James loves plants. He loves the aesthetic value that
they add to his home and garden as well as the physical
benefits he derives from gardening. For him, gardening
is more than just a hobby, it is a way of life.

James has been working on his garden for a number Barriers
years now and is proud of what he has achieved. His
love of plants extends into his home, where he has tried

to bring some green into most rooms.

There are few barriers to buying more plants other than having
enough space to accommodate new and interesting additions.

and keep the veggie garden seasonal, James is

To fill the large beds, ensure impactful colour in his pots &
constantly planting seeds and propagating or buying ’

Segment Size 6% of Adults

new plants.
Segment Volue $269M (R He is accomplished enough to experiment, to tackle DIY
annum

projects and give advice. He's always up for a trip to the
nursery to get exactly what he needs.

Family with teenage kids
Generally on the weekend James will buy plants from a
local nursery not far from his home. Sometimes he will
also buy from bigger hardware stores when making a
trip to pick up things for his latest DIY project.

How to engage

Full-time, HHI $120K

House that he owns with the bank that
has a front & back yard in the suburbs

Feed their passion - Always eager to expand their collection and buy
new and interesting plants.

Dwelling

Plant lover, highly involved,
environmentally conscious

s 99000

Confidence @ @ @ @@ * Outdoor plants bought last year 20 :
ke BT I AT W APZAN R (YA . A

Inspire - provide ideas for garden or DIY projects that will trigger new
plant purchases.

Traits

G S/ AN

Indoor plants bought last year 10 Gifting - They love to share their love of plants. Provide fresh gift ideas

that allow them to express their passion to others.




ENTHUSIASTS

Demographics

Size of segment

}

Dwelling type

No autdoor space | %

Age groups

Under 35
W 3555
5569
Household type W70+

28
Couple, no children -
9%
16%
Older family - 13%

Share house with
other adults .4%

Area lived in

| Population

Inner urban

St _ .

ing behaviour

Number of plants purchased last 12 months

Indoor plants:

Enthusiasts Others Enthusiasts

Category spend

Heavy buyers

Moderate buyers

Light buyers

Top places purchased
Top3

Hardware store

(e.g. Bunnings

eic)

Local
independent

Outdoor plants for pots

Outdoor plants for ground

Others Enthusiasts Others

Average spend on
plants last 12 months

$518

Reason for choice of retailer
Top3
61%

e _ i

Attitude to plants and gardening

Interest in plants

M Extremely interested
Very interested
Somewhat interested
Notvery interested

Main motivations to purchase
91%

Experience

o mare than &
Sarted in last 24 ye,

Stacted in last yeat

I None, | have ittie to

Main barriers to purchase - indoor plants

Confidence

o very confident
am faiy confident
ot very confids

I o experience

Nothing - there is nathing preventing me fram §24%) 33%
huying/buying mare Indoar plants

Lack of space

472
Having a wide
range of plants to 55%
. PrSaly choose from
Regional 2% o 372
Confidence in the|
Large nursery quality of the 53%
chain plants
57% i

Tc « 1in
last 12 month:

Triggers to buy - Top §

The cost of the plants

Main barriers to purchase - outdoor plants

| Population otal Population

General Interests | Population
I don't have a goad place to grow them tal Populatio

Wy h tuary s En g progle 2 e .
foveba 4 J Wanting plants for coloyr A 9601510N t0improve the  Red

o The change of scason of
decar in my house

e et Ot was an impulse busy
| make and effort fo be | am guite tech savvy and 5%
lly conecious in i
-onfld technology

= oy Nothing - there is nothing preventing me
i e fram buying/buying mare outdoor plants
Iryto minimise the use of | hink of my home at a pla ry ying [
chemicals in my house:

comcemid o how  ocks Lack of space in my garden
| &m very time poor and findin

tmato dothings is 2 The cost of the plants
challenge for me

laman mmswy,e o peccn,
| prefer ta be.

outdoors

Ithink of myself as & I have as many as | need, | don't need more
naturerlaver
I don't have a good place ta grow them

| Population otal Population otal purchased in last 12 months tal Population
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Anne, 67 -

Segment Size 17% of Adults

Segment Value $451M per

annum

Couple, older children no longer living
at home

Retired, HHI $45K

Fully own their house with front/back
yard a regional city

Status
Work
Dwelling

Active outdoors, DIY/Project focus,
environmentally conscious

9P OO0
0000

Trait

Interest

Confidence

“We spend moct of our time outdoors in the
garden, often deciding what our next

project will be!”

) ‘A“_' LR IR TR

Bio

Anne and her husband both love to keep busy with DIY
and craft projects, but their true passion is gardening.
Having a beautiful home starts with having a beautiful
garden.

Since they retired, they have been able to focus more of
their time and energy on their veggie garden and put
their extra space to good use. While they have a few
indoor plants, their gardening passion is firmly rooted in
the outdoors.

Anne plans her garden carefully, making sure to plant
correctly for the soil conditions, the new season and for
visual impact. She's also careful to avoid plants that
could harm her dogs.

She knows she spends more than she probably should
on plants at both the hardware store and the local
nursery, but being outside keeps them fit and happy.
Besides, they're not planning on moving anytime soon,
so it's not going to waste.

Anne also propagates her own plants and swaps with
neighbours to add to her collection. In fact, people often

ask for advice and Anne’s more than happy to share her
knowledge and love of plants with them.

7 il VSN T
Indoor plants bought last year

Outdoor plants bought last year

Motivators

Pride - The garden is a public statement of their achievement, expertise
and care.

Beauty - seeing their garden grow, flower and produce is a source of joy
for them.

Health - gardening is relaxing but also a source of physical activity.
Creativity - gardening and DIY projects keep this group inspired.

Fresh produce - Garden Proud delight in putting food on their table and
that of their family and friends.

Barriers

Generally few barriers to buying more outdoor plants, but indoor plants
are really part of their home decor.

Cost - good value prices and good quality of plant are important
factors.

Capacity - there are few areas of the garden that are yet to be utilised
and Garden Proud are capable of producing new plants from cuttings.

How to engage

Inspire - provide the spark that ignites the next garden or outdoor DIY
project, or inspires a complete makeover of a section.

Newness - intrigue Garden Proud with new colourful plants or edible
varieties that they can add to their veggie patch.

Tips & hints - Always open to learning and is practical so show them
how to do things easier or better.




GARDEN PROUD

Demograophics
Size of segment Age groups

25%

Under 35
3555
W 5569
Household type W70+

Single person

Older family

Share house with
ather aﬁulm-“

Total Population

Dwelling type Area lived in

Apt/Terrace with [ll 4o
courtyard/balcony

Terrace/townhouse "
with small yard %%
. SRS _
House with small -
yard/courtyard
House with [ L Regional

Inner urban

front/back yard

(1%
Other Eﬂa Rural

Total Population

General Interests Top$s Bottom 5

My home is my sanctuary and | I regard myself as a crafty
love being in it percon

Imake and effort 1o be . .
environmentally Conscious in Entertaining people at home Is
my day to day life part of my life

I1hink of my home sz s place
10 ¢at and sleep, | am not the
concemed about how it locks

ik of mysell s o
nature-lover

1 am very time poor and findin 2
timato douwm isa 18%
challenge for H

Tam on indoors-type of person 125%
I prefer to be indoors than I11\_k

117y to minimise the use of
ehemicals In my house

1am an autdoare-type person, |

sending 1 td
enjoy spending time outdoors | profer o

Total Population

Total Population

ing behaviour
Number of plants purchased last 12 months

Indoor plants ‘Qutdoor plants for pots Outdoor plants for ground

Garden Proud Others Garden Proud Others Garden Proud Others

Category spend

Heavy buyers

Average spend on
plants last 12 months

Maoderate buyers $306

Light buyers

Total purchased in
last 12 months
Top places purchased Reason for choice of retailer

Top3 Top 3
Hardware store coodual
{e.g. Bunnings g3y Good value
etc) prices
Local Having a wide
indeperdent 3% range of plants tof 60%
-y, choose from
Large nursery Confidence in the
chain 2% quality of the 3%

plants

Total purchased in Iotal purchased in
last 12 months last 12 months
Triggers to buy - Top 5

Redalng an
il

"™ Wanting plants for colour died Partof an The change of season or

46%
2%
Eﬁ .

Total purchased in last 12 months

Attitude to plants and gardening

Interest in plants Confidence

M Extremely interested

Experience
(W SRarted more than 5.

B Notvery interested I one, | e it o
H Not at alinterested

Muin motivations to purchase

Working with | 3ee Beng vingcolowr Encouraging  Plantsor  Plomsand  Growingour Plants and
M e v R . S mmuuw natwelsa  gadening  gardeningarm own produce gardening ar
seeingniew fomm of beautyisa  isohigh  shong  helpmeto  acmaive  isawong  aweyto
buds or leaves. relaxation for swang priofity for me motivation for fesicloserto outlet forme motivation for express my
onmypians  me sctve  motivation for metoquden  natre metoqarden  personaiity
me 1o garden ‘ot have plants ot have plants

Main barriers to purchase - indoor plants Total Population

Nothing - there is nothing preventing me from
buying/buying mare Indoor plants

The cost of the plants
Lack of space

I have as many as | want, | don't need more

It becomes & hassle when you go away/on
holiday

Total Population
Main barriers to purchase - outdoor plants

Nothing - there is nothing preventing me 32%] 39%
from buying/buying mare outdoor plants
. >
I -

j12%)
I have as many as | need, | don't need more m 17%

Ihave already spent encugh money on
plants

The cost of the plants

Lack of space in my garden

Total Population

TheNawigators
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Segment Size

Segment Value
annum

Status
Work
Dwelling

Traits

Interest

Confidence

8% of Adults
$205M per

Couple with no children

Full time, HHI $150K

An urban townhouse with small front
and back courtyard

Interested, future potential

ke looking after my plante and T like my
home to feel leafy and natural. It'sc good to

have a [ittle bit of nature indoore to green

up my space.”

L ST SD— g ST

Bio

Paul lives with his partner in a townhouse with modest
space for his growing interest in plants. He's built up a
small collection of indoor plants, but is really trying to
make his courtyards leafy, cool and natural oasis to
spend time in. He's also nurturing a herb garden so that
he's got fresh herbs on hand for when he and his
partner cook.

Most of his plant shopping happens over the weekend
at markets or at the hardware store where he is exposed
to a wide variety at a good price. He's usually looking for
something a little different or that he just likes the look
of - even if it's the pot that he falls for.

Paul doesn't only shop for himself, he knows that plants

make a great gift.

His interest in plants was inherited from his mum who is
the real green thumb in the family. He's learnt quite a bit
from her over the years and although fairly confident, is
still keen to know more.

He's pretty handy with small DIY projects and is on the
lookout for ways to improve his home.

k! N Y
Indoor plants bought last year

Outdoor plants bought last year

0

Motivators

Intrinsic pleasure - plants are a source of pride and are a connection
with nature.

Plants for people - while still learning about plants and gardening the

Early bloomers are keen to learn from others. Plants also make a nice
goift for friends and family.

Barriers

Knowledge - especially learning more about outdoor plants.
Cost - good value prices and quality of plant are important factors.

Fear of failure - although confident, there is still some fear of not being
able to keep plants alive. Particularly the expensive ones.

Engage with me

Catch their eye - Attracted by the look of both plants and their pots.

Gifting solution - make it easy to choose an appealing, budget-friendly
Qift.

Educate - make it easy to learn more, especially about outdoor
gardening.

Simplify - low maintenance solutions that allow time away from home
without worrying about which plants will survive.




EARLY BLOOMERS

Demographics

Size of segment Age groups

Under 35
W 35-55

Household type

Single person _ 7%
coupie, o e | >~
Yaung family - 10%
onsrtrt | I~
e s

Total Population
Dwelling type Area lived in
Inner urban
Apt/Terrace with
courtyard/balcony
Terrace/townhouse
with small yard
House with small
yard/courtyard
with
front/back yard

Other ié%

Outer urban

General Interests

My home I3 my senctuary end |
love:being in it

I make and effort 1o be ning peaple ot hame i
environmentally conscious in pm of my life

my day to day life

I think of my home a5 2 place
1o eat and sleep, | am nat that
rconcemned sbout how it looks

I am very time poar and finding

time to do things is e

challenge forme -
1am an ndoors ype of peraon :

Itry to minimise the use of 1 prefer to be .20!I

chemicals.in my house oltdoors :

Total Population

Lenjey doing DIV around the

Ithink of myself as a
nature-lover

Total Population

ing behaviour

Number of plants purchased last 12 months

Outdoor plants for ground

Early bloomer Others

Indoor Outdoor plants for pots

Early bloomer Early bloomer Others.

Category spend

i - g
B _ a
i - B

Total purchased in
last 12 months

Average spend on
plants last 12 months

$296

Top places purchased Reason for choice of retailer
Top3 Top3

Hardware store
(eg Bunnings
- 3

Good value
prices

Having a wide
range of plants tol

mdependeni
choose from

nursary

Confidence in the|
quality of the
plants

Large nursery
chai

Total purchased in
last 12 months

Total purchased in
last 12 months

Triggers to buy - Top §

Redoing an area inmy A decision to improve the
decar in my house

24% 2% o s

Total purchased in last 12 months

Wanting plants for colour Part of an ongoing project  An exis

Attitude to plants and gardening

Interest in plants Experience Confidence

W very confident
1am fary confident
10 ot vy cantide.
1 1 vt et

Narsperence

W Extremely interested

 Very interested
mewhat nterested

1 Notvery interested

W ot e than 5.
B Stard i st 20 0.
Stated i lastpoar
8 e, | e it 1

Main motivations to purchase

Bainy Encourging  Plantsor  Having colour Working with Tom Growingour  Plants or
1\|m:unr1tdh¥ n.vum e mu 3n  gardening Inmygoden planisisn  fascinated by ownproduce  gardeming  experimenting
Weop  swong  hepmata  iohigh  fommof  seengrew  isastong  heipmetn i differant

streng mmny motivation for fesl emenu priority for me mmm for buds of leaves mativation for feel ‘plants and
motrvationfor  Bctive me to garden ‘on my plants muaqlrun connectedto ideas, it does
me 15 garden or have plants orhave plants people who . not matter to.
Main barriers to purchase - indoor plants Total Population

Nothing - there is nothing preventing me from
buylng/buylng mare Indoar plants

| can't seem to keep plants allve

The cost of the plants

I'm likely to neglect them/forget to attend to ?’*%
them

Main barriers to purchase - outdoor plants

Nothing - there is nothing preventing me §32% a5%
from buying/buying mare outdoor plants

I

I have allergies/children/pets that don't go %

well with plas I o

It becomes a hassle when you go away/on 5%, 0%

holiday '

i
I have as many as | need, | don't need mare - 8%: %"

Lack of space

Total Population

The cost of the plants

Total Population

TheNawvigators
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Segment Size

Segment Value

annum
Status
Work
Dwelling

Traits

Interest

Confidence

16% of Adults

$261M per

Married with a young family
Part-time, HHI $110K
Rented, urban, terraced apartment

Aesthetically driven, space constrained,
environmentally conscious

T love making my home beautiful. I just
wich I had more cpace, time and money to
do it with!”

Bio

Mel, her husband and their busy 4 year old recently
moved to a rented terrace with a courtyard. Now for the
job of decorating their new place! Plants are Mel's go-to
for bringing colour and creativity into her space quickly
and without blowing the budget. She's seen a few ideas
on instagram that she's keen to try.

Mel keeps her eyes open when she's at Bunnings or her
local grocer, just in case there's something ‘just right’ to
add to her trolley.

With the limited space, potted plants work best for her
both indoors and outdoors. They are also fairly low
maintenance without needing much in the way of tools
or storage. And if needed, she gets someone in to help
with the big stuff. She's currently experimenting with
some herbs in a sunny spot that she planted up with her
daughter. It'll be nice to have them to cook with (her
other creative outlet), but also nice to see them grow.

Although Mel seems like a competent gardener to her
friends, she sometimes wishes you knew a bit more when

it comes to plants.

Indoor plants bought last year

Outdoor plants bought last year 4

Motivators

Reloxation - time in the courtyard with her plants is like taking a deep
breath after a busy day.

Creativity & expression - through colour, texture and variety of plants,
Mel gets to experiment with her own style.

Nature - plants allow nature into the house and provide a way of
sharing her love of outdoor activities with her daughter.

Feel good - improving their home is important to her and Mel gets a kick
from a compliment.

Barriers

Space - there simply is no more space to put more plants.

Time & other priorities - children, work, home, friends... it's hard to find
time for gardening.

Knowledge - Mel wants to learn more and feels her knowledge of
outdoor plants especially is lacking.

Budget - price and quality are important to justify the spend.

Engage with me

Inspire - Mel wants to be inspired by relevant content and is
comfortable on digital channels.

Educate - show her how to better make use of limited space and boost
her confidence and ability by sharing knowledge.

Nurture - Mel will move again and next time possibly to a bigger
property with more garden.




SMALL SPACE CURATORS

Demographics

Size of segment Age groups
16%

Under 35
3555
M 55-69
Household type W70+

Couple, no children _ 3
9%
BTy
Older family - 0
house with
other adults ‘“*

Area lived in

§20%
fnerreen -22*

Total Population

Dwelling type
No outdoor space l
ooy _ -
courtyard/balcony
Terrace/townhouse
with small yard
House with small
yard/courtyard
House with
front/back yard
Other |1%

General Interests Top$s Bottom 5

43%

it Entertaining people at home Is Fpd
5% part of my life: 3%

| think of mysel
nature-lover

My home i my sancruary and
love being

1 am very time poor and findim §26%
ey to minimis the use of
time 1o do things Is 2
chemicals it my howss challenge for me
- E

Ithink of my home as a
to eat and sleep, | am
comcemad bous hom locks

I make and effort 10 be

emironmentally conseious in

my day o day life

1 thinik of myself a5 someone
s concerned about

climate change and makes an

T'am an indoors type of pers
| prefer to be Indoors th

S _ 7

Total Population Total Population

ing behaviour
Number of plants purchased last 12 months

Indoor Outdoor plants for pots Outdoor plants for ground

Small space Small space Others Small space Others
curators curators curators

Category spend
Heavy buyers [lll 5%

A Average spend on

] plants last 12 months
Moderate buyers 4% S1 88
s _ "

Total purchased in
last 12 months
Top places purchased Reason for choice of retailer
Top3 Top3

Hardware store Good value
€ 5 Bunnings "
prices

31%

s Having a wide
mdependem range of plants to|
nus choose from

23%

Large nursel Confidence in the|
ch rg i quality of the
plants

Total purchased in Total purchased in
last 12 months last 12 months

Triggers to buy - Top §

A decision Lo improve the

decorinmyhouse  "WOnUnG plants for colour garden be filled upcoming season

Redoing an areain my | had a pot thal needed 1o The change of season or

Attitude to plants and gardening

Interest in plants Experience Confidence

M Extremely interested M Started more than 5.
7% W Very interested I Sterted i last 24 ye..

1 Somewhat interested M Started n last year

1 Notvery interested 8 Nore,  have it to.

Muin motivations to purchase

Plants or Working with Hring coloue Encouraging Plartsand  Plantsand  Growing our
srroongedty gy Terchuredby e s g e SO L rcni o o
beoutylss  helpmeto  soeingnew  formol i5 o high stong  waytokeep acrestive  awsyto  Isastong
srong  fesicloserto buds or leaves relaxation for priorty forme motvationfor physically  outletforme  expressmy  motivation for
motivationfor  nawre  onmyplans  me metogarden  sctive
meto garden o have plans

Main barriers to purchase - indoor plants

The cost of the plants

Lack of space

Nothing - there is nothing preventing me from
buying/buying more indoor plants

| have as many as | want, | don't need more
It becomes a hassle when you go away/on

holiday

Main barriers to purchase - outdoor plants
Nothing - there is nothing preventing me
from buying/buying more outdaor plants

The cost of the plants

Lack of space in my garden
| don't know what will work well in the
environment

It becomes @ hassle when you go away/on
holiday

Total purchased in last 12 months
Total Population

TheNawigators

Total Population Total Population




“We do what we mugt for our garden to be

presentable. Ac long ac it'c neat, eagy to
maintain and the boye can play outcide,
Dim happy. bardening icn't a priority.”
% N i { s B, O HND

Bio

Leigh is quite settled in the townhouse that she shares
with her husband and two teenage sons. Their front
garden is small, but their backyard is big enough to
have friends over for a barbeque and for the boys to
splash in the pool. It's important that their garden looks
good as it's part of the overall package when they
consider their home.

They do have a number of herbs growing in pots that
Leigh planted from seeds and now looks after. She
knows enough to grow the basics and have a regular
supply of fresh herbs. She's had a watering system
added to the potted plants in their backyard to so it is

Segment Size 17% of Adults one less thing to have to remember to do given their
busy lives.
eI VE G $168M per They intentionally keep things simple and low
annum maintenance because gardening isn't a passion for .

either of them, and life is just too hectic to for really

getting into gardening. For bigger or messier projects,
they would definitely consider paying for help.

Leigh has been known to buy a plant on impulse at the
hardware store to replace a plant that has died - after
all, she does like the look of plants.

IRl Indoor plants bought last year

@ Outdoor plants bought last year
ke VI LS, W AP ZAN A (V.. .4

Confidence

LS
L



DABBLERS

Demographics i i Attitude to plants and gardening

Size of segment Age groups Number of plants purchased last 12 months Interest in plants Experience Confidence
15% 5 A W fam very confident
Outdoor plants for pots Outdoor plants for ground - am fary confident
Dabblers. Others. Dabblers (Others. am ot very confide..
I amm ot il comi
I Ho experence

* Under 35
M 3555
M 5569
Household type W70+

oot peron ] = b .
. ¥ Average spend on Monn motivations to purchase
Couple, no children ﬂ 8% plants last 12 months

= ‘ $114
oy I
oo Il '
Sharshouse wit -“
* Total purchased in
v last 12 months
Total Population Top places purchased Reason for choice of retailer

Dwelling type Area lived in . Top3 ) Top3 ..m.m e gerdesog

i : ; prssod i gl o Ll il |

Neiuanon l"""I-"" Inner urban -m Hardwate store Godt vl bl et pATcaly

S o P o™ ; (e e e e
courtyard/halcony ¥

Terrace/townhouse T Outer urban _ ; L Main barriers to purchase - indoor plants
with small yard m’“ : Having a wids

range of plants to|

House with small " jrs chooes from Lack of space
yard/courtyard : Regional 24% H i
House with | . i Nothing - there wmlhlmpmmng me from

Confidence in the| H
front/back yard 3 el e % buying/buying mare Indoar pl :
e i e oot e s
) Total purchased in Total purchased in i
last 12 months. Jast 12 months Ihave as many as | want, | don't need more ﬂ 15%
Triggers to buy - Top § It becomes a hassle when you go away/on

holiday
My home is my sanctuary and | 1 reqard myself s a erafty g Redoing an areain I had a pot that naeded to
bzﬂmg I"",‘{ " pacson 7 Wanting plants for colour  An existing plant died “umn ™ jtwas an Impulse buy P:‘a Tlled Total Population

Main barriers to purchase - outdoor plants

General Interests

Iw)'IEIIlIr-ImlselMuu of Entertaining people st home is
chemicals in my house part of my ife

4 Nothing - there is nathing preventing me §32% 37%
I make and effor 1o be :uminmr;ﬂpu;uun " fram buying/buying mare outdoor plants —‘145
mmmmwm\m in prefer 1o be indoors than ” _
y day to day It outdoors Lack of space in my gardan 17%
I think of my hame as a place 3 S19%
oot e iiclepliiad e costof halarts I

nature-lover concemed about how it looks

> iy
am very Umapm':unu findi I have as many as | need, | don't need more. _?i 5%
52

T ok x‘emmwmgﬁ I have already spent enough money on 8% 1%
plants

Total Population

TheNawgators
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Segment Size

Segment Value
annum

Status
Work
Dwelling

Traits

Interest

Confidence

7% of Adults
$12M per

Single person
Full-time, HHI $60K
Rented, urban, apartment with balcony

Not motivated to garden

SLTL
0000

. L T e &, - r /¢ {
‘T killed the lact plant T bought, in fact the
pot ic ctill empty! Maybe I chould grow

come vegqies in it thic time, but Il have to
read up on that firct.”
5™ N R A

Bio

Brett moved into his apartment 2 years ago. Of the 2
plants he received as housewarming gifts, only the one
survived.

He tried growing a few things on his balcony, including
one he slipped from his mom’s garden, but without
much success.

It's not that Brett doesn't like the idea of gardening or
being outside, it's just that when it comes to time and
money, gardening is just not a priority. Besides, he
doesn't particularly enjoy it and space doesn't really
allow for it. However, he is open to learn a bit more at
some point.

Brett appreciates that for other people, gardening is
relaxing and keeps you active, but if he were to grow
herbs or veggies it would be more about having budget
friendly fresh ingredients to use. He is aware that
veggies would need water though.

One thing he's sure of is that if he had a bigger garden
space, he'd get someone in to help him with it.

Indoor plants bought last year 0

Outdoor plants bought last year 1

Motivators

Low maintenance - plants that are easy to keep alive and don't need
much attention.

Barriers

Bad memories - a history or plants dying has undermined confidence
in plant ownership.

Fear & loathing - it doesn’t seem worth the hassle when they end up
dying from neglect or ignorance

Space - to garden you need space to get messy and to store your tools.

Budget - plants are just not a priority at the moment.

Engage with me

Make it easy - build awareness of low maintenance plants that are
good for small spaces and don't require much attention.

Make plants relevant - see how to link plants to other interests like
making decor interesting or cooking.

Educate - short simple instructions for placement and care will
encourage success.




PLANT CURIOUS

Demographics

Size of segment
.‘

Dwelling type

No outdoor space

Apt/Terrace with
courtyard/balcony

Terrace/townhouse
v amanyve NN >~
House with small
yard/courtyard - aax
House with
onmackyor IR "=
Other ﬁ 4%

General Interests

1 think of myself as a
naturedov

I make and effort 1o be
enviranmentally eanscious in
my day 1o day Ifa

My home is my sanctuary and |
tave baing In It

Ithink of mysalf as someans
who Is concerned about
climate change and makes an

1 try to minimise the use of
chemicals in my house

Age groups
16%

25%
Under 35

W 3555

Household type =;(5];5g

Single person ﬂ s
Couple, no children -
Young family -'*ﬁax
Older family -ma ;e

Share house with "
other adult . B

Total Population
Area lived in

0%
e -m
Tl
Outer urban 47%
Ty i
Fogloral - A

1am a physically active persan

| am very time poor and findi $25%
time to do things is a 34%
challenge for me

1 hink of my hame as 8 place §30%
to 8at and aleep, | am not that 23%
concemed aboul how it looks

Ententaining peapke at home is
part of my life

I'am en indoors type of persen,
I prefer to be indoars than
outdeors

Total Population

ing behaviour
Number of plants purchased last 12 months

Indoor Outdoor plants for pots Outdoor plants for ground

Plant curious

- @ 0@ -

Category spend

0%

Plant curious Others Plant curious Others

Average spend on
plants last 12 months

e &

Sample size of Plant

Curious who purchased in
last 12 months is too small

for reliable estimates

Moderate buyers l 9%

Light buyers Ins

. — =

Total purchased in
last 12 months

Top places purchased Reason for choice of retailer

Sample size of Plant Curious who purchased in last 12 months is too small for reliable estimates

Triggers to buy - Top §

Sample size of Plant Curious who purchased in last 12 months is too small for reliable estimates

Attitude to plants and gardening

Interest in plants
M Extremely interested

Experience

M Started more than 5.
Started n last 24 ye..
Started in ast year

1M None, | have lttle to..

1M Not ataallinterested

Main motivations to purchase

Plantsor  Wockingwith  Being lam  Plamsand Encouraging  Leovinga

guwdeningasa gurdening  plantsia o sumounded by fascinated by gerdeningare  nature is.a gacy
woyiokeep helpmwto  fomnol  besutyisa  seeingnew acrestive  stong  (plomting
physically feeicloserto relaxationfor  swong  buds or leaves outetforme motivation for something
netive nawre me  motvationfor onmyplants mem qarden _ that will be
me 1o garden or have plants here i the fu

Main barriers to purchase - indoor plants

Lack of space
There is nat anaugh light in my home

The cost of the plants

It becomes a hassle when you go away/on
holiday

I prefer to spend money on other things,
plants are not a priority

Main barriers to purchase - outdoor plants

The cast of the plants

HNothing - there is nothing preventing me
from buying/buying mare outdoor plants

The conditions are not good for growing
plants where | liva (a.g. climate, soil)
Lack of space in my garden

1 have as many as | need, | don't need mare.

Confidence

I o vy confident
am faiy confdent
am ot vesy confice.

I am ot il coni

I Ho experence

mastrong  with differant
motivation for _plams and
metoqarden idens. i does
‘ot have plants not matter to,

Total Population

Total Population

TheNawigators



Appendix 1: Latent
Class Clustering

Outputs and Sample
Profile
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Latent Class Segmentation Analysis using R poLCA package

> #Create function for combined clusters

>
> #Bind variables for polCA

> f < chind{

+ liRecent spend

+ D4_group, D6_group, D8_group,
+ HExpected spend

+ A7_1,A7.2,

+ HPurchase frequency

+ Pur_freq,

+ #Type of dwelling

+ J1_new

+ r

>
= #Run LCA model
> model_comb <- polCA(f, Data,

+ nclass =8,

+ maxiter = 5000,
+ graphs = FALSE,
+ na.mm = FALSE,
+ verbose = TRUE,
+ calc.se = TRUE)

Conditional item respanse (column) probabilities,
by outcome variable, for each class (row)

$D4_group

Pr(1) Pr(2) Pr(3) Prld) Pr(5) Pr(6) Pr(7) Pr(8) Pr(3)

class 1: 0.15740.1709 0.1467 0.00630.0083 0 0 © 05104
class 2: 0.00000.00000.00000.000000000 0 0 © 10000
«class 3: 0.00710.0000 0.00000.00000.0000 0 0 O 09929
class 4: 03432020260.11110026300092 0 0 0 03076
class 5: 0.00000.00000.00000,00001.0000 0 0 0 00000
class 6 0.00000.00000.00001.000000000 0 0 ©  0.0000
«class 7: 0.10100.15360.34000.00000.0000 0 0 O 0.4055
class 8: 0.15540.26430.17740.11330.0198 0 0 O 0.2699
$D6_group
Pril) Pr(2) Pr(3) Pri4) Pr(s). Pr(6)Pr(7) Pris) Pr{9)

class 1: 0.05230.1144 0.13070.00000.0000 0 0 0 06426
class 2: 0.00000.00000.00000.000000000 0 0 0 1.0000
class 3: 0.00620.00000.00690.000000000 0 0 0 (09869
«<lass 4: 0.20140.23210.10720.00000.0000 0 0 0 04593
«class 5: 0.00000.0525 0.01810.000009124 0 0 0 00170
class 6: 0.00000.01860.1654 0803600000 0 0 0 00124
class 7: 0.00000.0113 0.17610.00000.0000 0 0 0 08126
class 8 0.14450.27920.2074 0000000000 0 0 0 03689

$DB_group

Pr(1) Pr(2) Pr(3) Pr{4) Pr(5) Pr(6)Pr(7)Pr(8) Pr(S)
0.0000

class 1: 0.0000 00938 0.1881 0.5906 0.1274
: 0.0000 0.0000 0.0000 0.0000 0.0047
.0087 0.0000 0.0000 0.0000 0.0000
.1507 0.1820 0.0680 0.0000 0.0004
.0000 0.0150 0.0200 0.0275 0.9091
: 0.0198 0.0665 0.1205 0.6656 0.0200
0.0000 0.0000 0.1455 0.6990 0.1118
class B: 0.1201 0.1932 0.0946 0.0336 0.0000

$A7_1L
Pr(1) Pr(2) Pr(3) Pr{a)

class 1: 0.0160 0.8583 0.1063 0.0194
: 0.1062 0.8456 0.02610.0211
.0212 0.0000 0.2061 0.7728
.0000 0.9927 0.0000 0.0073
.1538 0.5819 0.0813 0.1830
.4734 0.3704 0.1066 0.0496
.3452 0.0000 0.2888 0.3660
class B: 0.4874 0.1585 0.2026 0.1514

SA7.2

Pr{l) Pr(2) Pr3) Prla)
class 1: 0.2869 0.6671 0.0355 0.0105
class 2: 0.1366 0.7888 0.0347 0.0398
class 3: 0.0367 0.0000 0.2124 0.7509
class 4: 0.0879 0.8836 0.0249 0.0026

class 5: 0.1610 0.5837 0.0632 0.1921
class 6: 0.5098 0.3199 0.1429 0.0274
class 7: 0.4425 0.1249 0.2057 0.2269

class 8: 0.3919 0.2606 0.1594 0.1880

SPur_freq
Pr(l) Pri2) Pr3) Prid) Pr(s)

0.9953
0.9913
0.5389
0.0284
0.1076
0.0437
0.5585

ccococoooo
cccecoocco
cocccoooo

PriG) Pr(7) Pr(8) Pri9)

class 1: 0.0611 0.0759 0.1865 0.3607 0,3158 0.0000 0.000 0.0000 0.0000

class 2

0.0000 00005 0.0028 0.0017 0.0000 0.3355 0.130 0.2858 0.2437

«class 3: 0.0053 0.0042 0.0000 0.0083 0.0089 0.2415 0.078 0.3668 0.2869
class 4: 0.0000 0.0291 0.0325 0.2948 0.6436 0.0000 0.000 0.0000 0.0000
class 5: 0.0716 0.1716 0.1934 0.2270 0.3183 0.0000 0.000 0.0181 0.0000
class 6: 0.1503 0.3028 0.2985 0.2183 0.0202 0.0000 0.000 0.0099 0.0000
class 7: 0.0784 0.1699 0.2745 0.3516 0.1256 0.0000 0.000 0.0000 0.0000
class B: 0.0057 0.0319 0.1681 0.2644 0.5298 0.0000 0.000 0.0000 0.0000

$11_new
Pr(l) Pri2) Pr(3) Prid) Pr(S) Pri6)

class 1: 0.0000 0,0328 0.2232 0,0984 0.6316 0.0140
class 2: 0.0567 0.2404 0.3062 0,10200.2734 0.0213
class 3 0.0654 0,2589 0.2793 0.0489 0.3214 0.0261
class 4: 0.0296 01985 0.3762 0.0647 0.3113 0.0196
class 5: 0.01810,1378 0.2684 0,1807 0.3769 0.0181
class 6 0.01110,1241 0.2418 0.0794 0.5437 0.0000
class 7: 0.0000 0.0801 0.3877 0.09260.4224 0.0171
class 8: 0.0090 0.3900 0.2118 0.08800.2690 0.0322

Estimated class population shares
0.19210.2567 0.0923 0.1158 0.067 0.0611 0.0643 0.1507

Predicted class memberships (by modal posterior prob.)
0.19380.2544 0.0839 0.1168 0.0672 0.0606 0.0666 0.1466

Fit for 8 latent classes:

number of observations: 1651
number of estimated parameters: 351
residual degrees of freedom: 1300
maximum log-ikelihood: -13370.66

AICI): 2744332
Bic(s): 2934193

GA2(8): 5451625 Likelihood ratio/deviance statistic)
X+2(8): 100928.5 (Chi-square goodness of fit)
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Sample profile

Following data cleaning, a total of 1,651 completed interviews were used in the final sample for the Consumer Usage and Attitude study.

Sample by age group Sample by sex Sample by location

49%

32%
25%
22%
20%
14% 15%
11%
7%
2% 2% 1%
g% E e
Under 30 30-39 40-49 50-59 60-69 70+ Male Female Gender diverse NSW vic qLb WA SA TAS ACT NT
n=228 n=211 n=206 n=286 n= 362 n= 358 n= 696 n=954 n=1 n= 509 n= 401 n=370 n=145 n=137 n= 43 n=26 n=20
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Appendix 2:
Additional charts
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When do they purchase?

Weekends are more likely to be the days people shop for plants with 80% overall indicating they shop for plants more often on weekends compared to 58% who indicated that they shop more
often on weekdays. The pattern differs by age group with people at or close to retirement age, more likely to shop on weekdays than weekends.

Do you tend to shop for plants more on weekends, weekdays or both?

Grand Total

Shop more often on

weekends 4%

Shop more often on
weekdays

Shop equally on weekends

and weekdays 38%

Sample sizes: Purchased plants in last 12 months n=1,078,

Under 30 n=155, 30-39 n=133, 40-49 n=119, 50-59 n=191, 60-69 n=240, 70+ n=240

125

Under 30

47%

20%

32%

40-49 50-59

49%

1%

A Significantly higher than plant buyer Grand Total a = 0.05

v Significantly lower than plant buyer Grand Total a = 0.05

25%

22%

60-69 70+

12%

34%

55%
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What outdoor areas do Australians have access to?

Access to all types of outdoor areas other than balconies is significantly lower for people living in inner urban areas (within 15km of a capital city CBD). Those living in regional and rural areas
have much greater access to both front and backyard areas.

Do you have any of the following outdoor areas at the dwelling where you live?
Grand Total Inner urban Outer urban Regional Rural

A
75% 82%
A
7% 51%

22% 14%

Abackyard area 74% 53%

\Y

89%

>

A front yard area 65% 40% 81%

<

Deck or verandah 28% 55%

<
>

Front or rear courtyard 30% 27%

23%

A balcony 36% 15%

>
<
]

There are no outdoor areas at 2%

my dwelling (5 i 2

-]
S
|

Note: House/terrace/townhouse with a small yard/courtyard had <100 sqm of outdoor space L . _
Sample sizes: Grand Total n=1,651, Inner urban n=316, Outer urban n=718, Regional n=442, Rural n=175 A Significantly higher than Grand Total a = 0.05

126 v Significantly lower than Grand Total a = 0.05 me Nav{gators
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Who is involved in what activity for the outdoor garden?

While most people have direct personal involvement in most aspects of buying and owning plants, many also share this responsibility with others. Among those who have purchased plants in
the last year, the majority of even light buyers have personal involvement in planning, buying, planting and maintaining plants in their garden.

Who is involved with the following for the outdoor garden area?

Planning what to
buy/plant/
landscape

Buying plants for
this area

Planting new
plants in this area

Maintaining the
plants or garden

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

Grand Total Heavy buyers A Moderate buyers A

68% 83%

Ido

Someone else

No one does this

||
o
S

Ido

o
=]
B

Someone else

-y
bt
®

9%

No one does this

Ido

A

Someone else 1%

No one does this

9% ‘0% IZ%

A

Ido

Someone else

§

No one does this

5% ‘ 0%

Light buyers

>

3
F

I .

&
®

=
£
3¢

&>

|
I;I
<3

=
ES

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Non-buyers

43%
\Y

A
22%

B
<2

39%

=
0
B

F3
~N
<]ae

al
€

N
>

_.
B>
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What types of gardening activities have people undertaken?

Heavy and moderate buyers of plants are also significantly more likely to undertake advanced gardening activities such as making new plants from cuttings or root slips. They are also more
likely to share and receive cuttings with other people. Participating in community gardening activities remains very low with only 4% or people overall indicating they had been responsible for an
allotment or participated in a community garden.

Which, if any, have you done in the last 2 years?
Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers

Planted seeds 37% 20%

v

Made new plants from existing plants
(e.g. taking a cutting, rooting a slip,
separating the roots)

Received a plant or cutting given to you
by someone else from their garden

<

<%

Given someone a plant or cutting from
your garden or one that you have grown

<] ¥

Been responsible for an allotment,
which is where each gardener has their
own plot (in a communal area) and use
it as they wish

3%

Participated in a shared community
garden, where gardeners work together
1o care for the plants and taking a share
of what is produced

4% 5%

#

4% 3%

29% 5% 10% 23% 54%

| :

None of the above

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 A Significantly higher than Grand Total a = 0.05

128 v Significantly lower than Grand Total a = 0.05 me Na’w’.gators
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Environmental factors that are perceived to apply to the area where people live

Environmental conditions may also act as a constraint on the level of nursery category expenditure. Heavy buyers are significantly more likely to consider their climate and soil to be good for
growing plants. Non-buyers are significantly less likely to consider the climate in which they live or the soil to be good for growing plants. One in five heavy buyers describe their garden as

being affected by pests or problematic wildlife, more so than those who describe the lack of water as an issue.

Which, if any, apply to the area where you live? (Asked if have some form of outdoor area.)

The climate is very good for growing plants

The climate is very poor for growing plants

The garden has very good soil for growing plants

The garden has poor soil for growing plants

The garden is affected by pests or problematic wildlife

Lack of water for gardening is an issue where | live

The garden is affected by being on the coast

None of the above apply to where | live

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

Grand Total

Heavy buyers

Moderate buyers

o
| I

23%

14%

-.
> ®

-
=
&

25%

Light buyers

28%

<

20%

0
l ae

(3
w
3
<];'§

oy
]
B

[—
w
S
=
N
S

31%

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05

Non-buyers

19%

u
B

@
22

-
(42
® o
® =
®

A
40%
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What impact does sense of permanence have on purchase intent?

Those who have been living in their home for less than one year are significantly more likely to expect to increase their spend on indoor plants in the next year compared to the population
overall (where 20% expect to spend more). Those who have been in their current home for more than 10 years are significantly less likely to say they expect to spend more on indoor plants in
the next year. There is no statistically significant relationship between duration in the current home and expectations regarding expenditure on outdoor plants.

Length of time in current home

22%
Less than 1 year 2-3 years

Expected indoor plant expenditure next 12 months by length of time in current home

A

Expect to spend more 33% 25%

-
(=]
’ I

Expect to spend less 8%

Don't expect any change 45%

o
R
®

Expected outdoor plant expenditure next 12 months by length of time in current home

Expect to spend more 30% 26%

-
-
ES

Expect to spend less 6%

No change expected 46% 49%

Sample sizes: Grand Total n=1,651, Less than 1 year n=138, 2-3 years n=337, 4-10 years n=408, More than 10 years n=768
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42%
= _

4-10 years More than 10 years

\Y
A

A Significantly higher than Grand Total a = 0.05

v Significantly lower than Grand Total a = 0.05
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What gardening infrastructure is in place?

Only a small proportion of people report living in a home with a functioning water system. While moderate buyers are more likely to have a functioning water system, the incidence is less than
one in four. Heavy buyers are more likely to report having a greenhouse that is used on their property.

Which, if any, of the following apply to you?
Grand Total Heavy buyers Moderate buyers Light buyers Non-buyers

There is a functioning watering

system installed in the garden 16% 23% 13% 11%
\Y%

There is a greenhouse (that is

used) on our property 5% 5% 3%

Sample sizes: Grand Total n=1,651, Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

A Significantly higher than Grand Total a = 0.05

131 v Significantly lower than Grand Total a = 0.05 me Na’w’.gators



Do people with less outdoor space have more indoor plants?

The amount of available outdoor space has no discernible effect on the number of indoor plants a person currently owns. The average number of indoor plants among people living in high and
medium density dwellings (3.1 plants) was not significantly different from the overall average number of indoor plants owned (3.3 plants).

Approximately how many, if any, indoor plants are in your home at the moment?
Grand Total House with front/back yard House with small yard/courtyard Terrace/townhouse with small yard Apt/Terrace with courtyard/balcony

13% -s% - 14% 13%
- 0% . 6% 6%
-7% . 5% 5%

No indoor plants

1-2 plants _24%
3-4 plants _ 20%

5-6 plants - 13%

7-8 plants -7%
More than 8 plants - 7%

Average number of indoor plants owned

25%

23%

31

Sample sizes: Grand Total n=1,651, No outdoor space n=45, Apt/Terrace with balcony/courtyard n=323, Terrace/Townhouse with yard n=463, A Significantly higher than Grand Total a = 0.05

132 House with small yard n=154, House with front/back yard n=633, Other n=33 v Significantly lower than Grand Total a = 0.05 me Navlgators



Turf and lawns
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Current lawn/turf ground covering in the yard

A total of 79% of adults live in a dwelling with either a front or back yard. Of those with the yard space to allow for lawn or turf, 85% indicate they currently have lawn as a ground cover in either
their front or backyard. The use of lawn as a ground covering is significantly higher in backyard areas than front yard areas as is the use of synthetic grass.

Do you have any of the following outdoor areas at the dwelling where you live?
What, if any, type of ground covering is in this area?

Net have front/back yard Backyard area Front yard area
A
Lawn/turf Lawn/turf 76% 65%
\%
A
Paving/tiles Paving/tiles 24% 15%
\Y%
Pebble/stones - 27% Pebble/stones 18% 16%

Synthetic grass . 9%

Decking

Other . 8%

Sample sizes: Net have a front/backyard n=1,331,

A
Synthetic grass 7%
A
Decking 6%
Other I 4%

jie—x—] -

Have a backyard n= 1,258, Have a front yard n= 1,137 A Significantly higher than front/back yard a = 0.05
134 v Significantly lower than front/back yard a = 0.05
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Purchase of turf in the last year

An estimated 9% of adults have purchased lawn or turf in the last year. Overall, 50% of people claim to have purchased turf at some point in the past and 27% within the last 5 years. The

likelihood of having purchased turf in the last year is significantly higher among those who are heavy buyers of plants. One in four who purchase plants monthly or more often indicated they
purchased turf in the last 12 months.

When last, if ever, have you bought lawn or turf?

In the last year

Heavy buyers @ A

Moderate buyers @

Purchased
turfin last
12mths

In the last 4-5 years

In the last 2-3 years 4@

Light buyers

Longer than 5 years ago @

Non-buyers
Have never bought @

Sample sizes: Grand Total n=1,651, S . _
Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573 A Significantly higher than Total a = 0.05

\/ significantly lower than Total a = 0.05 me N aV’I.gatorS
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Intention to replace or lay new turf

Nearly three in four people wish to replace turf or lay new turf in their gardens. The majority of these people are looking to replace existing turf. The proportion of Heavy buyers of plants who
wish to replace or lay new turf is even higher with 50% expressing a desire to do so. Moderate buyers of plants are also significantly more likely than average to intend to replace or lay new

turf.

Are there any areas of the property where you would like to have turf (i.e. a grass lawn) or renew

existing turf but you have not yet done so?

Yes, there are areas
where | want to replace
existing turf

Yes, there are areas
where | want to lay new
turf

No, there are no areas
where | want to lay new
or replace turf

| don't know, | am not
involved in these
decisions

o
- ©

Sample sizes: Grand Total n=1,651,
Heavy buyers n= 159, Moderate buyers n = 512, Light buyers n = 407, Non-buyers n=573

29% - Net want to

replace/lay new turf

Heavy buyers @ A

Moderate buyers @ A

Net want to
lay/replace turf

Light buyers @

Non-buyers — @ \V/

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05
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Barriers to replace or lay new turf

Of those who plan to replace or lay turf, but have not yet done so, the perceived cost of the turf is the main barrier holding people back from acting. While some simply have not gotten around

to it, there are a considerable proportion who are concerned about their ability to keep lawn alive or do not feel they have the knowledge or time to go through the process of buying and/or
laying the new turf.

If you'd like to lay new turf but have not done so yet, what is holding you back?

| feel the cost will be too expensive @
| have not got around to it @

I'm worried about keeping the lawn alive @

I'm not sure how to do it @

| don't have the time to do the work @

1 don't know when is the best time to lay new turf @

| don't have the time to research the process @

I'm worried my pets will destroy it @

Other 4@

Nothing is holding me back e

Sample sizes: Plan to replace/lay turf n=442
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Key takeaways about consumer involvement with turf and lawns

Growing and maintaining lawns is widespread among those with outdoor yard areas

Nearly 8 in 10 people live in a home with some form of outdoor yard area, either a front yard,
back yard or both.

Among these people the vast majority (85%) current have lawn as a form of ground cover.
Purchasing lawns and turf is infrequent despite a significant latent demand

While less than 1 in 10 people report having purchased lawn or turf in the last year, nearly 3 in

10 wish to purchase turf to replace existing lawn or to lay down lawn in a new area. This latent
demand is particularly high among heavy plant buyers with 50% of them wishing to replace or
lay down new lawn, but have yet to do so.

Cost and inertia are the main barriers to turf buying

Among those wishing to replace or lay down new lawn, the most prominent reported reason
for not having done so was the perceived cost of buying turf. This was followed by people
reporting that they just hadn’t gotten around to it.

There is significant potential to unlock this high level of latent demand by providing affordable
and cost effective ways of accessing turf products and by making it as easy as possible for
people to by and install new turf. Marketing and communications support through advertising
and promotion will also help some overcome the inertia which is limiting their purchase of turf
products.
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Nursery market segments by area or residence

Enthusiasts and Garden Proud are less likely to live in inner urban areas (approximately 15 km from a CBD). Garden Proud are the most likely to live outside of major cities with 45% living in a

regional centre or rural area.

Enthusiasts Garden Proud

12% 12%

i .‘m
[ l N

A

16%

Inner urban

[
<
<

Outer urban

Regional

Rural 9%

Sample sizes: Total n=1,651,

Early Bloomers

16% 22%

- | B
I 21% 24%
I 10% 7%

Enthusiasts n= 96, Garden Proud n = 327, Early Bloomers n = 110, Small Space Curators n=245, Dabblers n= 280,

139 Plant Curious n= 117, Unavailable n= 123, Leaf Loathers n= 353

Small space curators

Dabblers Plant curious

23%

I2

A Significantly higher than Total a = 0.05

v Significantly lower than Total a = 0.05

Unavailable Leaf loathers

28% 24%

43% 44%

18% 24%

11% 7%
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