
© MTW Research 2010 

 1

 

Garden Products &  
Equipment Market  

Research & Analysis UK 2010 
 

REPORT SAMPLE 
 
 

Domestic Garden Products Market Size & Review 2004-2010; SWOT & PEST 
Analysis, Product Mix 2004-2014; Channel Mix 2004-2014; Manufacturers 

Profiles, Garden Centres Profiles & Key Financials; Market Forecasts to 2014 

 

March 2010 



© MTW Research 2010 

 2

Research & Analysis Report Contents 
 

1. INTRODUCTION TO RESEARCH & ANALYSIS REPORTS 5 
1.1  Key Features & Benefits of this Research & Analysis Report 

 
5 

2. UK GARDEN PRODUCTS MARKET 6 
2.1  EXECUTIVE SUMMARY & MARKET OVERVIEW 6 
2.2  GARDEN PRODUCTS MARKET SIZE & TRENDS 2004-2014 8 
2.2.1  Garden Products Market Size 2004-2014 – Current Prices 8 
2.2.2 Garden Products Market Size 2004-2014 – Constant Prices 10 
2.2.3 Future Prospects 11 
2.3  KEY MARKET TRENDS IN THE GARDEN PRODUCTS MARKET 16 
2.3.1  PEST Analysis – Illustration of Key Market Forces 16 
2.3.2  Political & Legal Influences & Trends 17 
2.3.3  Economic Influences & Trends 18 
2.4  SWOT ANALYSIS – Strengths, Weaknesses, Opportunities, Threats 23 
2.5  IMPORTS & EXPORTS OF GARDEN PRODUCTS 2004-2014 

 
25 

3. PRODUCT TRENDS & SHARES 27 
3.1  Share by Key Product Sector – 2010, 2004 & 2014 27 
3.2  Tools, Garden Equipment & Lawnmowers Market 2004-2014 30 
3.3  Garden Timber Market & Hard Landscaping 2004 – 2014 33 
3.4  Water Features & Garden Decoration Market 2004-2014 36 
3.5  Lawn Care & Garden Chemicals Market 2004-2014 39 
3.6  Garden Furniture & Barbecues Market 2004 – 2014 42 
3.7  Sheds, Greenhouses & Garden Buildings Market 2004 - 2014 46 
3.8  Seeds, Bulbs, Greenstock & Horticultural Market 2004 – 2014 

 
48 

4. GARDEN PRODUCTS MANUFACTURER PROFILES 52 
4.1 Profiles & KPIs for 142 Garden Products Manufacturers & Suppliers 

 
52-198 

5. DISTRIBUTION CHANNELS SHARE & TRENDS 195 
5.1  Share by Key Garden Distribution Channel 2010, 2004 & 2014 195 
5.2  Garden Centres Market 2010 – Industry Trends 199 
5.2.1  Market Mix by Growth/Decline Over Last 12 Months 199 
5.2.2 Industry Share by Credit Rating in 2010 200 
5.2.3 Industry Mix by Age of Companies in 2010 200 
5.2.4 Industry Share by Number of Employees in 2010 202 
5.2.5 Industry Mix by Turnover Band in 2010 202 
5.2.6 Industry Share by Location Type in 2010 203 
5.2.7   Industry Mix by Geographical Region in 2010 204 
5.3  Key Market Trends in the Garden Centres Industry 2004-2014 205 
5.3.1 Garden Centre Market Profitability 2004-2014 205 
5.3.2 Garden Centres Industry Assets 2004-2014 206 
5.3.3 Garden Centres Industry Debt 2004-2014 208 
5.3.4 Garden Centres Market Net Worth 2004-2014 210 
5.3.5  Sales Per Employee in Garden Centres Market 2004-2014 212 
5.4  Garden Centres Ranking & Turnover Estimates 213 
5.4.1  Garden Centres Listing 213 
5.4.2  Garden Centres Ranking By Turnover 215 
5.4.3  Garden Centres Turnover Estimates 2009 216 
5.4.4  Garden Centres Ranking by Profitability 218 
5.4.5  Garden Centres Ranking by Assets 219 
5.4.6  Garden Centres Ranking by Debt 220 
5.4.7  Garden Centres Ranking by Net Worth 221 
5.5  Garden Centres Profiles, KPIs & ‘At a Glance’ for 127 Garden Centres 222-349 
 
 



© MTW Research 2010 

 3

 

Market Report Tables & Charts 

Figure x: Garden Products Market – UK xxxx – xxxx By Value £m x 
Figure x: Garden Products Market – UK xxxx – xxxx Constant Prices £M xx 
Figure x: Number of UK Gardens & Number of Homes xxxx-xxxx (Milions) xx 
Chart x: Garden Products Growth Share by Ansoff Strategy xxxx-xxxx xx 
Figure x: PEST Analysis for UK Garden Products Market in xxxx xx 
Figure x: UK Economic Annual Performance– GDP xxxx-xxxx xx 
Figure x: UK Economic Annual Performance– Inflation (CPI) xxxx-xxxx xx 
Figure x: UK Economic Annual Performance– Interest Rates (Bank of England) xxxx-xxxx xx 
Figure x: UK Unemployment Numbers xxxx-xxxx xx 
Figure xx: Key Strengths & Weaknesses in the Garden Products Market xxxx-xxxx xx 
Figure xx: Key Opportunites & Threats in the Garden Products Market xxxx-xxxx xx 
Figure xx: Imports of Garden Products By Value xxxx-xxxx £M xx 
Figure xx: Share by Key Import Region for Garden Products xxxx xx 
Figure xx: Share by Product in Garden Products Market xxxx xx 
Figure xx: Share by Product in Garden Products Market xxxx xx 
Figure xx: Forecast Share by Product in Garden Products Market xxxx xx 
Figure xx: Garden Tools, Equipment & Lawnmower Market by Value xxxx-xxxx £M xx 
Figure xx: Garden Tools & Lawnmowers Market – Share by Product xxxx xx 
Figure xx: GardenTimber Market & Hard Landscaping by Value xxxx-xxxx £M xx 
Figure xx: Garden Timber & Hard Landscaping Market – Share by Product xxxx xx 
Figure xx: Fountains, Ponds, Water Features & Garden Decoration by Value xxxx-xxxx £M xx 
Figure xx: Water Features & Garden Decoration Market – Share by Product xxxx xx 
Figure xx: Lawn Care & Garden Chemicals Market by Value xxxx-xxxx £M xx 
Figure xx: Lawn Care & Garden Chemicals Market –Share by Product xxxx xx 
Figure xx: Garden Furniture & Barbecues Market by Value xxxx-xxxx £M xx 
Figure xx: Garden Furniture & Barbecues Market - Share by Product xxxx xx 
Figure xx: Barbecues Market xxxx – Mix by Fuel Type xx 
Figure xx: Sheds, Greenhouses and Garden Rooms Market by Value xxxx-xxxx £M xx 
Figure xx: Sheds, Greenhouses & Garden Rooms Market - Share by Product xxxx xx 
Figure xx: Seeds, Bulbs, Greenstock & Horticultural Market by Value xxxx-xxxx £M xx 
Figure xx: Seeds, Bulbs & Horticultural Market - Share by Product xxxx xx 
Figures xx-xxx: 'At a Glance' Financial Charts for xxx Manufacturers & Suppliers xx-xxx 
Figure xxx : Share by Distribution Channel for Garden Products Market xxxx xxx 
Figure xxx: Share by Distribution Channel for Garden Products Market xxxx xxx 
Figure xxx: Share by Distribution Channel for Garden Products Market xxxx xxx 
Figure xxx: Market Share by Garden Centres Sales Growth / Decline to January xxxx xxx 
Figure xxx: Market Share by Credit Rating in the Garden Centre Market xxxx xxx 
Figure xxx: Market Share by Company Age in the Garden Centres Market xxxx xxx 
Figure xxx: Mix by Number of Employees in the Garden Centres Market xxxx xxx 
Figure xxx: Share by Turnover Band in the Garden Centres Market xxxx xxx 
Figure xxx: Mix by Location Type in the Garden Centres Market xxxx xxx 
Figure xxx: Mix by Location Type in the Garden Centres Market xxxx xxx 
Figure xxx: Garden Centres Market Profitability xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Assets xxxx – xxxx £M xxx 
Figure xxx: Average Garden Centre Assets xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Market Debt – UK xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Market Average Debt xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Market Net Worth – UK xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Average Net Worth – UK xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Sales Per Employee xxxx – xxxx £M xxx 
Figure xxx: Garden Centres Company Listing xxx 
Figure xxx: Garden Centres Ranked By Turnover xxxx xxx 
Figure xxx: Garden Centres Sales Estimates xxxx £M xxx 
Figure xxx: Garden Centres Ranked By Profit xxxx xxx 
Figure xxx: Garden Centres Ranked By Assets xxxx xxx 
Figure xxx: Garden Centres Ranked By Debt xxxx xxx 
Figure xxx: Garden Centres Ranked By Net Worth xxxx xxx 
Figures xxx-xxx "At a Glance' Financial Charts for xxx Garden Centres xxx-xxx 

 



© MTW Research 2010 

 4

Published in xxxx by 

 
 

This report reflects MTW Research’s independent view of the market which may differ from other 
third party views.  Whilst we try to ensure that our reports are an accurate depiction of their 

respective markets, it must be emphasised that the figures and comment contained therein are 
estimates based on a mix of primary and secondary research, and should therefore be treated as 

such. 
 
 
 
 
 

Terms & Conditions of Use 
The information contained within this report remains the copyright of MTW Research.  Subject to these Terms and Conditions (this "Agreement"), 
MTW Research ("we", "our", "us") makes available this publication and data or information contained therein (the "Report"). Your use of this report 

constitutes your acknowledgment and assent to be bound by this Agreement.  

 
Permitted Use, Limitations on Use 

You may access purchased Reports only as required to view the Reports for your individual use, and may print/copy a purchased Report once for 
your use. You may copy extracts from purchased Reports onto your own documents, provided that all citations are attributed to "MTW Research", 
and are for internal use only. You may not republish, resell or redistribute any Report, or do anything else with any Report, which is not specifically 
permitted in this Agreement. You may not reproduce, store in a retrieval system or transmit by any means, electronic or mechanical, any report 

without the prior permission of MTW Research.   

 
Limitation of Liability 

You are entirely liable for activities conducted by you or anyone else in connection with your use of the Report. We take no responsibility for any 
incorrect information supplied to us during the research process. Market information is based on telephone interviews and secondary sources 

whose accuracy we cannot guarantee. You acknowledge when ordering that MTW Research Reports are for your internal use and not for general 
publication or disclosure to third parties, unless otherwise agreed.  Neither MTW Research nor any of its affiliates, owners, employees or other 
representatives will be liable for damages arising out of or in connection with the use of the Report or the information, content, materials or 

products included in the Report. This is a comprehensive limitation of liability that applies to all damages of any kind, including (without limitation) 
compensatory, direct, indirect or consequential damages, loss of data, income or profit, loss of or damage to property and claims of third parties.  

 
Applicable Law 

This Agreement will be governed by and construed in accordance with the laws of England and Wales without giving effect to the principles of 
conflict of laws thereof, and to the extent permitted by applicable law, you consent to the jurisdiction of courts situated in England and Wales in 

any action arising under this agreement.  

 
Intellectual Property Rights 

You acknowledge that legal and beneficial interest in Intellectual Property Rights in connection with the Report belong to us. This includes all 
Intellectual Property Rights in any Material. You have no rights in or to the Report and you may not use any Material other than as permitted under 
this Agreement. We grant you a non-exclusive, non-transferable licence to use the Intellectual Property Rights referred to above solely for the use 

of Material as permitted under this agreement.  
 

Companies Included  
Whilst MTW endeavour to ensure that the majority of the major companies active in the market with which this report is concerned are 

included, it should be noted that the list of companies included in this report is not exhaustive and the inclusion or otherwise of a company 
in this report does not necessarily indicate, nor should be interpreted as, a company’s relevance or otherwise in a particular market.  

Whilst we endeavour to attain high levels of accuracy, it should be borne in mind that the rankings and other information provided within 
this report contain an element of estimation, should be regarded as such and treated with a degree of caution.   

 
Estimates Provided  

In order to enable benchmarking, competitor analysis and facilitate further market research, MTW have provided estimates for turnover, 
profit before tax and number of employees for small, medium sized and other companies who are not obliged to submit this information to 
Companies House.  As such, in the interests of clarity, all data relating to turnover, profit and number of employees provided in this report 
should be regarded as independent estimates by MTW.  Whilst we endeavour to attain high levels of accuracy with these estimates, they 

may not reflect the actual figures of a company and should therefore be treated with caution.   
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1. Introduction to Research & Analysis Reports 

1.1  Key Features & Benefits of this Research & Analysis Report 

MTW’s “Research & Analysis” market reports provide an independent, comprehensive review of 

recent, current and future market size and trends in an easy to reference format.  Each report 

provides vital market intelligence in terms of size, product mix, distribution channel mix, SWOT, key 

trends and influences, supply and distribution channel trends.  In addition, rankings by turnover, 
profit and other key financials for the market leaders are provided as well as a x page profile for each 

key player in the market.  Contact, telemarketing & mailing details are also provided for each 

company to enable the reader to quickly develop sales leads.   

 

Based on company sales returns which provide higher confidence levels and researched by market 

research professionals with experience in the industry, MTW’s Research and Analysis reports are used 

as a foundation for coherent strategic decision making based on sound market intelligence and for 

developing effective marketing plans.  MTW reports can also used as an operational sales and 

marketing tool by identifying market leaders, enabling the reader to quickly grow sales to new clients 

and focus marketing budgets.   

 

This report includes:-  

• Market Size, PEST, SWOT & Trends – Historical, Current & Future 

Based on sales data from a representative proportion of the industry, this report provides market size 

by value over a ten-year period.  As they are based on quantitative data as well as qualitative input 

from the industry, our reports are more accurate than other qualitative based reports and offer better 

value for money.  By combining the best of both quantitative and qualitative input, we offer our 

clients greater confidence in our market forecasts as well as discussing key market trends and 

influences from a qualitative perspective.   
 

• Product Mix – Current & Future 

This report identifies the key product sectors in the market and provides historical, current and 
forecast market share estimates for each, alongside qualitative discussion on key trends for each 

segment of the industry.  With input for this report being both qualitative and quantitative we are able 

to offer an effective insight into the core components of the market, as well as forecasting future 

market shares.   
 

• Distribution Channel Mix – Current & Future 

The report identifies the key distribution channels that drive demand for this market and provide a 

current, historical & future market share estimate for each.  This enables the reader to identify the 
key driving forces behind current market demand and adapt business tactics accordingly.  With 

forecasts of market share by key channels also provided, the reader is able to undertake strategic 

decisions with greater confidence as well as basing marketing strategies on solid market intelligence.   
 

• Market Leaders Ranking  

This report identifies the key players in the market and ranks them by a number of criteria, including 

turnover and profitability.  This enables the reader to identify the most relevant potential key 

customers in a market, understand their current position in the market and quickly identify new 

targets.  Also, MTW provide a turnover estimate for every company included in the report, enabling 

the reader to develop market share estimates.   
 

• Company Profiles & Sales Leads 

This report includes a x page profile for each company including full contact details for developing fast 

sales leads; x years of the most recent key financial indicators; and MTW’s ‘at a glance’ chart, 

enabling the reader to quickly gauge the current financial health of a company.   
 

• Relevant Companies, Saving You Time 

MTW Research have been researching and writing market reports in these sectors since xxxx and as 

such we are able to develop a company listing which is more relevant to the market, rather than 

automatically selecting companies to be included by industry code.  Our reports represent excellent 

value for money and don’t bombard you with irrelevant financial data; they are designed to enable 

you to engage in fast and effective market analysis.  We focus on providing what’s important in an 

easy to reference and use format.    
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2. UK GARDEN PRODUCTS MARKET 

2.1  EXECUTIVE SUMMARY & MARKET OVERVIEW 

The UK Garden Products Market comprises of a wide range of products suitable for 

a variety of applications within a domestic garden environment.  Specifically, this 
report reviews the UK domestic garden products market between xxxx and xxxx 

with forecasts to xxxx for:- 

 

� Garden Tools & Equipment – hand tools, power tools, lawnmowers 

� Garden Timber & Hard Landscaping – decking, fencing, trellis, 

pergolas, garden paving, walling & 

aggregates 

� Water Features & Garden Decoration – fountains, water features, 

ponds, pumps, hoses, irrigatoin, 

controls, garden lighting, pots, tubs, 
planters.   

� Garden Chemicals & Lawncare – lawn care, weedkillers, fertilisers, 

compost, food, pest control. 

� Garden Furniture & Barbecues – garden furniture, barbecues, outdoor 

cooking appliances, accessories & fuel. 

� Garden Sheds, Greenhouses & Buildings – sheds, greenhouses, 

summerhouses, cabins, garden rooms.   

� Horticultural & Greenstock – seeds, bulbs, perennial plants, roses, 

climbers, bedding plants, ferns & 

grasses, shrubs, house plants, fruit & 

veg trees / plants. 

The combined sales of the above products are estimated to be worth some £x.xx 

billion at retail selling prices in xxxx, with the market having experienced positive 

growth during xxxx following a market contraction in xxxx.  Forecasts are positive 

for the market overall in the near to medium term as a number of key market 

influences are set to drive both volume and value growth in a number of key 

product sectors.   
 

The market remains dominated by pricing pressure which has sustained pressure 

on margins for both manufacturers and retailers alike.  Much of this pressure is 
emanating from the growing threat of lower cost imports.   Following a dip in 

demand during mid-late xxxx, imports returned to growth in xxxx and are likely to 

continue to grow, rising by an average of x-x% per annum in the medium to 

longer term.  By xxxx, our forecasts suggest that the total value of imports will 
reach just over £x.xx billion, reflecting almost xx% of the UK sales of garden 

products.   

 

The largest sector of the garden products market is comprised of garden furniture, 

barbecues and other cooking appliances designed for domestic garden 
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applications.  This sector is currently estimated to be worth some £xxx million in 

xxxx, reflecting strong performance against a backdrop of overall economic 

fragility.   

 

The second largest sector of the market is comprised of a wide range of domestic 

hard landscaping products, including fencing, decking, garden timber, paving, 

aggregates and other materials.  This sector is currently estimated to be worth 
around £xxx million RSP in xxxx, recovering from a decline of around x% in xxxx.  

The third largest sector of the market is accounted for by the tools and garden 

equipment sector, currently estimated to be worth just under £xxx million. 

 

Horticultural and garden care products are also significant in the garden products 

market, each accounting for around xx% of the total market.  These sectors have 

benefited from the trend toward ‘Grow your own’ in the last xx-xx months and 
both outperformed the overall garden products market during xxxx.   

 

The garden tools, equipment and lawnmowers market is currently worth just 

under £xxx million in xxxx at retail selling prices, whilst the garden timber and 

hard landscaping market is currently valued at around £xxx million.   

 

Sales of garden water features & decoration are currently valued at around £xxx.x 

million in xxxx, whilst the UK garden buildings market is currently estimated to be 

worth around £xxx million with the majority of products within the garden 

buildings sector in a mature phase of their product lifecycle, though the market is 
set to return to moderate growth in xxxx, boosted by developments in the higher 

value sector of the garden buildings market.   
 

In terms distribution, the DIY multiples continue to dominate the distribution of 

garden products in the UK, with sales of garden products through the DIY 

multiples expected to reach just over £x.x billion in xxxx.  The second largest 

sector is accounted for by the garden centres market, sales through garden 

centres just under £x billion in xxxx.  The third largest sector is accounted for by 
high street stores, food retailers and discount retailers, with this channel currently 

estimated to account for around xx% of the market in xxxx.  The internet and mail 

order channel is currently estimated to achieve sales of around £xxx million in 

xxxx.   
 

For the preceding xx months to January xxxx, our estimates suggest that more 

than xx% of garden centres experienced growth which could be described as 

‘rapid’, with sales rising by more than xx% per year, with xx% of garden centres 

estimated to have experienced some sales growth over the last xx months.  The 

South East represents a substantial share of the market in xxxx, in part reflecting 

the higher level of wage earnings coupled with its higher level of population.  The 

East Midlands, West Midlands, South West and the North West are also a key 

geographical targets market with x-xx% each. 
 

Growth rates of around x% in xxxx are set to rise steadily in the next x years, 

with above inflation growth forecast to return to the market by mid xxxx onwards.  

By xxxx, the market is forecast to reach a value of £x.xx billion at retail selling 

prices, reflecting growth of just under x% from the current market value.   
 

REPORT 

SAMPLE 

REPORT 

SAMPLE 

REPORT 

SAMPLE 

REPORT 

SAMPLE 
REPORT 

SAMPLE 

REPORT 

SAMPLE 

REPORT 

SAMPLE 
 

 

REPORT 

SAMPLE 

REPORT 

SAMPLE 

REPORT 

SAMPLE 

REPORT 

SAMPLE 



© MTW Research 2010 

 8

2.2  GARDEN PRODUCTS MARKET SIZE & TRENDS 2004-2014 

2.2.1  Garden Products Market Size 2004-2014 – Current Prices 

The UK Garden Products market encompasses a wide range of products and is 
estimated to be worth just over £x.xx billion in xxxx as illustrated in the 

following chart:- 
 

Figure 1: Garden Products Market – UK 2004 – 2014 By Value £m 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research / Trade Estimates 

 

The UK garden products market is valued at £x.xx billion in xxxx at retailers 
selling prices, reflecting a market which has outperformed many other sectors of 

the UK economy during xxxx.   

 

Between xxxx and xxxx, the market was buoyed by strong performance in a 

number of key product sectors, notably garden furniture, barbecues and power 

tools, though all sectors exhibited positive growth rates over this period.  By 

mid xxxx, however, the credit crunch hit consumer spending hard and this, 

coupled with poor weather resulted in a decline in sales, with the market 

contracting in value by around x% over the year.   

 
Sales of garden products were mostly dampened during Hx xxxx, with the poor 

summer and rising pressure on consumers’ disposable incomes as a result of 

growing unemployment levels.  This downturn in value growth was also 
exacerbated by rising pressure on manufactured products such as barbecues 

and garden furniture, with raw material prices and transport costs rising quickly 

over this period.   

 
Despite a rapid contraction in GDP and consumer spending across many sectors, 

sales of garden products rose by around x% during xxxx, in contrast with the 

majority of other home improvement sectors which saw a contraction of xx-

xx%.  Further, some of the pressures on manufacturers and importers abated to 

some extent in xxxx, as the price of oil fell and transport costs were reduced.   

 

Consumer spending on garden products did not exhibit the same level of decline 

as in many other home improvement sectors, with most products displaying a 

 

 

REPORT 

SAMPLE 

 

 

 

 

 

 

 

 

 

REPORT 

SAMPLE 



© MTW Research 2010 

 9

high level of resilience to the economic downturn.  Trade sources indicate that 

there are a number of reasons for this resilience in xxxx, including:- 

 

• Improved Weather –More clement spring and summer, resulting in higher usage 
of garden for leisure, boosting garden furniture, BBQs etc. 

• ‘Grow Your Own’ – Consumers seeking to reduce food expenditure turned to 
growing their own vegetables & salads, boosting the 
horticultural & growing media sectors. 

• Entertaining at Home – Lower disposable incomes has resulted in consumers 
dining & entertaining at home more frequently, boosting 
lighting, garden decoration, furniture & barbecues. 

• ‘Staycations’ – Consumers increasingly holidayed in the UK, rather than abroad, 
further boosting demand for portable garden products & 
furniture.    

• Value for Money – In a number of product sectors, retail prices are now what 
wholesale prices were previously in lower value channels 
so consumers are able to achieve good value for money. 

• Product Development – Advances in manufacturing & innovation have resulted 
in a wider choice and improved specifications across a 
number of sectors, enabling greater differentiation.   

• ‘Pent-Up Demand’ – Following poor weather in xxxx and xxxx, sources indicate 
that an element of ‘pent-up’ demand was released during 
xxxx. 

• VAT Reduction – Whilst somewhat controversial, there is a general consensus 
that the x.x% reduction in VAT offered some stimulus to the 
market during xxxx, enticing consumers to take advantage 
of lower prices.   

 
A number of the above key market influences are closely linked to a specific set 

of circumstances unique to xxxx, with a number of these unlikely to be repeated 

in xxxx.  With VAT now back to xx.x% this may dampen sales somewhat in 

early xxxx.  Further, with consumer confidence now rising, indications are that 

the trend of the ‘staycation’ is likely to diminish in xxxx, as consumers return to 

holidaying abroad.   

 
As the economy recovers, rising disposable incomes may also prompt a return 

to growth in the restaurants sector, with dining and entertaining at home 

becoming less attractive.  In addition, the release of demand during xxxx which 

was pent up during xxxx and xxxx may also dampen growth in sales volume to 
some extent during xxxx.   

 

These issues coupled with the high level of price sensitivity at present means 

that value growth in the market is expected to remain at current levels of 

around x% in current prices.  However. given the size of the overall market, this 

still translates into a very healthy increase of some £xx million.  Longer-term  
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2.2.2 Garden Products Market Size 2004-2014 – Constant Prices 

The following chart illustrates the performance of the market value with 
consumer price index inflation stripped out since xxxx, with forecasts to xxxx:- 

Figure 2: Garden Products Market – UK 2004 – 2014 Constant Prices £M 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research / Trade Estimates 

As illustrated, the garden products sector experienced higher than inflationary 

growth between xxxx and xxxx, rising by an average of x.x% per annum when 

inflation is stripped out.   
 

However, consumer price indexed inflation rose to some x.x% during xxxx due 

to a range of domestic and international short term factors.  This, coupled with 

a decline in overall market performance resulted in the garden products market 

declining by some x% in real terms during xxxx, reflecting the difficult trading 

environment during the year.   

 

During xxxx, volume demand grew for a number of reasons previously 

discussed, providing stimulus for value growth.  However, despite an upturn in 

demand across the range of product sectors, inflation remained above x% for 
the majority of the year and as such the market is estimated to have contracted 

by around x% in real terms, illustrating the impact of high inflation on the 

market.   

 

With forecasts of growth in xxxx of around x% in current prices and inflation 

running at x.x% in January xxxx, indications are that the market is unlikely to 

experience real term growth during xxxx.  Whilst pressures on inflation are 
forecast to ease during the second half of the year, the likelihood of subdued 

volume and value performance is likely to dampen prospects of strong growth 

during xxxx.   

Real term growth is forecast to return to the market during the second half of 
xxxx, with annual rises in real terms forecast by xxxx as inflationary pressures 

ease further and market demand grows.  By xxxx, sales of garden products and 

equipment are forecast to reach a value of some £x.x billion in real terms, 

reflecting a real term decline of x% since xxxx. 
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The following chart illustrates the number of UK homes in the UK compared with 

the number of private gardens on an annual basis since xxxx:- 

 

Figure 3: Number of UK Gardens & Number of Homes 2004-2014 (Milions)  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research / Trade Estimates 

As illustrated, the number of gardens has continued to rise in recent years, from 

xx.x million in xxxx to xx.x million in xxxx, reflecting an increase of x%.  The 
number of UK homes has risen by around x.x% over the same period, reflecting 

an increase in the number of flats being built in recent years.   

 

In addition, the trend toward ‘garden grabbing’ is also likely to dampen some 
growth in the near term as the number of UK homes without a garden 

increases.  ‘Garden grabbing’ is a recently new phenonomen and an unwanted 

side-effect of the Government’s policy toward brownfield building.  At present, 

gardens are considered brownfield sites and so developers are more able to 

purchase and demolish a detached home and build flats with no garden.   

 

Nevertheless, the number of gardens in the UK is expected to continue to 

increase in the longer term as the UK’s stock of dwellings increases.  By xxxx, 

our forecasts are for just over xx million gardens, reflecting an underlying 

increase in volume demand for garden products in the longer term.   

2.2.3 Future Prospects 

The garden products market is expected to experience positive performance 

both in terms of value and volume growth in the medium to longer term future, 

with buoyant performance likely across a range of key product sectors.  Growth 

rates of around x% in xxxx are set to rise steadily in the next x years, with 

above inflation growth forecast to return to the market by mid xxxx onwards.  

By xxxx, the market is forecast to reach a value of £x.xx billion at retail selling 

prices, reflecting growth of just under xx% from the current market value.   
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However, despite a more positive outlook in the medium to longer term, 

prospects for xxxx are less positive, with a number of issues evident which may 

dampen short term volume and value demand.  These issues include:- 

 

• Downturn in New Housebuilding in xxxx – Lag between new build completions 
& house moving may result in lower volume demand in Hx xxxx.   

• Growth in New Build Flats – Emphasis on brownfield development and smaller 
plot footprints is resulting in smaller gardens and rising number of homes with no 
gardens.   

• High Unemployment – Whilst unemployment levels are falling very slowly (down 
by just x,xxx in January xxxx), consumer confidence remains weak with 
consumers cautious regarding big ticket expenditure 

• Release of ‘Pent-up’ demand in xxxx – Positive market performance in xxxx and 
the release of x years of ‘pent up demand’ may result in lower demand during 
xxxx.   

• Decline in ‘Grow Your Own’ – As consumers’ disposable incomes rise, the 
attractiveness of the ‘grow your own’ sector may wane as consumers prefer 
convenience over price and return to the shops for vegetables, salads etc.   

• Return of the Restaurant –Eating out is likely to grow again as income levels 
rise, reducing the current trend of entertaining and eating at home and in the 
garden.   

• Decline in ‘Staycations’ – Consumers are likely to return to holidaying abroad in 
xxxx as confidence returns, reducing demand for garden products used on UK 
holidays, caravanning / camping trips etc.   

 

Whilst there are a number of issues above which may dampen growth in the 

garden products market, these are considered to be primarily short term factors 

and are not expected to negatively impact the market post xxxx.   

 

There are a number of positive key market influences which should sustain both 

value and volume growth in the medium to longer term as both market 
development and penetration provides an underlying stimulus for growth.  A 

number of these longer term positive issues are identified below:- 

• Growth in Number of Gardens  – The UK stock of dwellings is forecast to rise by 
around xxx,xxx-xxx,xxx new homes per year, with around xx% of these having a 
garden the target market for garden products is set to continue to grow organically.   

• Product Development – Ongoing innovation and developments across a wide 
range of product sectors by a large number of manufacturers should ensure that 
value growth opportunities are increased through providing differentiation through 
new products, new features and additional product benefits.   

• Market Development – As many of the product sectors are now relatively mature, 
manufacturers are increasingly seeking to target new market segments.  For 
example, manufacturers of garden leisure products specifically targeting the 
caravanning & camping consumer with existing products.   

• Market Penetration – The scope for further penetration of existing markets is 
primarily derived from the ‘trading-up’ of lower value products to higher value 
garden equipment.  For example, first time buyers will typically purchase a lower 
value resin or metal garden furniture set, before trading up to hardwood x-x years 
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later.  With xxx,xxx first time buyers in xxxx, xxx,xxx in xxxx and xxx,xxx in xxxx 
the current ‘trading up’ potential is considered significant.   

• Changing Use of Garden – Current trend of ‘grow your own’ has resulted in 
growing ‘dual use’ gardens, used both for leisure and as a source of food, creating 
additional demand for tools, equipment, growing media, seeds etc.   

• Clement Weather for xxxx? – Met office predicts warmer global weather for xxxx 
than xxxx as moderate warming of the tropical Pacific Ocean, a phenomenon 
known as El Niño, means it is very likely that xxxx will be a warmer year globally 
than xxxx. 

• Market Diversification – Well established manufacturing base means that 
manufacturers of garden products are able to diversify into new markets with new 
products which offer synergies in terms of manufacturing & core competences, 
providing a more robust, solid foundation for the garden products market in the 
longer term.   

The following table illustrates our estimates of the share by strategic direction 
for the anticipated xx% market growth to xxxx:-  

 

Chart 4: Garden Products Growth Share by Ansoff Strategy 2010-2014  

 

 

 

 

 

Source: MTW Research  Strategic Review 2010 

Activity in terms of market and product development over the next x years is 

forecast to generate additional revenue of around £xxx million for the garden 

products industry.  The above table illustrates that whilst more than xx% of the 

growth anticipated in the market during the next x years is likely to be derived 

from existing products sold to existing target markets, the sector is also likely to 

benefit from a range of activity both in terms of new products and new markets.   

 

Our forecasts suggest that growth of around x% is likely to be derived from 

marketing existing products to the existing marketplace between now and xxxx, 

with this sector mature and many products within regarded as a ‘cash cow’  
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However, the garden products market benefits from an inherent strength in 

terms of new product development, particularly in the garden tools, equipment, 

furniture and leisure sectors.  The addition of new product features and benefits, 

coupled with the development of new products targeted at existing markets is 

forecast to contribute around x.x% of growth to the market over the next x 

years.  Whilst this may seem relatively minimal, the scope for growth in these 
sectors is generally considered much greater than those products which are 

reaching the end of their lifecycle.   

 

The targeting of new markets and the segmentation of existing markets, often 

referred to as ‘market development’, is also expected to offer some reasonable 

growth opportunities for garden product manufacturers in the medium to longer 

term.  Examples of these ‘new’ markets could include ‘UK staycationers’, 
professional garden party planners, ‘Grow Your Own’ consumers etc.   

 

Diversification is generally the most risky strategic option available to 

manufacturers and is therefore often not regarded as feasible.  However, the 

size and scope of operation of some of the larger manufacturers active in the 

garden products market means that there is likely to be an element of this 

activity in the medium to longer term.  New products developed for new 

markets within the garden products industry are forecast to generate growth of 

around x% over the next x years, reflecting a value of around £x million.   
 

Whilst market penetration is generally perceived as the least risky method of 

generating additional sales in the garden products market, a disproportionate 

amount of R&D and marketing budget is devoted to product development.  

Sources indicate that there are a number of key market opportunities relating to 

product development which should offer value added opportunities as well as 

increasing volume demand.   

 

Differentiation is likely to become increasingly important to UK suppliers, as the 
threat of lower cost imports remain a clear issue in the market.  Consumer 

preferences appear to be shifting toward a preference for a higher value product 

which offers greater features and benefits.  The growing ability for UK suppliers 

to add value to their product portfolio should underpin the market in the near-
medium term, with consumers seeking key benefits such as:- 
 

• Adaptability – Use of furniture for several uses (eating, socialising, hobbies, 
planting etc) 

• Flexibility – Garden products can be moved, changed, resized etc to suit task  

• Modular – furniture, decoration, landscaping products etc can be added to when 
required 

• Space Saving – Offers enhanced use of existing space as gardens become 
smaller 

• Design – Contemporary designs used to fit in with modern design styles 

• Longevity – Won’t become outdated or unfashionable and will last 

• Functionality – Product is fit for purpose and useful 
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2.3  KEY MARKET TRENDS IN THE GARDEN PRODUCTS MARKET  

2.3.1  PEST Analysis – Illustration of Key Market Forces 

There are a large number of macro market issues and trends which directly or 
indirectly influence UK Garden Products manufacturers, importers and retailers.  

These issues typically relate to political, legal, economic, environmental, social and 

technological factors.  The following diagram provides a brief overview of some of 

these key issues which are currently impacting the market at present and those 

which may stimulate or dampen market growth in the future:- 
 

Figure 5: PEST Analysis for UK Garden Products Market in 2010 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

Source: MTW Research Strategic Review 2010 
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Whilst the above diagram is by no means exhaustive, it provides an illustration 

of some of the key issues impacting the market at present and in the future.   

2.3.2  Political & Legal Influences & Trends 

The current UK political landscape is presently determined by the results of the 

last general election which was held in early May xxxx.  The Labour party was 

returned in xxx seats, reflecting xx more seats than the other parties combined.  

However, whilst the number of MPs returned represented xx% of the total 

number of seats, it also reflected a decline of some xx compared to the party’s 

performance in xxxx.   

 

This lowest ever share of the UK vote by a winning party, at xx%, translated 

into a government with a nominal majority and one which was therefore 

considerably weaker than in previous years.  Just under xx% of the electorate 

having voted for the Labour party in xxxx and this has subsequently translated 

into a government which has apparently experienced a growing fragility in 
terms of ability to pass law or change policy without making some, or often 

fairly substantial concessions.  In early xxxx,this trend is culminating in most 

opinion polls suggesting that there is likely to be a change in Government at the 

next general election.   
 

Current indications are that the next general election will be held in April or May 

xxxx, with the majority of commentators suggesting that the current UK 

government has just begun its final term.  At present, the majority of opinion 

polls suggest that the next UK government will be a Conservative one, though 

increasingly, in early xxxx, some polls are indicating that this is by no means a 

foregone conclusion with the Conservative party having just a x-xx point lead 

and increasingly political commentators are putting forward the increasing 

likelihood of a ‘hung’ parliament.   

 

Within the context of the current economic fragility; a relative lack of mandate 

from the electorate in xxxx; and an apparent growing dissatisfaction from the 

UK public toward Parliament from events such as the MP’s expenses fiasco, the 
current strength of the UK government is suggested by many to be at an all 

time low.  Following the Queen’s speech in January xxxx, many commentators 

suggested that the government lacked the strength and time required in order 

to translate any of the proposed activities into law.   
 

In terms of impact on UK business, and more specifically the Garden Products 

market, the lack of political strength at present may be dampening 

opportunities for the UK economy to recover quickly from the recent downturn, 

with economic growth rising by just x.x% in the last x months of xxxx.  A lack 

of strong leadership may be in part suppressing business and consumer 

confidence, resulting in a slower return to growth for the overall UK economy.   
 

One key influence of current government policy on the UK garden products 

growing and manufacturing industry has related to immigration and the use of 

migrant workers.  The use of foreign workers in the industry has grown rapidly 

in recent years, with around xx-xx% of the industry now estimated to be 

comprised of non-indigenous workers.  The tightening of immigration controls 

and checks is indicated to have increased bureaucracy for garden product  
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2.4  SWOT ANALYSIS – Strengths, Weaknesses, Opportunities, Threats 

Following a strategic review of the garden products market, the following table 
identifies some of the key strengths & weaknesses evident in the market at 

present:- 

Figure 10: Key Strengths & Weaknesses in the Garden Products Market 2010-2014 

STRENGTHS WEAKNESSES 

  

Source: MTW Research Strategic Review 2010 
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Key opportunities and threats evident in the market at present include:- 

Figure 11: Key Opportunites & Threats in the Garden Products Market 2010-2014 

OPPORTUNITIES THREATS 

•   

 
Source: MTW Research Strategic Review 2010 
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2.5  IMPORTS & EXPORTS OF GARDEN PRODUCTS 2004-2014 

 

The UK garden products market has been increasingly dominated by the level of 

lower cost imports in recent years, with this issue a key inhibitor of growth 

within the low-mid market sectors according to some sources.   

 

The following chart illustrates our estimates of the level of imports of all garden 
products since xxxx and forecasts to xxxx in value terms:- 

Figure 12: Imports of Garden Products By Value 2004-2014 £M 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research / Trade Estimates 

It should be noted that official data is not collected for imports of garden 

products and so the above reflects our estimates based on secondary research 

and trade input.  As illustrated, total imports of garden products are currently 

estimated at around £x.xx billion million in xxxx.  Imports are now estimated to 

account for almost xx% of all UK sales of garden products by value and around 

xx-xx% by volume.  The EU represents around xx% of all UK imports, with Asia 

and Oceania accounting for around xx%.   

 

In xxxx, total imports stood at just over £x.x billion.  Market penetration by the 
DIY multiples, catalogue stores other lower value channels resulted in a 

dramatic growth in demand for lower cost imports as illustrated above.  

Between xxxx and xxxx, imports rose by around xx% compared to overall 

market growth of x%, reflecting the high level of pressure on the UK garden 
products manufacturers in recent years, particularly those positioned in the low-

mid market sectors.   

 
Following a dip in demand during mid-late xxxx, imports returned to growth in 

xxxx and are likely to continue to grow, rising by an average of x-x% per 

annum in the medium to longer term.  By xxxx, our forecasts suggest that the 

total value of imports will reach just over £x.xx billion, reflecting almost xx% of 

the UK sales of garden products.   

 

The following chart illustrates the share by key originating countries for garden 

products imports in xxxx:-  

 Figure 13: Share by Key Import Region for Garden Products 2010  
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Source: MTW Research / Trade Estimates 

As the above chart illustrates, The EU accounts for the largest share of imports 

of garden products to the UK, accounting for around xx% in xxxx.  Asia and 
Oceania dominate the lower value import sector, currently accounting for 

around xx%, though this share would be much higher in volume terms.  Eastern 

Europe is also significant with around xx% of imports in xxxx.   
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3. PRODUCT TRENDS & SHARES 

3.1  Share by Key Product Sector – 2010, 2004 & 2014 

The share accounted for by each of the key sectors within the UK garden 

products market in xxxx is illustrated in the following chart:- 

Figure 14: Share by Product in Garden Products Market 2010 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

Source: MTW Research / Trade Sources 

As the above chart illustrates, the UK garden products market comprises of a 

wide range of product sectors with a variety of uses.  The largest sector of the 

garden products market is comprised of garden furniture, barbecues and other 

cooking appliances designed for domestic garden applications.  Following on 
from a fairly substantial decline in xxxx, the market recovered in xxxx and has 

since experienced more positive performance across most product sectors, 

though pricing pressure remains a key issue within the lower value segment of 

the market.   The garden furniture and barbecues market is currently estimated 

to be worth some £xxx million in xxxx, reflecting strong performance against a 

backdrop of overall economic fragility.   

 
The second largest sector of the market is comprised of a wide range of 

domestic hard landscaping products, including fencing, decking, garden timber, 

paving, aggregates and other materials.  This sector is currently estimated to be 

worth around £xxx million RSP in xxxx, recovering from a decline of around x% 

in xxxx.   

 

The third largest sector of the market is accounted for by the tools and garden 

equipment sector, which is currently estimated to be worth just under £xxx 

million in xxxx accounting for around xx% of the total garden products market.  

This sector benefited from more clement weather in xxxx, coupled with the 
trend toward grow your own boosting demand for garden tools.   

 

Horticultural products and garden care products are also significant in the 

garden products market, each accounting for around xx% of the total market.  
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These sectors have benefited from the trend toward ‘Grow your own’ in the last 

xx-xx months and both outperformed the overall garden products market during 

xxxx.   

 

In order to illustrate historical trends, the following chart illustrates the share by 

key product sector in xxxx:- 

Figure 15: Share by Product in Garden Products Market 2004 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Source: MTW Research / Trade Sources 

As the chart illustrates, there has been minimal change in terms of product 

shares in recent years, though there have been some sectors which have grown 

their share of the market, albeit relatively marginally, since xxxx.   

 
The garden tools and equipment sector has grown share of the overall market in 

recent years, with the overall market rising from £xxx million in xxxx to £xxx 

million in xxxx – a gain of some xx% and growth in share of around x%.   

 
The horticultural and greenstock sector has also outperformed the overall 

garden products market in the last few years, rising from around £xxx million to 

£xxx million, reflecting a share gain of around x% and overall market growth of 

some xx%.  Indications are that this sector should continue to benefit from 

changing consumer attitudes toward growing their own produce in the short 

term, with positive prospects for certain sectors of this market.   

 

The hard landscaping market has not performed as well in recent years, with 

the rapid rise and subsequent decline in popularity of decking impacting this 

sector significantly in recent years, along with rising pricing pressure.  Whilst 

there has been some value added opportunities through the development of 

new pourous paving, for example, the sector overall has suffered a slight loss in 

share from xx% in xxxx, to current levels of around xx% 
 

Rapid growth in imports and rising price competition, coupled with marginal 

performance in terms of volume demand has also eroded the share of the 

garden sheds, greenhouses and buildings market in recent years.  However, 
product development in the higher value sector has underpinned this sector 

over the last x-x years, preventing further declines.   
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The following chart illustrates the forecast share for each key product sector 

within the garden products market in xxxx:- 

 

Figure 16: Forecast Share by Product in Garden Products Market 2014 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Source: MTW Research / Trade Sources 

Our forecasts suggest that most sectors are unlikely to either gain or lose 

further market share in the medium term to xxxx, as market performance 

stabilises across most sectors due to the relative maturity of the majority of 

products.   
 

The greenstock and horticultural products sector may experience some slight 

share xxxx as the trend toward grow your own continues in the short term, 

though as to whether this trend is a short term fad, or a longer term fashion 
remains to be seen.  Our forecasts are for this sector to account for around xx% 

of the market by xxxx, reflecting an increase in share of around x% and rise in 

market value of xx% over the xxxx value.   

 

With the DIY multiples market dominating the lower-mid market garden 

buildings market, indications are that pricing pressure will remain intense for 

lower value sheds etc.  Whilst there has been some product development in the 

higher value garden buildings sector, boosted by homeworking and leisure 

trends, sources suggest that this is unlikely to prevent the sector from 

underperforming in terms of the overall garden products market in the medium 

to longer term.  The grow your own sector has offered some light relief to 

greenhouses manufacturers in recent years, though the longer term impact of 

this trend is uncertain at present.   
 

Overall, the above chart reflects a sector which is likely to be characterised by 

stability in terms of product share in the medium to longer term.  Whilst there 

will obviously be variations in terms of performance for individual products 
within each of the key segments above, our forecasts are that the majority of 
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sectors should experience growth at, or in line with overall market performance 

until at least xxxx.   

 

 

 

 

 
 

 

3.2  Tools, Garden Equipment & Lawnmowers Market 2004-2014 

The following chart illustrates the performance of the garden tools, equipment 

and lawnmower market by value since xxxx and forecasts to xxxx:- 

 

Figure 17: Garden Tools, Equipment & Lawnmower Market by Value 2004-2014 £M 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research / Trade Estimates 

The garden tools, equipment and lawnmowers market is currently worth just 

under £xxx million in xxxx at retail selling prices and includes the following key 

product sectors:- 
 

�Powered Garden Tools – strimmers, hedge cutters, electric pruners, chainsaws etc 

�Garden Hand Tools – forks, spades, shovels, trowels, saws, loppers, rake, shears etc 

�Lawnmowers – manual, petrol, electric / battery, rotary, hover, cyclinder, ride-on.   

 

The overall market experienced positive growth between xxxx and xxxx, reaching 

a peak of £xxx.x million by year end December xxxx.  As the credit crunch 

impacted consumer confidence during the second half of xxxx, the sector 

experienced a decline of around x%, as perceived lower personal disposable 

incomes and the poor weather impacted on sales across this sector.   

 

However, sources indicate that the market recovered during Qx, xxxx due to a 

number of key market influences.  These key issues included:- 
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� Clement weather – March sunniest since 2003 and 3rd warmest April since 1914.   

� ‘Pent-up Demand’ Consumers deferred purchases during 2008 & 2007.  

� Rise in the use of Garden – Increased usage of gardens as consumers stay at home 

� ‘Grow your Own’ – consumers sought to sow & grow their own vegetables & salads 

� ‘Maximum Impact, Minimum Effort’ – Consumers seek time saving products which 
offer more convenience.   

� Rise in Number of UK gardens – Growth in the number of UK gardens, with around 
110,000 new gardens built during 2009.   

� Product development – NPD and product enhancement such as use of lithium 
battery tools & mowers has offered value added opportunities for retailers & 
manufacturers.   

� Entertaining at Home – as the trend toward entertaining at home rises, householders 
seek to spend more time on making the garden more attractive.   

� Rise in Average Age – Gardening is generally more popular with older consumers 
and as the average age of the popualtion rises, the target market for gardening tools 
increases organically.  The number of UK pensioners is currently rising by around 1% 
per annum, and currently stands at around 11.7 million. 

 

Whilst a number of these trends are relatively specific to trends in xxxx, there are 

a number which will underpin both value and volume growth in this sector for the 
medium to longer term.  With current growth rates of around x%, however, the 

impact of inflation, currently running at around x.x%, is likely to result in a sector 

which is experiencing a contraction in market value in real terms in the short 

term.  The sector is expected to return to growth in ‘real terms’ by xxxx, as 

inflationary pressures ease and the market experiences more positive performance 

overall.   

 

The following chart illustrates the share by key product sector in xxxx by value:- 

 

Figure 18: Garden Tools & Lawnmowers Market – Share by Product 2010 

 

 

 

 

 

 

 
 

 

 
 

Source: MTW Research / Trade Sources 
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As illustrated, the lawnmowers sector accounts for the largest proportion of the 

market by value in xxxx, estimated to be worth around £xxx million at retail 

selling prices.  Trade sources indicate that this sector experienced a positive start 

to the year with clement weather in March and April providing a good start to the 

season.  However, higher rainfall levels later July xxxx dampened growth to some 

extent, though the industry reported an improvement in sales during August.   

 
The primary driver for growth in the lawnmowers sector in xxxx has been the 

petrol rotary market, though some of this performance is described as a bounce 

from less positive performance during xxxx.  The more stable electric rotary sector 

also experienced relatively buoyant growth during xxxx, with sales in this sector 

rising by just over x%.   

 

Recent developments in lithium battery technology has provided new opportunities 
for the lawnmowers sector, with these products likely to offer good potential for 

growth in the medium to longer term.  However, during xxxx, the sector is not 

indicated to have offered much stimulus to the market, as consumers sought 

products which offer better value for money over product innovation.   

 

The garden power tools sector is estimated to account for around xx% of the 

market in xxxx, and a market value of some £xxx million at RSP, reflecting a 

sector which has experienced reasonable growth in recent years as product 

development and volume growth have underpinned this sector in terms of value 

performance.   
 

Whilst the main route to market for these products are the sheds, sources indicate 

that the garden centres channel have reported better than average growth in tools 

in recent months, as more experienced gardeners seek more specialist tools.  

Also, the rising demand for products which offer faster results for less effort is also 

underpinning demand in this sector, alongside product development and enhanced 

features and benefits.   
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3.3  Garden Timber Market & Hard Landscaping 2004 – 2014 

The following chart illustrates the performance of the domestic garden timber 
and hard landscaping market excluding labour and professionally installed 

products.  by value since xxxx and forecasts to xxxx:- 

 

Figure 19: GardenTimber Market & Hard Landscaping by Value 2004-2014 £M 
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At A Glance - Key Financial Indicators
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4. GARDEN PRODUCTS MANUFACTURER PROFILES 
The following section identifies some of the key UK manufacturers & importers and 

provides a x page profile with key performance indicators for each.  It should be 

noted that whilst we endeavour to include all the major players in the market, 

inclusion or otherwise in the following section does not necessarily indicate a 

company’s relevance in the market.   

4.1  Garden Products Manufacturers Profiles & KPIs 

Sample Ltd - Company Overview & ‘At a Glance’  

sample House 
sample Way 
sample Way 
Surrey 
CRx sample 
Tel: sample 

 

Sample Ltd is a private limited with 
share capital company, incorporated on 
October x, xxxx. The company’s main 
activities are recorded by Companies 
House as “The manufacture, by injection and rotational moulding, of plastic products for 
domestic, horticultural and industrial purposes.”. In early xxxx, the company has an estimated xx-
xx employees. 
 

To year end xx/xx/xxxx, Sample Ltd is estimated to have achieved a turnover of around £xx.xx 
million.  Pre-tax profit for the same period is estimated at around £x.xx million. The following table 

briefly provides a top line overview on Sample Ltd:- 
Company Name Sample Ltd  

Brief Description of Activities The manufacture, by injection and rotational moulding, of plastic 
products for domestic, horticultural and industrial purposes. 

Parent Company Sample Ltd. 

Ultimate Holding Company Sample Ltd  

Estimated Number of Employees  70-80 

Senior Decision Maker / Director Sample 

The following table illustrates the company’s key performance indicators for the last x years:- 

Sample Ltd - 4 Year KPIs to Year End 30/09/2009 

Key Indicator £ Year End 
30/09/2006 (Year1)  

Year End 
30/09/2007 (Year2) 

Year End 
30/09/2008 (Year3) 

Year End 
30/09/2009 (Year4) 

Fixed Assets £801,000 £635,000 £714,000 £1,244,000 
Current Assets £5,780,000 £5,988,000 £8,212,000 £7,992,000 

Current Liabilities £3,104,000 £2,269,000 £3,592,000 £3,291,000 

Long Term Liabilities £0 £0 £28,000 £607,000 

Net Worth £3,477,000 £4,354,000 £5,306,000 £5,338,000 

Working Capital £2,676,000 £3,719,000 £4,620,000 £4,701,000 

Profit per Employee  £1,094 £8,532 £14,952 £18,041 

Sales per Employee £81,543 £124,798 £141,229 £169,176 
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5. DISTRIBUTION CHANNELS SHARE & TRENDS 

5.1  Share by Key Garden Distribution Channel 2010, 2004 & 2014 

The share accounted for by each of the key distribution channels within the UK 

garden products market in xxxx is illustrated in the following chart:- 
 

Figure 175 : Share by Distribution Channel for Garden Products Market 2010 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

Source: MTW Research / Trade Sources 

It should be noted that due to an element of overlap between a number of 

channels, estimating the share by channel is particularly complex and the above 

should therefore be regarded as guideline estimates only.   

 

Given these complexities, however, our estimates are that the DIY multiples 
continue to dominate the distribution of garden products in the UK, with an 

estimated share of around xx% in xxxx.  Sales of garden products through the 

DIY multiples are therefore expected to reach just over £x.x billion in xxxx, 

reflecting a substantial market dominated by lower-mid price products across 

the majority of sectors identified in this report.   

 

The sheds have continued to develop ranges in higher value sectors in recent 
years, seeking to add value through product quality and improved customer 

service and advice.  The recent trend of DIY multiples seeking to target the 

female customer has underpinned this channel’s growth in garden products, 

alongside wide product choice and offering good value for money.   

 

The second largest sector is accounted for by the garden centres market, with 

around xx% of the market by value in xxxx.  Our estimates are that sales 

through garden centres were just under £x billion in xxxx, with this channel 

having sustained share erosion in recent years from a number of competitive 

channels.   
 

As the DIY multiples have sought to enhance their product range and customer 

service levels, the garden centre sector has lost share in recent years, unable to 

compete on price or product ranges in a number of key sectors.  As such, many 
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of the key players in this channel have focused their market position and 

product portfolio to areas where the sheds are less competitive, such as the 

horticultural sector, higher value furniture and more specialist tools and 

equipment.  The growth in the trend of garden centres as ‘destinations’, rather 

than simply retail outlets has also underpinned this channel in recent years, 

with restaurants and attractions in garden centres often performing better than 

core product lines. 
 

The third largest sector is accounted for by high street stores, food retailers and 

discount retailers, with this channel currently estimated to account for around 

xx% of the market in xxxx.  Sales of garden products through this channel are 

estimated to be worth around £xxx million in xxxx at retail selling prices.  

Products in this sector are typically positioned in the lower value / higher 

volume sector of the market and are predominantly composed of lower cost 
imports.   

 

The discount retailers such as ALDI and LIDL are indicated to have gained share 

of this sector in recent years, as consumers have sought better value for money 

on commodity items which has led to rising levels of purchases of 

complementary products such as garden tools and a limited range of 

horticultural products.   

 

The internet and mail order channel is currently estimated to account for around 

xx% of the garden products market in xxxx, reflecting a value of around £xxx 
million at retail selling prices.  This channel is also primarily focused on lower 

value products with relatively low purchase decision involvement.  The main 

issue for this channel is that internet and mail order only companies are not 

able to offer the ‘tactile’ purchase to the consumer which is often considered 

very important.  If a consumer is not able to sit in a chair, feel the weight of a 

lawnmower etc., purchase decisions are more involved and difficult as a result.  

These retailers are therefore primarily focused on price as a key differentiator 
which does not lead to a particularly robust marketing strategy in the longer 

term.   

 

The ‘others’ channel consists of a range of retailers including garage forecourts, 

tool dealers, builders merchants, trade counters etc., with this channel 

estimated to account for around x% of the market in xxxx.  Sales of garden 

products through other retailers are estimated at around £xxx million in xxxx, 

with products typically including hand and power tools through the more trade 

oriented channels, with barbecue fuel a popular product through garage 

forecourts.   

 

In order to provide a historical context, the xxxx share for each of the key 

channels illustrated in the following chart:- 
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Figure 176: Share by Distribution Channel for Garden Products Market 2004 

 
 

 

 

 
 

 

 
 

 

 

 

 

 

Source: MTW Research / Trade Sources 

As illustrated, In xxxx, the DIY retailers & multiples sector were estimated to 

account for around xx% of the garden products market, reflecting a value of 
around £x.xx billion at retail selling prices.  The multiples have consistently 

grown share within a number of key product sectors since xxxx, most notably in 

the garden furniture, decoration, buildings, aggregates, tools, barbecues and 

more recently lower value horticultural sectors.   

 

The wide range of products and high level of purchasing power has resulted in 

the sheds being able to compete effectively on price with a number of 

competing distribution channels, with this trend set to continue in the medium 

to longer term.   

 
As a result of the aggressive expansion into the garden products sector by the 

DIY multiples, the garden centres market lost substantial share during the 

xxxxs, and whilst this share contraction has slowed in recent years, the channel 
continues to experience declining market share in a number of sectors.   

 

During xxxx the garden centres were estimated to account for around xx% of 

the garden products market.  This share equated to sales of around £xxx billion 
and highlights the minimal level of growth from sales of garden products in 

recent years through this channel.  Whilst a number of garden centres have 

focused on developing restaurants and attractions to enhance revenue streams, 

sources indicate that this may have detracted centres from the main focus of 

selling garden products to some extent.   

 

The entrance of Tesco into the garden centres market has offered this channel 

some light relief in terms of increasing purchasing power, though the market 

positions of Dobbies and Tesco in the garden products market are somewhat 
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different and as such economies of scale are unlikely to match those attained by 

the DIY multiples.   

 

The recession and declining levels of consumer disposable income resulted in 

the supermarkets and discount food retailers performing well over the last x 

years, with garden products sales piggy backed on this strong customer 

foundation also performing well.  This channel was estimated to account for In 
terms of future prospects, the following chart illustrates the forecast share for 

each key channel in xxxx:- 

 

Figure 177: Share by Distribution Channel for Garden Products Market 2014 

 

 

 
 

 

 

 

 

 

 
 

 

 

Source: MTW Research / Trade Sources 

The hardware and DIY retailers are likely to gain further share of the market in 

the medium term, as they develop their product ranges and enhance customer 

service levels as well as continue to compete effectively on price and product 
choice.  As such by xxxx, this channel is forecast to account for around xx% of 

the market by value, reflecting sales of just under £x.x billion by year-end 

December xxxx.   The level of growth by this sector is clear when considering 

that sales are forecast to have risen by more than £xxx million between xxxx 

and xxxx, reflecting growth of xx% over a xx year period.   

 

Much of the success of the DIY multiples has been at the expense of the garden 
centres market over the last xx years and, whilst this channel has stabilised in 

recent years, is likely to continue to experience some share loss in the lower 

value-mid market product sectors.   

 

By xxxx, the garden centres are forecast to account for around xx% of the 

market by value, with sales estimated to reach a value of around £x.xx billion at 

retail selling prices.  The rate of growth for sales of garden products through the 

garden centres has been minimal in recent years, as illustrated when 

considering that sales are forecast to have risen by just £xx million over a xx 

year period, reflecting average growth of less than x% per annum.   
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5.2  Garden Centres Market 2010 – Industry Trends 

The following section reviews the UK garden centres market in xxxx in terms of 
industry structure and provides key performance indicators for the largest 

channel of the UK garden products market.   

5.2.1  Market Mix by Growth/Decline Over Last 12 Months 

The following chart illustrates the share accounted for by the number of 

companies reporting either a rise, contraction or static sales during the last xx 

months:- 

 

Figure 178: Market Share by Garden Centres Sales Growth / Decline to January 2010 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Source: MTW Research / Company Accounts 

For the preceding xx months to January xxxx, our estimates suggest that more 
than xx% of the market experienced growth which could be described as ‘rapid’, 

with sales rising by more than xx% per year.  Further, around xx% of the 

garden centres market is estimated to have experienced some sales growth 

over the last xx months.   

 

However, whilst the above chart identifies more than xx% of the market grew 

sales over the last xx months, sources indicate that this may reflect a 

superficially positive illustration of the current trading environment and one 

which may not necessarily highlight a number of key issues in the market at 

present impacting individual companies.   
 

One such issue is that of those companies reporting growth over the last xx 

months, the majority are smaller companies with turnovers much lower than 

the average.  Obviously, double-digit growth for a company with a turnover of 

just £xxx,xxx has little impact on the overall size of the market and trade 

sources suggest that this may be the case in this scenario.   

 

Approximately xx% of the market reported either static or a contraction in 

overall sales during the last xx months to January xxxx, reflecting the continued 

difficult trading conditions.   
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5.2.2  Industry Share by Credit Rating in 2010 

Credit ratings also provide a crucial indicator as to an organisation’s 
performance and underlying health.  When combined with other companies and 

viewed on an industry wide basis, credit ratings also offer an effective insight 

into the fundamentals of a market.  The following chart illustrates the share 

accounted for by garden centres in terms of credit rating in February xxxx:- 

 

Figure 179: Market Share by Credit Rating in the Garden Centre Market 2010 

 
 

 

 

 

 

 

 

 

 

 
 

 

 

 

Source: MTW Research / Company Accounts 

Credit ratings are a crucial indicator of the financial health of a company and 

when combined, as in the above chart, provide a graphic illustration of the 

current financial health of the overall furniture retail market at present.   

 
As illustrated, just under xx% of the industry is viewed as having either an 

‘excellent’ or ‘good’ credit rating, reflecting a core strength in the market in 

terms of financial standing.  The share of companies with healthy credit ratings 

is in part due to the relative maturity of the market, with a large proportion of 

the companies active having a long standing trading history and therefore well 

established client base.   

 

However, declining loyalty levels and the impact of the recession is also evident 

in the above chart, with xx% of the sector regarded as having a low credit 

rating with suppliers advised to provide credit to these companies with caution.  
Indications are that as current profitability levels grow during xxxx, it is likely 

that this sector of the market may contract in the medium term.   

 
At present, around x% of the estimated x,xxx companies active in the garden 

centres market are viewed as being at immediate risk of failure, reflecting just 

under xxx individual companies.  Whilst many of these are either new 

companies or very small, this is indicative of the highly competitive and 
pressured market in which garden products retailers operate.   
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5.2.3  Industry Mix by Age of Companies in 2010 

The following chart illustrates the share by age of companies within the UK 
garden centres market as at February xxxx:- 

 

Figure 180: Market Share by Company Age in the Garden Centres Market 2010 

 

 

 

 
 

 

 

 

 

 

 

 

 

 
 

Source: MTW Research / Company Accounts 

The garden centres sector is dominated by companies that are more than xx 

years old with around xx% of companies falling into this category in xxxx, 

reflecting a mature industry with an established trading history and experience.  

Due to relatively high barriers to entry in the market, the number of new 

companies being established in recent years is fairly low with around x% of the 

market estimated to be accounted for by companies with less than x years of 

trading experience.  Sources indicate that these companies typically account for 
those with lower credit ratings and are typically smaller operations.   

 

Given the rising pricing pressure in the market, the number of new entrants is 

indicated to have declined in recent years, with sources suggesting that this in 

part reflects declining levels of profitability leading to a less attractive business 

proposition for smaller operations.  This figure is expected to remain static or 

even fall in the short term given the static levels of industry profitability and the 

reluctance by the UK banking sector to offer substantial credit to new start-ups 

at present due to the credit crisis.   

 
Companies between x-x years old currently represent around xx% of the 

market in early xxxx, though along with start-ups, these companies remain in 

the most vulnerable position at present due to a combination of low profitability 
in the sector and relative lack of liquidity.  This sector’s problems are also 

exacerbated by the current lack of credit available to businesses with these 

issues likely to result in a growing number of business failures in the near term, 

particularly given indications that larger companies are less willing or able to 
acquire smaller companies at present.   

 

Despite these negative factors within the market, around xx% of the industry is 

accounted for by well-established companies with more than xx years trading 
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experience.  These companies are generally well financed, have better cash flow 

and are more likely to possess key strengths such as more prominent customer 

awareness, wider product choice, and generally stronger order books.   

 

 

5.2.4 Industry Share by Number of Employees in 2010 

The following chart illustrates how the garden centres retail industry is 

segmented by number of employees as of February xxxx:- 

 

Figure 181: Mix by Number of Employees in the Garden Centres Market 2010 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Source: MTW Research / Company Accounts 

The chart highlights the dominance of smaller to medium sized organisations 
within the industry, with more than xx% of the total x,xxx companies having 

less than xx employees in xxxx.  Clearly the market remains characterised by 

relatively high levels of fragmentation in terms of volume of companies active.   

 

There are likely to be a number of smaller organisations with less well defined 

marketing strategies who are unable to withstand the continued pressure on 

profitability during xxxx.  As a result it is likely that the structure of the market 

may change to some extent, with the larger companies taking more share of the 

industry in the medium term as closures of small businesses continue.   

 
Following a return to growth in the UK economy in mid xxxx, the sector is likely 

to polarise further into companies with more defined market positions who have 

a more focused approach and those with a wider product portfolio competing at 

the lower value end of the market.  

5.2.5 Industry Mix by Turnover Band in 2010   

The following chart illustrates the share taken by turnover band of all the 

estimated x,xxx companies active in the UK garden centres market as of 

February xxxx:- 
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Figure 182: Share by Turnover Band in the Garden Centres Market 2010 

 

 

 

 

 

 

 

 
 

 

 
 

 

 

Source: MTW Research / Company Accounts 

Within the UK garden centres industry, xx% of companies have a turnover of 

less than £x million in xxxx, reflecting a highly fragmented industry comprising 
of a wide range of companies with varying degrees of product and service 

portfolios.     

 

As illustrated above, companies with between £x million and £x.x million 

turnover, currently represents a further xx% of the total garden centres market 

at present.  Indications are that this sector of the market is primarily composed 

of companies with a more established trading history and as such are less 
exposed to the economic downturn and should therefore be able to recover 

relatively more quickly in the medium term in terms of profitability and cash 

flow.   

 

The larger companies account for the remainder and given the current trend 

toward a consumer preference for value, it is likely that this sector will grow 

share in the medium to longer term as multiple and larger retailers seek to 

increase economies of scale through acquisitions and organic growth.  Following 

an improvement in the availability of business finance, it is likely that the 

industry will become increasingly characterised by acquisitions as companies 
seek to augment their core competences in order to compete in terms of 

product, price and service levels.   

5.2.6 Industry Share by Location Type in 2010  

The following chart illustrates the structure of the UK garden centres market in 

terms of office / location type in February xxxx:- 

Figure 183: Mix by Location Type in the Garden Centres Market 2010  
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5.2.7  Industry Mix by Geographical Region in 2010  

The UK garden products retail market is well represented in all areas of the UK 
in February xxxx, as illustrated in the following chart:- 
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5.4  Garden Centres Ranking & Turnover Estimates 

5.4.1  Garden Centres Listing 

The following identifies key market players active at present:- 

Figure 193: Garden Centres Company Listing 

Alford Nurseries & Garden Centre 

Alpha Garden Centre 

Avon Mill Garden Centre 

Aylett Nurseries  

Azure Garden Centre 

Badger Nurseries  

Ballymoney Garden Centre 

Barton Grange Group 

Beardsworths  

Bell Plantation 

Bellis Bros  

Blackmore & Langdon  

Blooms of Bressingham 

Blue Diamond UK  

Bourne Valley Garden Centre  

Bridgemere Nurseries  

Bridgford Garden Waterlife & Pet Centre  

Burston Nurseries  

C W Groves & Sons  

Caerphilly Garden Centre 

Capital Gardens  

Charlton Brook  

Chatsworth Garden Centre  

Christies Of Fochabers Garden Centre 

Codsall & Wergs Garden Centre  

Country Homes & Gardens  

Crown Nursery  

DJ Squire & Co  

Dobbie Garden Centres  

Doveleys Garden Centre  

Dutch Imports & Daughters  

E H Williams Nurseries  

East Studdal Nurseries  

EMCY Garden and Leisure Centre 

Exbury Gardens  Retail   

Fakenham Garden Centre 

Fermoy's Garden Centre 

Ferndale Nursery & Garden Centre  

Finchley Nurseries  

Fosseway Garden Centre  

Fromefield Nurseries  

Fron Goch Garden Centre 

Frosts Garden Centre  

Gordon Rigg  

Grasmere Garden Centre  

Greenbrook Garden Centre 

Grosvenor Garden Centre 

Haddenham Garden Centre 

Harrington Hall Nursery  

Haskins Garden Centre 

Haskins Roundstone Garden Centre  

Hayes Gardenworld  

Heighley Gate Garden Centre  

Highway Nurseries 

Hillier Nurseries  

Holme Nurseries  

Honnor & Jeffrey 

In-Ex U.K  

Iver Flowerland  

Jacksdale Garden Centre 

Kinglea Plants  

Kings Garden & Leisure 

Kitchen Garden Cafe  

Klondyke Garden Centres  

Lanes Landscapes  

Larch Cottage Nurseries  

Longmates Nurseries 

Marlows Diy & Garden Centre  

Matlock Garden Waterlife & Pet Centre 

Mentha Nurseries 

Monkton Elm Garden Centre 

Moores Nurseries & Garden Centre  

National Polytunnels 

Notcutts Garden Centre 

Nurseries Direct Garden Centre  

Oakington Garden Centre 

Oaklands Nursery  

Opperman Plants  

Otter Nurseries 

Pantiles Nurseries  

Paramount Plants & Gardens 

Parker's Garden Co  

Pentland Plants 

Peter Eastwood Plants  

Planters Garden Centre 

Plowmans Garden Nursery & Plant Centre  

Plymouth Garden Centre  

Poplars Nursery Garden Centre  

Pople Garden Centre  

Porters Horticultural  

Quercus Garden Plants  

R & T Landscapes  

R.V. Roger  

Rainworth Garden Centre 

Read Garden Centre 

Reuben Shaw & Sons 

Rivendell Nurseries 

Root One  

Ruscrete  

Samuel Jackson Growers  

Scotsdale Nursery And Garden Centre  

Seymours Gardens  

Snowdonia Nurseries 

Springwell Nursery & Garden Centre 

Stansted Park Garden Centre  

Stonepit Nurseries  

Swanland Nurseries  

The Beth Chatto Gardens  

The Boma Garden Centre 

The Garden and Leisure Group  

The Garden Centre Group Trading  (Wyevale) 

The Q Garden Co 

Thompsons Plant & Garden Centre 

Tong Garden Centre 

Trebaron Garden Centre  

Tree World Services  

Twinacre Nurseries  

Valley Grown Nurseries 

Van Hage & Co . 

Vistas  

Walker Home & Garden Centre 

Webbs Garden Centre 

Whitehall Garden Centre 

Willowbrook Conservatories 

Woodborough Garden Centre & Nurseries 

Woodcote Green Nurseries  

Woodthorpe Hall Garden Centre  

Wych Cross 

Source: MTW Research / Trade Sources 
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The following section ranks the companies identified above by various key 

financial indicators.  It should be noted that each company will have varying 

degrees of activity within this sector and will include an element of variation in 

terms of product and service portfolio.   

 

Where possible, we have used the financial information reported by each 

company.  However, for small and medium sized companies reporting 
obligations are less strict and these companies are not obliged to disclose 

turnover, profit before tax and other information such as number of employees 

etc.  Where this data does not exist, MTW have provided an estimate based on 

previous performance, industry averages, other financial indicators and 

background knowledge of the industry.   

 

Whilst we endeavour to attain high levels of accuracy, it should be borne in 
mind, therefore, that the rankings and other information provided within this 

report may contain an element of estimation.   
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5.4.2  Garden Centres Ranking By Turnover 

The table illustrates our estimates of the turnover rank for each company:- 

Figure 194: Garden Centres Ranked By Turnover 2009 

Source: MTW Research / Company Accounts  
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5.4.3  Garden Centres Turnover Estimates 2009 

The following table illustrates the estimated turnover for each company for xxxx:- 

Figure 195: Garden Centres Sales Estimates 2009 £M 

Trading Name 2009 Turnover 

 £176.38 

 £123.83 

 £57.83 

 £40.60 

 £29.12 

 £26.95 

 £26.63 

 £26.50 

 £23.98 

 £19.24 

 £19.05 

 £18.91 

 £17.17 

 £14.03 

 £13.71 

 £12.97 

 £12.42 

 £10.96 

 £10.86 

 £9.96 

 £9.50 

 £9.11 

 £9.10 

 £8.21 

 £8.10 

 £6.85 

 £6.10 

 £5.98 

 £5.71 

 £5.51 

 £5.25 

 £5.18 

 £5.11 

 £5.09 

 £5.03 

 £4.68 

 £4.40 

 £4.17 

 £4.09 

 £4.09 

 £3.63 

 £3.42 

 £3.03 

 £2.99 

 
 
 
 

 
 
 
 

Trading Name 2009 Turnover 

 £2.83 

 £2.68 

 £2.62 

 £2.43 

 £2.33 

 £2.27 

 £2.24 

 £2.23 

 £2.20 

 £2.20 

 £2.20 

 £2.19 

 £2.15 

 £2.10 

 £2.08 

 £1.92 

 £1.86 

 £1.86 

 £1.77 

 £1.66 

 £1.64 

 £1.61 

 £1.52 

 £1.51 

 £1.47 

 £1.47 

 £1.44 

 £1.35 

 £1.34 

 £1.32 

 £1.32 

 £1.29 

 £1.25 

 £1.18 

 £1.14 

 £1.07 

 £1.06 

 £1.04 

 £1.01 

 £1.01 

 £0.99 

 £0.94 

 £0.92 

 £0.92 

 £0.88 

 £0.88 

 £0.85 
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5.4.4  Garden Centres Ranking by Profitability 

The following table illustrates the profit ranking for each retailer in 2010:- 
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At A Glance - Key Financial Indicators

£0

£5,000,000

£10,000,000

£15,000,000

£20,000,000

£25,000,000

£30,000,000

Year1 Year2 Year3 Year4

Fixed Assets Current Assets Net Worth

5.5  Garden Centres Profiles, KPIs & ‘At a Glance’ 

Sample - Company Overview & ‘At a Glance’  

Sample 
Gloucestershire 
Sample 
Tel: Sample 

 

Sample is a private limited with share 
capital company, incorporated on 
October xx, xxxx. The company’s main 
activities are recorded by Companies 
House as “The operation of retail 
garden and leisure centres.”. In early 
xxxx, the company has an estimated 
xxx-xxx employees. 
 
To year end December xxxx, Sample is estimated to have achieved a turnover of around £xx.xx 
million.  Pre-tax profit for the same period is estimated at around -£xx.xx million.  
 
The following table briefly provides a top line overview on Sample:- 

Company Name Sample 

Brief Description of Activities The operation of retail garden and leisure centres. 

Parent Company Sample 

Ultimate Holding Company Sample 

Estimated Number of Employees  390-400 

Senior Decision Maker / Director Sample 

The following table illustrates the company’s key performance indicators for the last x years:- 

Sample - 4 Year KPIs to Year End 28/12/2008 

Key Indicator £ Year End 
29/01/2006 (Year1)  

Year End 
28/01/2007 (Year2) 

Year End 
30/12/2007 (Year3) 

Year End 
28/12/2008 (Year4) 

Fixed Assets £22,845,000 £26,340,000 £22,190,000 £22,004,000 

Current Assets £17,542,000 £11,673,000 £6,985,000 £18,871,000 

Current Liabilities £17,540,000 £13,985,000 £7,787,000 £20,861,000 

Long Term Liabilities £319,000 £665,000 £361,000 £469,000 

Net Worth £22,528,000 £23,363,000 £21,027,000 £19,545,000 

Working Capital £2,000 -£2,312,000 -£802,000 -£1,990,000 

Profit per Employee  £17,662 £5,061 -£4,148 -£3,654 

Sales per Employee £63,635 £60,477 £66,662 £68,428 

  


