B: Garden Prouds
17% of GB households
28% of garden retail spend
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About Garden Prouds
Garden Prouds tend to be senior professionals with
maturing families. Some have grown-up ‘boomerang’
children with them. They live in large houses with
gardens to match. Their busy lives mean they’re not
the very keenest gardeners out there, but there’s strong
interest and high spending on quality products.
Garden Prouds have a taste for culture, with higher
than average levels of theatre visiting and membership
of bodies like the National Trust. The garden’s a place
to enjoy with family and friends and neighbours. It’s
also something to be proud of – many Garden Prouds
have an eye on their neighbours’ gardens and certainly
don’t want their garden to be the worst on the street.
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professionals in large houses
with moderate interest in
gardening and high spend

= GB average

Where their garden retail spend goes

Reaching Garden Prouds
With their busy lives, cutting through to
Gardening Prouds can be a challenge. They’re
influenced by friends and family, and 7% claim
to be very likely to influence the garden
purchases of others. They’re more likely than
average to consume garden media, so these
media are likely to be key in reaching Garden
Prouds or influencing their tastes. Around one
in ten go to garden centre web sites for ideas
for their garden, and they’re more likely than
average to visit gardening web sites meaning
that ‘digital’ is increasingly important in
reaching these customers.

Garden leisure

23%

Garden care & tools

40%

Garden plants

37%

0%

DIY store staff/displays

3%

Sunday Times

4%

Garden centre staff/displays

7%

50%

Where they get ideas for the garden

Media ‘almost always’ read
Sunday Telegraph

= Garden Prouds

8%

Gardening magazines

Observer

2%

Independent on Sunday

Gardening TV

1%

Sunday Express

2%

Mail on Sunday

8%

General gardening web site

8%

4%

The Sun on Sunday

5%

0%

Social networking

4%

Friends

1%

Sunday Mirror

33%

Gardening radio
11%

Sunday People

14%
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Hooks

= Garden Prouds

Values, attitudes and motivations

The following are likely to appeal to Garden
Prouds in promotion activity.

(% who agree. . .)
It's worth paying more for quality goods

 Top quality plants & products
 Garden entertaining and socialising
 Getting a bargain or deal
 Fresh air and release from the office
 The colours and scents of the garden
 Shopping together in the garden centre
(women mainly)
 The garden - a peaceful haven to relax in
 Emphasis on the results, not on getting
dirty with the gardening process
 A garden you can take pride in in the
neighbourhood

62%

I'm comfortable or coping on my income

78%

I try to cut water use at home

30%

It's important to respect traditional customs
and beliefs

68%

I like to understand nature

63%

I enjoy entertaining at home

47%

There aren't enough hours in the day

49%

I like taking risks

26%

I want to get to the very top in my career

20%

I take a great deal of pleasure in my garden

57%

0%

50%

100%

What’s in their gardens

Hobbies and interests

(% who have this in a garden)

(% who do regularly or belong to)

Children's play equipment

Visit cinema > once a month

11%

Greenhouse

22%

Shed

52%

Pond

10%

Members of RHS

Paving

48%

17%

Been to theatre in last year

29%

Trees

4%

Members of National Trust

34%

Vegetables

12%

Watch >35 hours TV a week

16%

Patio/Decking

16%

Watch <7 hours TV a week

24%

Crossword/Sudoku type Puzzles

18%

54%

Fruit

Gardening

36%

Flowers/plants

73%

Grass

74%

0%

50%

29%

Baking

22%

Bird watching

100%

6%

0%

Chart shows the % of all people in the segment who have this in a garden. To calculate the
figure for the proportion of garden owners in the segment who have something in their garden,
divide the figures above by the % who have a garden or allotment shown on page 1.
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Wealthy mid-to-late-life
professionals in large houses
with moderate interest in
gardening and high spend

= Garden Prouds

General characteristics

Age profile
15-24

Own/Buying their home

16%

79%

Retired

27%

Have children age 12 to 18

25-34

10%

35-44

10%

45-54

10%

18%

55-64

Have children age 11 or
under

26%

10%

65-74

Have grandchildren

Over 75

26%

0%

50%

100%

The housing they live in
5+ bedrooms

19%

4 bedrooms

17%
3%

0%

25%

50%

Gross family income
Under £10,000

5%

26%

3 bedrooms

41%

2 bedrooms

11%

1 bedroom

£10,000 to £19,999

14%

£20,000 to £29,999

19%

2%

£30,000 to £39,999
Flat

4%

Terrace

13%

Bungalow

13%

Semi detached

27%

Detached

42%

0%

25%

50%

15%

£40,000 to £49,999

12%

£50,000 to £74,999

13%

Over £75,000

8%

0%

25%

50%

NB – figures exclude those who refuse to answer the survey question.
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