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Lawn & Garden Consumables
Industry Study with Forecasts for 2016 & 2021

A recovery in residential construction activity, coupled with a demand for fertilizer used in con-
Junction with new lawn installations and rehabilitating vacant property lawns, will spur growth.

US demand to reach
$8.8 billion in 2016

US demand for packaged lawn and
garden consumables is projected to rise
3.3 percent annually to $8.8 billion in
2016. Advances will be boosted by the
ongoing recovery in residential construc-
tion activity, following a decline of historic
proportions. Moreover, although the
popularity of gardening is not expected
to reach the levels seen in the middle
years of the last decade, the participa-
tion rate for lawn and garden activities is
projected to grow following a downturn
precipitated by the 2007-2009 recession
and the subsequent slow recovery.

Pesticides, fertilizer to re-
main major product types

Pesticides and fertilizer will remain the
largest types of lawn and garden con-
sumables products. Volume increases
for fertilizer will be driven by the recovery
of the housing market, which will create
demand for fertilizer used in conjunction
with new lawn installations, as well as in
rehabilitating lawns in properties that
have long been vacant. Price growth for
fertilizer is expected to moderate follow-
ing the noteworthy increases in recent
years. Gains will be slower for pesti-
cides, in part because the leading
products in the lawn and garden market
are off-patent, which limits price gains;
and because many consumers will seek
to reduce pesticide usage due to con-
cerns about user safety and long term
environmental impact. Such concerns
will contribute to across-the-board faster

US Lawn & Garden Consumables

Demand, 2016
($8.8 billion)

T ==

growth for natural and organic lawn and
garden products.

Consumer applications
to outpace professional

Consumer applications are expected to
post faster gains than the professional
segment through 2016. This is largely
due to slower than average growth
anticipated for the golf course market,
the largest nonresidential outlet for lawn
and garden consumables. The number
of golf courses is expected to remain
about the same as it is now. Moreover, in
order to contain costs and reduce envi-
ronmental impact, course superinten-
dents are opting to reduce the amount of
land on the course that is maintained at
the most aggressive level.

Click here to purchase online
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Fertilizer
35%

-
Pesticides
32%

Seeds
13%

West, South regions to
exhibit healthy growth

Growth in each census region is expect-
ed to improve over the market’s perfor-
mance in the 2006-2011 period, during
which both a recession and a collapse of
the US housing market occurred. The
South is projected to post above average
gains, due to faster population growth
created in part by in-migration from else-
where in the US, a somewhat stronger
economic performance, and a less de-
veloped professional market. The West
will remain by far the largest regional
market for lawn and garden consum-
ables, due to similar demographic
advantages as those in the South, as
well as the large number of golf courses
in California and other Western states.

Copyright 2012 The Freedonia Group, Inc.
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Sam P le Text, TABLE Ill-3
Table & Chart HERBICIDE SALES IN LAWN & GARDEN APPLICATIONS
(million dollars)
Item 2001 2006 2011 2016 2021
Lawn & Garden Pesticide Sales [ )
REGIONAL MARKETS % herbicides
West Lawn & Garden Herbicide Sales
The West comprises the Mountain and Pacific subregio By End Uger:
West was the focus of significant population in-migration du Professional S A M P L E
ond half of the 20th century, with individuals lured by the cli Consumer/DIY
spaces and prospects of economic opportunity. The West’s ¢ By Active Ingredient: TA B LE
is supported by international trade, commercial and defense 2,4-D
technology-producing industries, energy production, travel a Glyphosate
ment, and housing. Through the mid-1990s, the region was Other
somewhat by cyclical weakness in the high technology and f}
products industries that was exacerbated by federal budget rd $/Ib o )
for defense contractors, such as in the aerospace sector. But Lawn/Garden Herbicide Sales (mil Ib) J
2001 and 2011, the West posted annual economic growth of
noticeably faster than growth in the Northeast and Midwest.

Although the West’s electronics, computer, agricultural, trade,
tourism and services industries were negatively affected by the 2001
recession, they recovered during the course of the US economic expan-
sion that followed. After the dot-com crash in 2000 and the subsequent
reorganization of the technology sector in the early part of the new cen-
tury, the industry both recovered in its traditional areas of domain (i.e.,
California, Washington) and spread to different states in the region (e.g.,
Arizona, Colorado and Utah).

Although concerns about the environmental implications of three-
plus decades of relentless growth may lead to some moderation of

economic spects for the region are generally
bright. C .6 percent per year thrauch 2016
an accele 006-2011 period. The ;
strong pc SAM P LE ill keep its economy a CHART VI-3
a healthy TEXT ion’s population will f pp A EESSIONAL LAWN & GARDEN CONSUMABLES MARKET SHARE
gains of ove the national averag ($3.9 billion)
166 Copyright 2012

Other:

62.5%

CHART
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Sample Profile,
Table & Forecast

TABLE IV-4

GOVERNMENT & INSTITUTIONAL MARKET
FOR LAWN & GARDEN CONSUMABLES
(million dollars)

Item

2001 2006 2011 2016 2021

Fertilizer
Pesticides
Seeds
Mulch

Other
COMPANY PROFILES

Espoma Company

Government Spending (bil $)
$ consumables/mil $ spending

Government/Institutional Consumables

Growing Media

% government & institutional
Total Lawn/Garden Consumables

J 5

SAMPLE
TABLE

60 W

6 Espoma Road
Millville, NJ 08332

856-825-0547
http://www.es

Annual Sales S A M P L E

Employment:
Key Products P Ro FI L E ixes, soil
amendments : cides

Espoma Company 1s a privately held manufacturer and marketer
of natural organic plant foods for the lawn and garden industry. The
Company also supplies specially blended plant foods and individual or-
ganic nutrients to professional and home gardeners. Espoma’s products
are manufactured at the Company’s plant in Millville, New Jersey, and
primarily distributed through garden centers in the eastern US.

The Company is active in the US lawn and garden consumables
industry through the production of natural and organic products for the
consumer and professional gardening markets. These products include
such lawn and garden consumables as plant foods, potting mixes, soil
amendments and nutrients, microbial products, and pesticides.

Among Espoma’s natural and organic plant foods are HOLLY-
TONE, PLANT-TONE, FLOWER-TONE, ROSE-TONE, BULB-
TONE, GARDEN-TONE, TOMATO-TONE, CITRUS-TONE, TREE-
TONE, PALM-TONE, and GRO-TONE offerings. These products
utilize the Company’s BIO-TONE beneficial microbes formulated to
enhance plant growth. For example, HOLLY-TONE plant food is de-
signed for hollies, azaleas, dogwoods, evergreens, rhododendrons, and

246 Copyright 2012 The Freedonia Group, Inc.
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“Demand for lawn and garden con-
sumables in the government and
institutional market is expected

to rise 3.2 percent annually to
$341 million in 2016, an improve-
ment over the 2006-2011 period,
which included the recent eco-
nomic downturn. Government and
institutional markets for lawn and
garden consumables include gov-
ernment properties, military bases,
schools, churches, parks, hospitals,
prisons, and athletic fields.”
--Section 1V, pg. 124
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Five Convenient Ways to Order

ONLINE: www.freedoniagroup.com
MAIL: Print out and complete the order
form and send to The Freedonia Group

(see address at the bottom of this form)

PHONE: Call toll free, 800.927.5900
(US) or +1 440.684.9600

FAX: +1 440.646.0484 (US)

EMAIL: info@freedoniagroup.com

Corporate Use License

Now every decision maker in your organization can act on the key intelligence found in all
Freedonia studies. For an additional $2600, companies receive unlimited use of an electronic
version (PDF) of the study. Place it on your intranet, e-mail it to coworkers around the world,

or print it as many times as you like,

INDUSTRY MARKET RESEARCH FOR BUSINESS
LEADERS, STRATEGISTS, DECISION MAKERS

Free Handling & Shipping

There is NO charge for handling or UPS shipping
in the US. Expect delivery in 3 to 5 business days.
Outside the US, Freedonia provides free airmail
service. Express delivery is available at cost.

Orders Outside of the US

Checks must be made payable in US funds,
drawn against a US bank and mailed directly to
The Freedonia Group. For wire transfers please
contact our customer service department at info@
freedoniagroup.com. Credit cards accepted.

Credit Card Orders

For convenience, Freedonia accepts American Ex-
press, MasterCard or Visa. Credit card purchases
must include account number, expiration date and
authorized signature.

Save 15%

If you order three (3) different titles at the same
time, you can receive a 15% discount. If your
order is accompanied by a check or wire transfer,
you may take a 5% cash discount (discounts do
not apply to Corporate Use Licenses).

Click here to learn more about

the Corporate Use License

ORDER ForM
Lawn & Garden Consumables

|:| Corporate Use License (add to study price) *
—— Additional Print Copies @ $600 each *

Total (including selected option) $.

[ Enclosed is my check (5% discount) drawn on a US bank and payable to
The Freedonia Group, Inc., in US funds (Ohio residents add 7.75% sales tax)

[ Bill my company

........................... $5100 Title

[] American Express [] MasterCard [] Visa

Credit Card #

Signature

F-WEB.2891 Name

+$2600 Company

Division

Street

(No PO Box please)

Fax

City/State/Zip
MM YY
Country
Expiration Date Phone
Email

* Please check appropriate option and sign below to order an electronic
version of the study.

[ Corporate Use License Agreement

The above captioned study may be stored on the company’s intranet or
shared directory, available to company employees. Copies of the study may
be made, but the undersigned represents that distribution of the study will
be limited to employees of the company.

Signature

[ Individual Use License Agreement

The undersigned hereby represents that the above captioned study will be
used by only __individual(s) who are employees of the company and that
the study will not be loaded on a network for multiple users. In the event
that usage of the study changes, the Company will promptly notify Freedo-
nia of such change and will pay to Freedonia the appropriate fee based on
Freedonia’s standard fee schedule then in effect. Note: Entire company cor-
porate use license, add $2600; one additional user, add $600; two additional
users, add $1200; three additional users, add $1800.

Signature

The Freedonia Group, Inc. 767 Beta Drive ¢ Cleveland, OH ¢ 44143-2326 ® USA ¢ Web site: www.freedoniagroup.com
Tel US: 800.927.5900 or +1 440.684.9600 ¢ Fax: + 1 440.646.0484 ¢ e-mail: info@freedoniagroup.com
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OTHER STUDIES

Home & Garden Pesticides

US demand for home and garden pesticides is
projected to increase 3.2 percent per year to $2.3
billion in 2016. Insecticides and fungicides will be
the fastest growing types. Household applications
will outpace lawn and garden uses, promoted by
increased awareness of pest-borne diseases and
by continued problems with aggressive insects. This
study analyzes the $2 billion US home and garden
pesticide industry, with forecasts for 2016 and 2021
by product, application and raw material. The study
also evaluates company market share and profiles
industry players.

World Agricultural Pesticides

World demand for formulated agricultural pesticides
is forecast grow 3.8 percent annually through 2016 to
$59 billion. The fastest growth is expected in develop-
ing countries of Eastern Europe, South America, and
Asia. Product demand will benefit from more value-
added pesticide formulations with multiple active
ingredients. This study analyzes the $49 billion world
agricultural pesticide industry, with forecasts for 2016
and 2021 by product, market, world region and for 43
countries. The study also evaluates company market
share and profiles industry participants.

2.0 () 2 J August 2012.................. $6200

Agricultural Equipment in China

Demand for agricultural equipment in China is
projected to grow 10.8 percent annually to 225 billion
yuan in 2015, driven in part by favorable government
policies and improved access to equipment through
cooperatives. Farm tractors will remain the largest
segment while planting and fertilizing machinery and
harvesting machinery grow the fastest. This study
analyzes the 134.6 billion yuan agricultural equipment
market in China, with forecasts for 2015 and 2020 by
product and region. The study also evaluates com-
pany market shares and profiles market participants.
#2880 ................. March 2012................... $5400

Outdoor Furniture & Grills

US demand for outdoor furniture and grill products

is expected to rise 4.0 percent annually to nearly

$7 billion in 2015. The grill and related accessories
segment will see the fastest growth, followed by the
larger outdoor furniture and accessories segment.

An expected rebound in the housing market will offer
opportunities in the dominant residential sector. This
study analyzes the $5.7 billion US outdoor furniture
and grill industry, with forecasts for 2015 and 2020 by
product, market and region. The study also evaluates
company market share and profiles industry players.
#2828 ... January 2012 ................. $4900

Landscaping Products

US demand for landscaping products is projected to
increase 7.6 percent per year through 2015, as sales
post a strong improvement from a reduced 2010
base. Concrete products and other hardscapes will
see the fastest growth, while decorative products
(e.g., water features, lighting, bird and wild animal
products) remain the largest segment. This study
analyzes the $4.1 billion US landscaping prod-

uct industry, with forecasts for 2015 and 2020 by
product, market, end use and US region. The study
also evaluates company market share and profiles
industry players.
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The Freedonia Group, Inc., is a leading international industry market research com-
pany that provides its clients with information and analysis needed to make informed
strategic decisions for their businesses. Studies help clients identify business oppor-
tunities, develop strategies, make investment decisions and evaluate opportunities
and threats. Freedonia research is designed to deliver unbiased views and reliable
outlooks to assist clients in making the right decisions. Freedonia capitalizes on

the resources of its proprietary in-house research team of experienced economists,
professional analysts, industry researchers and editorial groups. Freedonia covers a
diverse group of industries throughout the United States, the emerging China mar-
ket, and other world markets. Industries analyzed by Freedonia include:
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Freedonia Custom Research

Freedonia Custom Research delivers the same high quality, thorough and unbiased
assessment of an industry or market as an industry study. Since the research initia-
tive is based upon a company’s specific needs, companies harness Freedonia’s
research capabilities and resources to answer unique questions. When you leverage
the results of a Freedonia Custom Research engagement, you are able to obtain
important answers to specific questions and issues associated with: mergers and
acquisitions, new product launches/development, geographic expansion, entry into
new markets, strategic business planning, and investment and funding decisions.

Freedonia Custom Research is ideal for companies seeking to make a strategic dif-
ference in the status quo and focus on future business growth. Working side by side
with clients, Freedonia’s team is able to define a research project that is custom-
tailored to answer specific questions and provide the basis from which a company
can make informed business decisions.

Click here to learn more about Custom Research
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