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In the UK, 78% of adults aged 16+ have access to a private garden. That’s approximately 20 million domestic gardens across the UK, in a variety of styles 
and garden designs depending on the customer demographic. This factsheet explores how consumers find their ideas for gardening. As a garden business 
providing the products and services that can be used to make these ideas a reality, knowing the key sources of inspiration could be advantageous. You can 
then use those sources of inspiration to your benefit, especially those from your three main customer segments, Family Focus, Garden Prouds and Garden 
Elders.

Introduction

M A R K E T  I N S I G H T S

Top 10 Sources of Ideas
Overall, the most popular source of inspiration 
for the garden is family & friends, used by 21% 
of UK adults with a garden. This highlights the 
opportunities around referral schemes and the 
value of family that gardening has. 

This is followed by Gardening TV programmes 
(19%). Keeping abreast of what type of plants and 
landscaping are used in gardening shows can 
help improve sales as consumers look to imitate 
trends seen on screen. Sources of inspiration 
however does differ by age.

Figure 1.  The top 10 sources of ideas to improve the garden or outdoor space
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Younger people are more likely to use social media or speak to their relatives i.e. parents or friends to gain inspiration for their gardens. But, older generations 
use TV shows and specialist garden centres and their websites to find ideas. Depending on who your target market and core customer demographic is, these 
differences are important to understand as different consumers engage with different types of gardening content. Here we look at the 3 biggest spending 
garden consumer groups according to HTA’s Garden Consumer Segmentation.

Age Impacts Sources of Inspiration

M A R K E T  I N S I G H T S

Table 1. Sources of ideas to improve the garden or outdoor space by age

Source of Ideas 16-24 25-34 35-44 45-54 55-64 65-74 74+

A family member or friend 16% 25% 24% 21% 21% 20% 19%

A social networking site (e.g. Facebook, Instagram etc.) 5% 16% 11% 10% 8% 5% 2%

Online videos (e.g. YouTube tutorial) 9% 16% 14% 13% 11% 9% 6%

Gardening TV programmes 5% 9% 14% 20% 26% 31% 25%

Gardening radio programmes 1% 2% 3% 4% 5% 8% 8%

Gardening magazines 3% 5% 5% 8% 10% 12% 11%

Home/ lifestyle magazines 2% 4% 4% 6% 6% 7% 3%

The staff and/ or displays at a specialist garden centre or retail nursery 2% 3% 4% 7% 7% 9% 7%

Public gardens, parks or plant displays 7% 8% 10% 9% 13% 14% 9%

A gardening club 1% 1% 1% 1% 0% 2% 4%

A gardening mail order catalogue 2% 2% 2% 5% 10% 14% 14%

Other gardening websites (excluding garden centre's websites) 2% 9% 9% 11% 12% 12% 9%

Specialist Garden Centres' or retail nurseries' websites 3% 4% 6% 8% 14% 15% 15%

Other 1% 2% 2% 2% 2% 2% 1%

Key: Yellow = the most popular source of idea for each age group

https://hta.org.uk/news-events-current-issues/industry-data/garden-consumer-segmentation
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Garden Consumer Segments: 
Gardening Elders Top 5 Inspirations

M A R K E T  I N S I G H T S
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Roughly a quarter of the older garden segments (Gardening Elders and Garden Prouds) find their 
inspiration from gardening TV shows. They also are more likely to use garden centre or other 
gardening websites to get ideas.
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Garden Consumer Segments: 
Garden Prouds Top 5 Inspirations

M A R K E T  I N S I G H T S
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Roughly a quarter of the older garden segments (Gardening Elders and Garden Prouds) find their 
inspiration from gardening TV shows. They also are more likely to use garden centre or other 
gardening websites to get ideas.
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Garden Consumer Segments: 
Family Focus Top 5 Inspirations

M A R K E T  I N S I G H T S
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Family focus, who are middle-aged, ask family for advice, and are more 
inclined to be inspired by social media and online videos. 
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Garden Consumer Segments: 
More Information

M A R K E T  I N S I G H T S

Please click here for more information on all 9 consumer segments.

References: YouGov for HTA (October 2022), Base: 6,105 UK adults aged 16+

Garden Prouds

Wealthy mid-to-late-life professionals in large houses with moderate 

interest in gardening and high spend 

[Image of Segment 

Characters]About Garden Prouds

Garden Prouds are mainly mid-to-late life couples at the top of 

their working careers, earning significantly more than the average 

household and living in large houses. Some have adult children 

living with them and their gardens tend to be big and have lots in 

them. Garden Prouds enjoy using the garden to entertain family 

and friends, and take inspiration from gardening magazines and 

garden centre staff, to be sure they’re getting the highest quality 

goods. But they like to research a number of sources to ensure they 

get the best value too! Quality is really important to them and they 

like products that are eco-friendly or Organic too. They also get 

ideas from their family & friends and certainly don’t want their 

gardens to be the worst in the neighbourhood! They tend to have 

very busy lives, balancing work with their many hobbies; and so 

they’re not the very keenest gardeners, but goods and services that 

save time and make life easier really appeal to them. Their garden 

is really important to them and is a space to be proud of, meaning 

they significantly over-spend relative to the proportion of the 

population they make up. They have a taste for culture, enjoying 

activities such as visiting the theatre and eating foreign cuisines; 

and sports associated with affluence such as cycling and golf. 

18% 
GB households 

Keenness on gardening
27% 

Garden retail spend

Andrew & Veronica

HTA Garden Consumer Segments

Over 45

65%
Get a good deal of 

pleasure from 

their gardens

Spend 46%
More on their 

gardens than the 

avg. household

17%
Say they’re quite likely 

to convince others 

about gardening 

products/ services
35%

Tend to go for 

premium rather 

than standard goods
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Gardening Elders

HTA Garden Consumer Segments

Well-off retired and semi-retired elders with a keen interest in gardening

14% 
GB households Keenness on gardening

19% 
Garden retail spend

[Image of Segment 
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John & Margaret
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About Gardening Elders

Gardening Elders are mainly retired and over 65, and have lived in 
their houses or bungalows for a long time. They’ve got grown up 
children and young grandchildren whom they love to spend time 
with. The rest of their leisure time is spent enjoying hobbies to keep 
their minds and bodies active such as puzzles, walking and reading, 
as well as their passion for gardening. Gardening Elders love 
connecting with nature and their gardens tend to have lots in. 
They’re comfortable on their household income and they tend to 
turn to ‘expert’ sources and gardening-specific media channels for 
inspiration for their gardens. Heritage is important to Gardening 
Elders and they relish opportunities to learn new things even in 
their later stage of life. They often visit garden centre cafes and 
restaurants where eating healthily and avoiding high fat and sugar 
content is a priority. They tend to respond best to print media 
advertisements, and don’t like to feel bombarded or hassled to 
purchase. Ease of use is an important factor in product choice for 
Gardening Elders and they pay attention to where the products 
they buy are made/grown. 

Over 65

72%
Get a good deal of 

pleasure from 
their gardens

86%
Have a garden

73%
Like to understand 

nature

18%
Claim they’re likely to 

influence others on 
purchasing gardening 

products
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Family Focus
Well-off young families with some interest in gardening. High spenders 

on their family-friendly gardens.

Stuart & Julia

About Family Focus
Family Focus tend to be young families with primary-school aged 

children. They’re high earners but majority of their income and 

time goes on the family and children. They spend heavily on their 

gardens and visit the garden centre frequently, but are not 

necessarily keen gardeners. They enjoy the friendly, day-out 

experience aspect, often visiting for seasonal occasions and 

outside of gardening season. The garden is an extremely important 

place to them, a space for their children to play, enjoy, learn and 

develop; and a space to entertain family and friends for much-

loved social time. As such, majority of their garden spend goes on 

garden leisure products. Their gardens contain play equipment, 

patios and decking. Grow your own appeals to them, but they often 

lack the knowledge and time to learn; frequently turning to their 

family or online for advice. They respond well to inspiration for how 

their gardens could become a hosting area to be proud of, a great 

space for the children to play and a source of delicious fruit and 

vegetables. 

8% GB households 

Keenness on gardening

12% Garden retail spend

HTA Garden Consumer Segments

96% say access to a garden is important to them

Under 45s
48% have children <11yrs old

Spend 2xMore than average on 
garden leisure

49% Would pay more 
for products that 
make life easier
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