


Consumers spend nearly £3 billion per year 
on plants and trees for their homes and 
gardens, with around half of this being 
spent in the UK’s garden centres which 
receive around 200 million visits per year

Our modelling shows that even a modest 5% 
increase in the price of plants retailed (relative 
to the rest of the economy) would be likely to 
lead to a fall in the volumes of plants supplied 
of just over 10%
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Foreword

"As a country, and as a planet, climate change is 
presenting the biggest existential threat for centuries. 
Plants and trees offer vast benefits for mitigating 
these effects and play a critical role in improving the 
environment and wellbeing of our nation."
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Figure 3. The proportion of total outdoor plant and houseplant spend by age group (2022)

Figure 4. The proportion of people who purchased outdoor plants and houseplants in the last year by  
household income groups (2022)

4. Into Nature
The environmental value plants and trees provide.

Domestic gardens account for almost a third of the 
UK’s urban areas, providing invaluable support for 
wildlife
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The leisure visits to the UK’s parks, gardens and green 
spaces by UK and overseas visitors, contributed £1.5 
billion in direct GVA contributions to the UK economy 
in 2019

4. Social and Health Benefits
 The social and natural capital value that plants and trees provide

Defra has estimated that the total natural capital 
value of the UK’s plants at £11.6 billion per year

Figure 5. Access to gardens and/or outdoor space for gardening
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Value added feature Extent of mitigating impact 
on plant sales volumes 

Plant guarantees  
(shrubs only)

Lifetime guarantee                           6.4%

5 year guarantee 4.6%

1 year guarantee 3.2%

Pollinator friendly 5.9%

Certified from a 
nursery with excellent 
plant pest and disease 
controls

4.3%

Eco-rating

Eco rating A 4.1%

Eco rating C 2.6%

Eco rating E -0.4%

Plant care information 
via QR code

3.9%

Grown in peat free 3.3%

UK grown 1.9%



Price
Inflation
Level

Garden 
Proud

Bare 
and 
Basic

Convenience 
Gardeners

Family 
Focus

Gardening 
Elders

Backyard 
BBQs

Alfresco 
Aspirations

Aging 
Ambivalent

What 
Garden?

5% 93% 115% 115% 103% 90% 113% 126% 103% 113%

10% 92% 113% 112% 103% 87% 112% 125% 102% 111%

15% 91% 11% 111% 101% 86% 108% 118% 93% 109%

20% 90% 109% 111% 99% 85% 108% 118% 93% 106%

25% 89% 108% 108% 97% 83% 105% 115% 91% 104%

30% 84% 103% 101% 90% 74% 95% 110% 83% 91%

Table 2. The percentage of baseline plant purchase volume maintained when all 7 features are present at 
their most optimum level, at different price inflation levels, by HTA Garden Consumer segment.

No features One feature Two features Three features All 7 features (Eco A, lifetime guarantee)



Conclusions Appendix 1
Case studies on the value plants deliver to green cities

The area is also home to ‘Pollen’ – a monthly 
outdoor flower market that features greenery, 
live music, art and local produce, showcasing 
independent businesses from across Sheffield. 
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