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Greenhouse Grower® Top 100 
   Since 1985, Greenhouse Grower has been ranking the largest producers of environmentally 
controlled crops in the U.S annually. The top 100 largest operations we call the Greenhouse 
Grower® Top 100. With more than 240 million square feet of environmentally controlled 
greenhouse space in total, these growers account for nearly 60% of the growing space in the 
industry. They supply to home improvement chains, supermarket chains, independent garden 
centers, as well as other smaller growing operations. 
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2018 
Rank

2017 
Rank Name of Operation State

2018 Total  
(Env. Controlled 

sq. ft.)

   U.S. Acreage 
(Shade        (Field 
Houses)  |  Production)

53 55 Panzer Nursery OR 1,400,000 2 | 0

54 57 American Color VA 1,393,920 0 | 10

55 60 Corso's Perennials OH 1,312,932 0 | 25

56 56 Johannes Flowers* CA 1,307,000

57 58t
Richardson Brothers 
Greenhouses

IL 1,300,000

58 37 Heartland Growers IN 1,226,682

59 61
Masson Farms of New 
Mexico

NM 1,219,689 4 | 2

60t 62t Armstrong Growers CA 1,200,000 12 | 103

60t 66t
Van de Wetering 
Greenhouses

NY 1,200,000 0 | 9

62 64 The Plug Connection CA 1,170,000 2 | 9

63 48t Kitayama Brothers CA 1,100,000

64 69 Pinae  
Greenhouses Inc. UT 1,094,000 0 | 40

65 70 Red Oak Greenhouse IA 1,090,820

66 66t
Welby Gardens Co./Hardy 
Boy Plants-Hardystarts

CO 1,080,000

67 65
Bob's Market and 
Greenhouses

WV 1,040,000 0 | 4

68 71
South Central  
Growers TN 1,030,354 0 | 17

69 66t Harts Nursery* OR 1,000,000 21 | 0

70 74
Countryside Greenhouse 
and Farm Market

MI 970,000

71 73
Petitti/Casa Verde 
Growers

OH 925,000 0 | 5

72 72 Dramm and Echter, Inc. CA 900,000

73t 62t
Young's Nursery and 
Greenhouses

TN 871,200 0 | 15

73t 75
Myriad Flowers 
International

CA 871,200 5 | 5

75 77t Kube-Pak NJ 865,000 0 | 5

76 76
White's Nursery and 
Greenhouses

VA 860,000 0 | 5

2018 
Rank

2017 
Rank Name of Operation State

2018 Total  
(Env. Controlled 

sq. ft.)

   U.S. Acreage 
(Shade        (Field 
Houses)  |  Production)

77 77t Twixwood Nursery* MI 851,000

78 81 Baucom's Nursery NC 850,000 23 | 125

79 79 Kent's Bromeliad Nursery CA 840,000

80t 80
Botany Lane 
Greenhouses

CO 800,000 3 | 15

80t 82 Plainview Growers NJ 800,000 0 | 20

82 85
Green Valley 
Greenhouses

MN 770,381 0 | 6

83 83 Olive Hill Greenhouses CA 760,000

84 84 California Pajarosa CA 750,000 3 | 5

85 86 Sedan Floral KS 742,156

86t 87t
Esbenshades 
Greenhouse*

PA 740,000

86t 87t Plants Unlimited MI 740,000

88t 89t GroLink Plant Company CA 700,000 6 | 4

88t 89t Knox Nursery FL 700,000

90 32
Colorama Wholesale 
Nursery

CA 696,960 1 | 30

91 NR Fessler Nursery OR 690,000

92 97 Pleasant View  
Gardens NH 673,030 0 | 8

93t 92t Green Valley Floral* CA 650,000

93t 92t
Loop's Nursery and 
Greenhouses

FL 650,000 0 | 2

95 94
McLellan Botanicals 
Taisuco America Corp.

CA 646,294 0 | 72

96 NR Andy Mast Greenhouses 636,800 0  | 20

97 96 Cuthbert Greenhouses OH 631,620 0 | 3.5

98 91 Parks Brothers Farm AR 630,000 14 | 15

99 98 Tidal Creek Growers MD 621,455 5 | 11

100 99
Micandy Gardens 
Greenhouse

MI 580,000

*=estimate NR=not rankedt=tie More Profitable 
Sustainability

 Certified Veriflora 
Sustainably Grown
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State of the Industry 
 

     Every year, Greenhouse Grower conducts an in-depth analysis of 
what the largest operations are up to – which new technologies they 
are investing in, how they are altering their production and crop 
protection practices, marketing their crops, managing labor issues, 
and much much more. A large part of this research is conducted via an 
extensive survey of owners, upper management, and head growers at 
the Top 100 operations. The Top 100 Survey offers great insight into 
the issues and opportunities facing today’s greenhouse industry as a 
whole. 
  
     The 2018 survey questions focused on square footage, crops grown, 
customer base, new technologies and more. 
  
    A total of 72 operations completed the survey. Key findings from the 
survey are presented within. 

 
 

Top 100 Growers’ Survey 2018 Key Findings 
 
The labor problem just keeps getting worse, as 77% of the nation’s 

largest growers have been affected by labor shortages this past year. In 
Greenhouse Grower’s 2018 Top 100 Growers Survey, growers reported 
that labor costs and labor availability were far and away their biggest 
production challenges. More growers have lost employees to emerging 
markets within horticulture, like greenhouse food crops and cannabis 
production. The low unemployment rate and a booming economy and 
housing market are causing more hiring deficits, as well, causing growers 
to have to compete for labor not only within agricultural markets, but 
also among other sectors. Shortages not only in production labor but 
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also for drivers and merchandisers affect transportation needs and the 
ability to fulfill contracts at retail, growers said. 

 
Only 20% of the Top 100 Growers 

currently use the H-2A guestworker 
program, according to the survey, 
which is up from 16% in 2017. Another 
9% said they plan to start using a 
guestworker program in 2018 and 
47% said they would be investigating 
guestworker options for the future. 
But with the current crackdown on 
immigration by the Trump Administration, it may be tough for growers 
who haven’t used H-2A in the past to get into the program.  

 
To remain competitive and make their greenhouse operations more 

attractive workplaces, growers are providing better benefit packages, 
implementing profit-sharing programs, and paying more competitive 

wages and salaries to keep the 
valuable employees they have.  
 

Reducing dependency on labor 
(76%) was an addition to the top 
three goals that have been 
prevalent for the past few years 
among large growers — increase 
efficiency (82%), increase profit 
margins (73%), and increase 
adoption of automation and 
technology (68%). To do this, 78% 
of the Top 100 Growers are 
hyperfocused on investing in 

automation equipment, computer software, irrigation equipment and 
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controls, lighting, and growing media handling equipment. Structures 
and greenhouse coverings are another big area of growth for 42% of the 
top greenhouse growers, as 37% of them said they are expanding their 
businesses and building new structures, and 31% are retrofitting 
existing greenhouses and facilities. Of those who said they’ll be 
expanding in the coming year, 64% said they will be building more 
greenhouses on their current sites, while 7% said they plan to acquire 
additional locations in the coming year.  

 
Efficiency is the main driver behind growers’ investments in new and 

retrofitted structures, with changes to operation layout a top priority to 
implement Lean processes, minimize plant handling during production, 
and ultimately reduce labor needs. Some growers are opting to pull 
down older, less-efficient greenhouses to improve the growing 
environment for better quality crops. Several growers are investing in 
software to help improve efficiency and layout, as well.  

 
Pest and disease challenges are issues that consume precious time for 

growers, and with broader adoption of integrated pest management 
(IPM) programs, combined with labor shortages and less availability of 
experienced growers, finding the right people to lead IPM 
implementation is a specific need. Pest control gets trickier with the 
threat of imported insect and disease pressures. While new industry-
led initiatives focused on expedited imports are trying to mitigate these 
issues, growers say they are concerned about the continued problems 
they’ve seen year over year. As a result, they inspect upon arrival, detail 
the quality of plant material coming in, and verify and vet suppliers. 

 
The majority of growers in the Top 100 say they are advanced (48%) or 

expert (20%) users of biological controls, while the rest are beginning to 
incorporate biocontrols in their integrated pest management (IPM) 
practices. The most widely used tools are beneficial insects and 
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biopesticides, and broader 
use of biostimulants is also 
starting to emerge. 

 
Organic production is on 

the rise among large 
growers, with 19% saying 
they currently grow organic 
crops and 9% saying they 
plan to be producing 
organic crops within the 
next three years. 
Sustainability is a broader 
focus, with a third of the 
Top 100 Growers involved 
in sustainability certification 
programs, and more opting 
in rapidly. Because of the 
customer demand to grow 
more sustainably, growers 
are carefully balancing 

chemical and biological solutions. Broader adoption of automation and 
technology will also aid growers in better environmental and financial 
sustainability in the long term.  
 

See full survey results below 
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2018 Greenhouse Grower Top 100  
Growers Survey Results 

General Business Information 
Which option best describes your job title? 

Owner 50.00% 
Senior Management (CEO, COO, CFO, President, 
VP, etc.) 

25.68% 

Production Management (VP Production, Head 
Grower, etc.) 

9.46% 

Sales and/or Marketing Management 6.76% 
Educator 1.35% 
Other Title (please specify) 6.76% 

 

What is your age range? 

Under 25 1.35% 
25-39 16.22% 
40-54 43.24% 
55-64 22.97% 
65+ 16.22% 

 

What’s the best way to describe your greenhouse operation and its role in contract growing? 

We produce plant material for other growers 
through contracts 

17.57% 

We contract other growers to produce material 
for us 

29.73% 

We produce plant material for other growers 
through contracts AND contract other growers to 
produce material for us 

20.27% 

We sell 100% of our material direct so none of 
the above 

32.43% 
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How is your operation changing with regard to size and ownership? 

We have sought external financing/ownership in 
the past year 

3.45% 

We will seek external financing/ownership in the 
coming year 

0.00% 

We have made acquisition(s) in the past year 6.90% 
We plan to acquire additional location(s) in the 
coming year 

6.90% 

We plan to build more on our current site(s) 63.79% 
We plan to lease or contract our location in the 
coming year 

3.45% 

We plan to divest part of our operations in the 
coming year 

0.00% 

We plan to sell our operation and get out of the 
business in the coming year 

0.00% 

We have created a succession plan in the past 
year, and transferred ownership 

12.07% 

We will create a succession plan in the coming 
year, for transition of ownership 

18.97% 

Other 17.24% 
 

Who are your customers? 

Independent garden centers 67.57% 
Supermarket chains 64.86% 
Home improvement chains 56.76% 
Other growers 48.65% 
Mass merchandisers 47.30% 
Landscape contractors 40.54% 
Wholesale florists/brokers 35.14% 
Warehouse clubs 33.78% 
Your own retail shop 27.03% 
Municipalities 25.68% 
Fundraisers 24.32% 
Retail florists 22.97% 
E-commerce sites 17.57% 
Resorts/Hotels 14.86% 
Farm markets 13.51% 
Institutions (i.e. hospitals, schools) 13.51% 
Events 2.70% 
Restaurants 1.35% 
Other 8.11% 
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What are your average annual sales? 

$300 million or more 1.52% 
$200 million to $299 million 3.03% 
$100 million to $199 million 1.52% 
$50 million to $99 million 9.09% 
$25 million to $49 million 27.27% 
$10 million to $24 million 34.85% 
$1 million to $10 million 21.21% 
Less than $1 million 0.00% 
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Production Information 
What crops do you produce? 

Crop Plan to Increase 
Production in 
2018 

Plan to Stay the 
Same in 2018 

Plan to Decrease 
Production in 
2018 

Do Not Grow 

Annuals 50.00% 41.18% 1.47% 7.35 
Container 
Perennials 

46.03% 26.98% 3.17% 23.81% 

Flowering Potted 
Plants 

34.85% 50.00% 6.06% 9.09% 

Fresh-Cut Flowers 3.70% 1.85% 1.85% 92.59% 
Potted 
Foliage/Houseplants 

31.15% 19.67% 3.28% 45.90% 

Tropicals 22.81% 19.30% 0.00% 57.89% 
Plugs and 
Propagation 
Material 

47.69% 29.23% 3.08% 20.00% 

Woody 
Ornamentals 
(Shrubs) 

15.25% 8.47% 0.00% 76.27% 

Trees 1.82% 3.64% 0.00% 94.55% 
Herbs 16.13% 45.16% 0.00% 38.71% 
Vegetable Plants for 
Gardens 

23.44% 45.31% 4.69% 26.56% 

Greenhouse 
Produce (for Fresh 
Market) 

5.26% 0.00% 0.00% 94.74% 

Fruit (i.e. Berries) 5.36% 3.57% 0.00% 91.07% 
Cannabis 1.79% 0.00% 0.00% 98.21% 
Succulents 27.87% 29.51% 1.64% 40.98% 
Other 11.76% 5.88% 0.00% 82.35% 

 

Do you have plans to pursue growing greenhouse produce (hydroponic or indoor-grown 
veg/herbs/fruit) in the next three years? 

Yes 9.09% 
Maybe in the future 15.15% 
No 75.76% 
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Do you have plans to pursue growing medical and/or recreational cannabis in the next 3 years? 

Yes, medical 1.52% 
Yes, recreational 0.00% 
Yes, both 4.55% 
Maybe in the future 16.67% 
No 77.27% 

 

Please explain your biggest production challenge and how you are currently handling it.  
(representative responses included) 

• “Finding technical staff to lead and implement technology solutions.” 
• “Finding good production labor and finding young growers. We are using and purchasing 

cutting-edge automation to take the place of hard-to-find labor.”  
• "Labor. H-2A is helping." 
• “Our biggest production challenge is a lack of labor. We are currently handling it through 

creating efficiencies in the way we operate and by purchasing technologies that automate the 
flow of work.” 

• “Space allotment in a condensed season.” 
• “Rising production costs.” 
• “The need for centralized production to drive efficiencies at multiple locations. We plan to 

reduce planting lines to just two locations in 2018.” 
• “Fixing plugs. We are contemplating purchasing more fixing machines.” 
• “Space and efficiencies. We are adding more contract growers and looking to build more 

greenhouse on our land. Adding technology is our main focus.”  
• “Weather.” 
• “Getting our production done in the right window. Currently we have installed a new 

transplanter and a fork handling system for bigger pots to allow us to depend on less labor to 
get things done in the right time window.” 

• “Shrinking margins; raising prices and higher efficiencies.” 
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Please explain your biggest crop protection issue and how you are currently handling it. 
(representative responses included) 

• “Our biggest crop protection issue is the control of insect pests, and we are handling it through a 
combination of both traditional chemical methods, as well as with the use of biocontrols in an 
integrated program.” 

• “Neonic reduction in tropical crops. We are trialing other products and working with 
consultants.” 

• “Not a big issue. It’s all about preventative and early detection.” 
• “We want to be sustainable, which leads us to careful selection of options.” 
• “While not an impending issue yet, the risk we all face in instant social media and outside of the 

industry reaction to our chemistry programs is a concern.  A chemical can be deemed safe by 
the EPA, but if we get negative social media reaction or direct to consumer messaging that says 
different, the instantaneous ‘don't use that anymore’ reaction without scientific evidence is a 
risk to our ability to protect our crops.” 

• “Thrips and imported disease from suppliers.” 
• “Clean cuttings being brought in. We verify and vet suppliers, inspect upon arrival, and detail the 

quality coming in.” 
• “Weather and having enough protection on it when it gets cold.” 

How advanced is your operation in using biocontrols? 

Not using them yet - looking into it 13.85% 
Beginner - starting to incorporate biocontrols in 
IPM practices 

18.46% 

Advanced - we've been using biocontrols for a 
few years 

47.69% 

Expert - we have used biocontrols for several 
years 

20.00% 

 

What kind of biocontrols do you use currently? Check all that apply. 

Beneficial insects 81.67% 
Biopesticides (microorganisms that control pests) 68.33% 
Biostimulants (biological products that focus on 
plant health rather than pest control) 

36.67% 

Biochemicals (plant extracts, PGRs, etc.) 56.67% 
I don't currrently use biocontrols 6.67% 

 

Do you currently grow organic crops or plan to in the future? 

Yes, I currently grow organic crops 18.75% 
I don't currently, but I plan to begin producing 
organic within the next 3 years 

9.38% 

No, I do not produce organic crops 60.94% 
I have no interest in producing organic crops 10.94% 
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Which topics are you most concerned about with regard to your business? (Check all that apply) 

Labor costs 89.23% 
Availability of skilled labor 81.54% 
Transportation (cost, availability, regulation, etc.) 70.77% 
Government regulation (immigration, labor, 
health care, etc.) 

66.15% 

Production costs (energy, equipment, etc.) 52.31% 
Availability of educated, experienced growers 47.69% 
Price pressure from retailers 30.77% 
Weather/changing weather patterns 30.77% 
Mechanization 27.69% 
The economy 26.15% 
Consumer interest in plants and flowers 24.62% 
Succession planning 24.62% 
Access to credit/financing 16.92% 
Environmental sustainability 16.92% 
Insect and disease pressure 16.92% 
Water (availability, quality, drought, etc.) 15.38% 

 

Which of the topics listed above bother you the most? What are your specific concerns about that 
issue? (representative responses included) 

• "Succession planning, and how to fill key management positions while turning ownership over to 
the next generation.” 

• “Price pressure from retailers. Getting our needed price pays for all other items checked.” 
• “Government regulations, because they affect most of the categories I listed.” 
• “Labor costs, coupled with the availability of skilled labor, are currently our largest concerns. 

Each year it becomes more difficult to obtain qualified labor, and each year the skill level of the 
existing labor pool drops while their demand for higher wages increases.” 

• “While I don't think it is waning, and in fact, I think it has huge upside and growth potential, we 
spend a ton of time/resources today researching what consumers want and what gardening/live 
goods looks like in 10 years. Consumer education and making it easier is a must in our industry, 
and we are only scratching the surface right now.” 

• "Transportation: the cost to get our product to the user."  
• “We are looking at mechanization, but do not know if we will be able to pay for the investment.” 
• "Price pressure from retailers and consumer interest in plants/flowers. I am specifically 

concerned that the communication is lacking in educating the public on the value of plants in 
their lives." 

• “Weather in the sales season is always our biggest challenge.” 
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What are your operational goals over the next three years? Check all that apply. 

Increase efficiency 81.82% 
Reduce dependency on labor 75.76% 
Increase profit margins 72.73% 
Increase adoption of automation and technology 68.18% 
Improve quality of product 59.09% 
Lower overall production costs 57.58% 
Increase crop yields 40.91% 
Increase postharvest quality/shelf life 37.88% 
Reduce use of traditional pesticides 34.85% 
Advanced marketing of crops 27.27% 
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Automation and Technology 
Are you investing in automation equipment this year? 

Yes 77.61% 
No 22.39% 

 

If you do plan to invest in automation and technology in 2018, what will you purchase?  
(representative responses included) 

• "Watering equipment and material handling equipment" 
• “Autostix, robotics, additional watering booms” 
• “Transplanters, spacing robots” 
• “Soil equipment, booms for irrigation, computer software and hardware.” 
• “We are currently looking at purchasing transplanting equipment.” 
• “Sticking machine” 
• “We will be looking at new seeders, more transplanters and rolling benches.  Maybe more 

boomerang basket systems.” 
• “Additional planting line. Booms.” 
• “Production software as well as automated sticking and planting lines.  Heating equipment.” 
• “Our continued investment in automation is not restricted or targeted to one year.  We spend 

5% of sales on capital improvements each year (expansion, automation, technology) and that 
trend will continue in the future.” 

• “A wide assortment of machinery including transplanting, soil delivery, material handling and 
other equipment to help us improve processes.” 

 

If you are investing in technology (automation, equipment, structures, software, energy efficiency, 
etc.), what factors have caused you to do so? (Check all that apply) 

Availability of labor 83.61% 
Cost of labor 73.77% 
Improved efficiency 72.13% 
Better uniformity and efficacy of production 59.02% 
To allow employees to concentrate on other 
areas 

49.18% 

Expanding our growing operation 34.43% 
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Which of the following areas do you plan to invest in most in 2018? Please check all that apply. 

Production Automation (Planting equipment, i.e. 
transplanters, seeders, dibblers, conveyors, 
basket systems, plug fixer, trimmer/sterilizer, 
etc.) 

59.38% 

Computer Software (i.e. inventory, 
transportation, crop protection, etc.) 

46.88% 

Greenhouse Structures & Coverings (including 
energy curtains, etc.) 

42.19% 

Irrigation Equipment & Controls (i.e. irrigation 
booms, sensors, automated watering, etc.) 

40.63% 

Growing Media Equipment (i.e. pot fillers, tray 
fillers, soil mixers, grow lines, etc.) 

34.38% 

Lighting (i.e. LEDs, etc.) 34.38% 
Functional Automation (i.e. spacing robots, 
foggers, environmental controls, etc.) 

23.44% 

Shipping Equipment (i.e. plant handling/moving, 
conveyors, echo-veyors, etc.) 

23.44% 

Technology (i.e. Drones, UAVs, computer 
hardware, handheld technology) 

18.75% 

Tractors & On-farm Vehicles 17.19% 
Heating/Cooling Technology (i.e. alternative 
energy boilers, wind turbines, etc.) 

15.63% 

Robotics 15.63% 
Postharvest & Packaging  12.50% 
Water Conservation & Quality Equipment (i.e. 
Ozonation equipment, etc.) 

6.25% 

 

Are you investing in new or retrofitted structures and coverings this year?  
(Please check those that apply) 

Yes, we are expanding our business and building 
new structures 

36.92% 

Yes, we are retrofitting our existing structures 
this year 

30.77% 

Yes, we are investing in coverings this year 24.62% 
We are planning an expansion, but not for this 
year 

9.23% 

We are planning to retrofit, but not this year 7.69% 
No, we have no need for additional structures or 
retrofits 

10.77% 

No, we don't need coverings 7.69% 
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If you ARE investing in STRUCTURES this year, what specifically are you planning to build and/or 
retrofit? (representative responses included) 

• “Building a 2-acre structure.” 
• “Adding hot water heated concrete floors, lights and energy curtains to existing structure.” 
• “Possibly open roof structures.” 
• “Changing from poly to diffused glass.” 
• “Larger building space for centralized production.” 
• “Conversion of old greenhouses into more efficient structures.  Also building new clean stock 

screenhouse.” 
• “We are on a five- to seven-year, 40-acre heated/covered greenhouse expansion at one facility, 

and a 200-acre outdoor space expansion at our other facility. Both projects started in late 2017.” 
• “Greenhouse structures and automatic watering and production efficiency.” 
• “We are always updating/retrofitting structures as they age.” 
• “We just completed a new shipping facility that will also be used to grow early season crops. Our 

next project will be to remove an old structure and replace it with a new propagation house.” 

 

If you ARE NOT investing in automation for production and streamlining your business, what has 
influenced your decision to not use these technologies? (representative responses included) 

• “The initial input cost.” 
• “Already in use.” 
• “I have all I need at present.” 
• “We have only automated our potting shed with a pot filler at this time. We grow so many 

varieties in lower numbers instead of few things in large numbers, so it's harder to automate 
potting and propagation.” 

• “Other financial needs.” 
• “The availability of other growers in our area willing to contract grow for us.” 

 

What are you changing about the layout of your operation to improve efficiency? What other 
processes have you invested in to make your operation more efficient?  
(representative responses included) 

• "The Autostix cutting units will allow us to operate and propagate and stick cutting more 
uniform consistent with less people and hopefully less mortality, which is efficient in multiple 
areas of the business." 

• “We have invested in implementing a detailed Sales & Operations Planning system to allow us to 
more efficiently use our sq ft.” 

• “More loading docks and a larger warehouse for increased shipping and production capabilities 
during peak season.” 

• “We are adopting a total pass through approach.” 
• “Segmented operations vs growing staff.  We used to have a lot more cross over of duties and 

we are now separating these responsibilities.” 
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• “We have implemented lean flow in our pulling and loading dock areas to minimize the amount 
of times a plant is touched and to have several quality checkpoints.” 

• “Right now it is all about writing software to make the operation run smoother and more 
efficiently. We just completed the first phase of our B to B software with a number of brokers to 
make plug and RC ordering much easier and accurate.” 

• “We added rolling tables/crane to a section of greenhouse that allows us to move product easily 
from start to finish. We created a second screen at transplant line so people online can see 
images of the materials they need as part of the production and instructions on how to best to 
plant. We have all supervisors see the productivity information for each area each week.” 

• “Extending our production lines so that we have more room to get job completed.” 

 

How will investing in automation, equipment and technology improve your operation's ability to be 
more financially and environmentally sustainable? (representative responses included) 

• "More consistent quality and less chemicals used." 
• “The largest and most controllable cost in many businesses is labor. Any investment in 

automation will help to control the cost of labor.” 
• “We are hoping to produce more consistent crops with centralized production and reduce 

unproductive starts and stops to the planting lines.” 
• “Our software investment will reduce operational and administrative costs.” 
• "I don't know if it will allow me to replace people. That sounds like the goal because it will save 

money. What I see it doing is it will allow the people to use their expertise or have more time to 
attend to the more important areas of the greenhouse." 

• “We should be more able to predict what we can produce, and thus improve our long term 
planning and results.” 

• “Better track of inventory.” 
• “Peace of mind that everything can be monitored remotely.” 
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Labor Resources 
Have you been affected by labor shortages? 

Yes 76.92% 
No 7.69% 
No, but I expect we will be soon 15.38% 

 

Do you use the H-2A program? 

Yes, I currently use H-2A 20.31% 
No, I don't currently use H-2A but I plan to start 
using a guestworker program in 2018 

9.38% 

No, I don't currently use H-2A but I plan to 
investigate guestworker options for potential use 

46.88% 

No, I don't currently use H-2A and likely never 
will use a guestworker program 

23.44% 

 

If you do not currently use the H-2A program, what is holding you back from using it?  
(representative responses included) 

• “We still getting enough staff through traditional routes, for less than the H-2A program.” 
• “Understanding this program.” 
• “Cost is still higher than local labor when you include all expenses.” 
• “Government regulations make it difficult.” 
• “The structure to manage and house guestworkers.” 
• “Regulation and impending immigration changes make it difficult to start H-2A if you are not 

actively engaged in it today. It takes a few years to get a good program started, so we need to 
see what the current immigration and guestworker program evolves to in the latest Farm and 
budget bills.” 

• “Just haven't looked into it yet.” 
• “With the margins on our products, it’s smarter to cut back production to match current labor 

force than to provide housing, meals, etc.” 
• “Aggravation of dealing with the program.” 
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If you don't use H-2A, what resources do you currently use to secure enough production labor at your 
operation? (representative responses included) 

• “Indeed, Facebook, local ads.” 
• “Local labor agencies.” 
• “Word of mouth, and a bonus for bringing labor in.” 
• “We have started working with the local middle school/high school kids in the area, trying to get 

the kids interested in the greenhouse business.” 
• “Temp services.” 
•  “Production labor not the problem; drivers are the problem. Look at the back of any trailer that 

is part of a fleet and see what it says:  Need Drivers.” 

 

Have you lost grower employees to emerging markets, like hydroponic vegetable production and 
cannabis production? 

Yes 35.00% 
No 60.00% 
No, but I expect we will 5.00% 
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Business and Marketing 
Please explain your biggest business and/or marketing issue and how you are currently handling it. 
(representative responses included) 

• “Finding the right kind of technical staff and incorporating them into our processes along with 
equipment.” 

• “Retailers adjusting their business plan mid-stream, no time for grower to adjust production.” 
• "Plant care and merchandising at store level. We employ merchandisers in stores." 
• “Convincing customers plants have more value than they are willing to charge.  Most customers 

are not able to be helped.” 
• “We are working to diversify our customer base.  We have hired a Business Development 

Director from outside the industry.” 
• “Finding time for expansion.  We are hiring outside contractors instead of doing it in house.” 
•  “Consumer Education - It is the biggest gap we have in our industry, and no one entity is 

addressing it.  Growers/breeders are worried about production/logistics, and retailers are 
worried about selling the product, but the consumer does not have a resource to go to to make 
using our product more successful, fun, and rewarding.  We are working on this diligently right 
now with our marketing team and retail partners.” 

• "Prebookings from chain stores.” 
• "Working on company image and focus on customer service, as well as inter-company 

service/communication." 
• “Getting started with internet sales. Currently investigating this deeply.” 
• "Small margins. Working on developing new containers and produce the containers ourselves to 

get the margin back." 

 

How do you decide on prices for your plants? 

I set prices based on cost 67.39% 
I set prices based on competition 23.91% 
Retailers set the price they pay me for plants 8.70% 
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How has your operation responded to increasing demands from retailers?  
(representative responses included) 

• “Communicated our position on how much value actually exists for them regarding any 
increasing demands.” 

• “We have tried to stay ahead of the curve by giving our customers a little extra.” 
• “We have not had overwhelming demands from retailers. Our relationships have been strong 

for quite some time.” 
• “We had to meet their sales prices.” 
• “We have become more efficient.” 
• “We've tried to accommodate as many demands as possible.  Each retailer has a different list 

and it's impossible to do them all.  We try to pick the ones that are most important to them and 
feasible for us.” 

• “We work closely with them to establish ourselves as not replaceable.” 
• “Better service is always our goal. This starts and ends with good communication and accuracy 

of order fulfillment.” 
• “Without our retail partners, we don't exist. We work together on solutions as we all have 

increasing demands throughout the supply chain. Retailers are not unique in this equation. Our 
goal is to provide solutions and ideas to our retailers to drive consumption. If we are successful 
in this, the balance of the issues become more of a partnership/collaboration effort.” 

• “We are diversifying our product list.” 
• “Continually work to meet the needs of our customers, by helping them with plant selection, 

POP, setting up retail displays, offering just-in-time delivery, on line ordering system, custom 
tagging options.” 

What frustrates you the most about the way your crops are presented at retail? What would you 
change and how will you carry this out? (representative responses included) 

• “Many customers take little care of plants once received and lack the courage to dump product 
that has degraded while in their control.” 

• “It seems that retailers don't have enough room to give our products the space they need to 
thrive, which diminishes shelf life at retail.” 

• “We tend to present our products based on brand rather than use. The consumer usually has an 
idea of what they want to do (plant a container, hang a basket, plant in the ground, build a 
vegetable garden). Having families of items is good, but retailing our products by brand can be 
confusing to the customer when you can find petunias under five brands and 12 different 
packages.” 

•  “Too many IGC's lack merchandising skills, allowing the plants to deteriorate.” 
• “Sold as a reason to buy other items in the store.” 
• “Get rid of pay by scan. It’s a disease.” 
• “Disorganized or the customer who buys one flat of everything we grow, making a flea-market 

display. We're constantly trying to suggest the successes of other retailers.” 
• “The other items in the floral area that are not floral.  Then the lack of space to present a good 

display.” 
• “Merchandisers not properly trained.” 
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Are you using social media to reach customers directly? 

Yes 57.38% 
No 31.15% 
No but we're interested in starting 11.48% 

 

If you are using social media for marketing your products directly to CONSUMERS, what channels are 
you using? Check all that apply 

Facebook 94.74% 
Instagram 65.79% 
Pinterest 47.37% 
Twitter 42.11% 
YouTube 34.21% 
LinkedIn 21.05% 
Snapchat 2.63% 

 


