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US demand to rise 7.6% 
annually through 2015
US demand for landscaping products is 
projected to increase 7.6 percent per 
year to $5.9 billion in 2015, reflecting a 
rebound following the 2007-2009 
recession. Overall growth in landscaping 
products demand will be promoted by a 
recovery in US housing activity, including 
new construction and existing home 
sales. Landscaping products sales will 
post a strong improvement through 2015 
from a reduced 2010 base.

Decorative lighting, pav-
ers among best prospects
Among products, gains in demand for 
decorative products, the largest segment 
with 44 percent of the market in 2010, 
will benefit from rapidly increasing 
interest in water features as more 
property owners look to these items as a 
way of masking unwanted nearby noise 
and promoting tranquility. Product 
developments featuring easy installation 
and energy saving technology will 
promote demand for decorative lighting, 
which is expected to achieve double-digit 
annual gains through 2015. Decorative 
lighting is increasingly used to accent 
pathways, statuary, green goods and 
water features. Hardscapes will experi-
ence the fastest growth through 2015 as 
consumers value outdoor living spaces. 
Concrete products will continue to 
account for the largest share of the 
hardscapes segment. Among concrete 
products, pavers are forecast to achieve 

double-digit annual growth, a result of 
the recovering housing market, as well 
as greater penetration of permeable 
types in ecologically sensitive locations. 
Pavers, as well as stones and boulders, 
are considered attractive and durable 
materials for constructing patios, walk-
ways, and surrounds for outdoor fire-
places, ponds and in-ground swimming 
pools. Despite many opportunities, 
hardscapes will continue to face compe-
tition from alternative products and 
structures, such as wood decking.

Residential segment to 
be fastest growing market
Among markets, the dominant residential 
segment will experience a healthy 

rebound through 2015, spurred by 
improving US housing activity and pent-
up demand among consumers who 
postponed landscaping renovations 
during the 2007-2009 recession. In 
addition to improved macroeconomic 
conditions, landscaping products de-
mand in the residential market will 
benefit from the continued trend of 
creating outdoor living spaces. With 
nonresidential construction expenditures 
set to increase through 2015, demand 
for landscaping products in this segment 
will rebound from a low 2010 level. In 
addition, pent-up demand from the 
recession will promote sales of land-
scaping products to the nonbuilding 
market, such as golf courses and parks. 

Copyright 2011 The Freedonia Group, Inc.

Click here to purchase online

Sales will post a strong improvement through 2015 from a reduced 2010 base, promoted by 
a recovery in US housing activity, including new construction and existing home sales. 

US Landscaping Products Demand
($4.1 billion, 2010)
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products

Hardscape products
 Demand for hardscape products (e.g., concrete products, wood, 
stones and boulders, clay brick, aggregates and other) is forecast to rise 
10.0 percent per year to $2.0 billion in 2015.  Above any other factor, the 
trend of creating an outdoor living space will drive demand, as hardscape 
products are typically an integral part of the design of these areas.  Fur-
ther promoting growth will be the rebound in new housing completions, 
as well as steady gains in spending on improvements of existing homes.  
Reduced growth in spending on the construction and improvement of 
buildings and properties in both the nonresidential and nonbuilding sec-
tors will restrict further growth in hardscape products demand.
Hardscape materials find use in a variety of landscaping applications, 
including patios and walls.  These products can be used in the construc-
tion of a patio, which is basically the “flooring” of an outdoor living 
area.  Designs of outdoor spaces continue to become more elaborate, 
utilizing several hardscape materials in one plan for added texture and 
visual detail, as well as enhancing function.  For example, in addition to 
using concrete pavers as patio material, concrete block may be used to 
create a short wall surrounding the patio.  This short wall can be capped 
with a smooth surface, creating additional, optional seating.  Other uses 
for hardscapes include walkways and borders.

 Price points for hardscape products are varied, depending on the 
material used and size of the product, among other issues.  Clay bricks, 
for example, are low unit cost, low value-added products which tend to 
record relatively slow growth in average prices over time.  Natural stone 
is generally at higher price points, partially due to the weight of these 
items.  Most suppliers of hardscape materials dealt with rising energy 
and transportation costs during the 2007-2008 period.

 Weight is an issue for trade for most items in the hardscape products 
category, making long distance transportation economically unattractive.  

88    Copyright 2011 The Freedonia Group, Inc.
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tABLE III-9

coNcrEtE dEMANd BY tYpE, AppLIcAtIoN & MArKEt
(million dollars)

   
Item          2000 2005 2010 2015 2020

Hardscape Products Demand   1127 1725 1215 1960 2610
 % concrete    56.7 56.6 55.1 51.8 50.4
     
Concrete Demand    639 976 670 1015 1315
 By Type:     
  Concrete Pavers   290 600 415 740 1020
  Ready Mix Concrete   315 330 215 220 220
  Concrete Blocks & Other Concrete 34 46 40 55 75
 By Application:     
  Patios    270 465 315 515 685
  Walkways    280 385 255 360 445
  Edging & Other   89 126 100 140 185
 By Market:     
  Residential    252 514 265 485 670
  Nonresidential    169 254 195 309 410
  Nonbuilding    218 208 210 221 235
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cHArt VI-1

us LANdscApING products sALEs BY coMpANY
($4.1 billion, 2010)
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Woodstream Corporation
69 North Locust Street
Lititz, PA  17543
717-626-2125
http://www.woodstream.com

Annual Sales:  $180 million (estimated) 
Employment:  400 (estimated)

Key Products:  fire pits, plant structures, yard accents, bird feeders, bird 
houses and bird baths

Woodstream is a privately held manufacturer and marketer of pest con-
trol, wildlife control, and lawn and garden care products for residential 
home, lawn and garden applications.  The Company primarily offers its 
products to consumers through a variety of retail, Internet and mail-or-
der catalog outlets.  Woodstream is jointly owned by two private equity 
firms:  Brockway Moran & Partners Incorporated (Boca Raton, Florida) 
and Code, Hennessy & Simmons LLC (Chicago, Illinois).

 The Company participates in the US landscaping products indus-
try via the production and sale of outdoor living and garden decoration 
products.  Many of these products are sold through the COBRACO 
line, which includes fire pits, plant structures and yard accents.  CO-
BRACO fire pits are offered in a range of round and square styles with 
cast iron, copper or steel finishes.  These products include bowls, tubs 
and rings, as well as portable models and do-it-yourself kits.  CO-
BRACO plant structures include various deck, floor and multipurpose 
planters, as well as hanging baskets, flower boxes and window boxes.  
Additionally, the COBRACO line of plant structures includes such 
specialty planters as extra-large, multi-tiered, commercial and mailbox 
types. Among other COBRACO plant structures are styles for climbing

252    Copyright 2011 The Freedonia Group, Inc.

COMPANY PROFILES

tABLE IV-4

rEsIdENtIAL IMproVEMENt & rEpAIr MArKEt
For LANdscApING products

(million dollars)
   
Item          2000 2005 2010 2015 2020

Housing Stock (million)   116 125 131 137 145
 $ landscaping products/house  7.68 9.47 10.31 11.61 13.21
     
Residential I&R Landscaping Products 891 1184 1350 1590 1915
 Decorative Products   500 535 675 745 870
 Hardscape Products   153 284 245 365 505
 Outdoor Structures   138 190 275 310 350
 Other     100 175 155 170 190
     
 % improvement & repair   37.9 35.2 60.3 45.6 43.6
Residential Landscaping Products  2353 3362 2240 3485 4390

Sample Profile, 
   Table & Forecast

“Demand for landscaping products in the 
West is forecast to increase 8.3 percent 
annually to $1.1 billion.  The West’s share 
of total landscaping product sales fell 
from 2005 to 2010, reflecting the impact 
of the housing crisis and general eco-
nomic recession on the region.  During 
2005 to 2010, the West was faced with 
the most rapid declines among all regions 
in overall construction spending and new 
private housing units.  Going forward ...”

--Section V, pg. 165

SamPLE
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About The Freedonia Group

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:

• Chemicals • Plastics • Life Sciences • Packaging • Building Materials • Security 
& Electronics • Industrial Components & Equipment • Automotive & Transportation 
Equipment • Household Goods • Energy/Power Equipment

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

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 Freedonia

Click here to learn more about Custom Research
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Geosynthetics
US demand for geosynthetics is projected to advance 
6.8 percent annually through 2015. Nonwoven and 
woven/knit geotextiles will remain the dominant 
segment and offer good growth prospects, driven 
by construction and transportation infrastructure 
markets. Geonets will achieve the fastest gains from 
a much smaller base. This study analyzes the 904 
million square yard US geosynthetics industry, with 
forecasts for 2015 and 2020 by product, market and 
region. The study also evaluates company market 
share and profiles industry players.
#2744 .................. May 2011 .................... $4900

Lawn & Garden Consumables
US demand for packaged lawn and garden 
consumables will grow 4.5 percent yearly through 
2014. Seeds and growing media will be the fastest 
growing products. The large residential segment will 
benefit from solid participation in home lawn care 
and food gardening. This study analyzes the $6.9 
billion US lawn and garden consumables industry, 
with forecasts for 2014 and 2019 by product, market, 
application, end user and US region. It also evaluates 
company market share and profiles industry players.
#2635 .................. May 2010 .................... $4900

Green building materials
US demand for green building materials is projected 
to expand thirteen percent annually through 2015. 
The largest value gains will be from concrete prod-
ucts featuring recycled content (e.g., fly ash, blast 
furnace slag), which will surpass floor coverings to 
become the largest green building material segment 
by 2015. This study analyzes the $38.7 billion US 
green building material industry, with forecasts for 
2015 and 2020 by product, market and US region. 
The study also evaluates company market share and 
profiles industry participants.
#2733 ..................April 2011 ................... $4900 

Precast Concrete Products
US demand for precast concrete products is forecast 
to rise 6.1 percent annually through 2015. Residential 
building will be the fastest growing market, led by 
foundations, basement walls and floors. Architectural 
components will be the fastest growing products, 
spurred by decorative facades, door and window 
surrounds and siding. This study analyzes the $8.4 
billion US precast concrete products industry, with 
forecasts for 2015 and 2020 by product, market and 
region. The study also evaluates company market 
share and profiles 34 industry competitors. 
#2746 .................March 2011 ................... $4800

Power Lawn & Garden Equipment
US demand for power lawn and garden equipment 
will increase 5.7 percent yearly through 2015. Turf 
and grounds equipment and garden tractors and 
rotary tillers will be the fastest growing segments, 
while lawnmowers will remain dominant. The fastest 
regional gains will be posted in the South and Mid-
west. This study analyzes the $7.9 billion US power 
lawn and garden equipment industry, with forecasts 
for 2015 and 2020 by product, market, material and 
US region. The study also evaluates company market 
share and profiles 34 industry players.
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