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My 36 years experience

The Blue Diamond story
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Number of garden centres



Our aim – to be the undisputed industry leader

Scale – top three in 2023
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UK locations Quality of offering

TURNOVER £260m

TURNOVER £330m

TURNOVER £162m

My 36 years experience



My 36 years experience

A strong history of growth
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Profit and dividend history
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How do we grow profits?
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Driving LFL profit in the core business (pre-Wyevale acquisitions) – up nearly 40% in five years

Core profit before tax (excluding Covid)
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Performance against the market

Blue Diamond vs the market
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GCA and HTA data
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Like for like sales growth – YTD September 2023 
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The Blue Diamond proposition
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Play Blue Diamond Promo reel

Click to see our

Blue Diamond experience

https://www.youtube.com/watch?v=MpggCtV6R5c
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Business structure

Eight businesses,

not one business.

Eight pillars are stronger.

Stronger structure = stronger business.
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The Blue Diamond gross profit breakdown
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Business structure

Flat corporate structures with a

jack-of-all-trades, master-of-none approach.

At best
limits opportunity, 

at worst
the business collapses.

Flat corporate structures

create weak businesses, stifle creativity and 

entrepreneurship.
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Vertical ownership explained
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Vertical ownership means employees can deliver an outcome/result.

Ownership builds energy and engagement – energy becomes infectious.

This creates the glue that binds and builds a great team.
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Vertical ownership – avoid layers
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Buyers should own

the product cycle,

I have category managers

NOT buyers
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Buying is a collective decision, not an egocentric decision
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Role building

Build roles around people,

not people around roles.

Define their ability then the role

and gradually create

all the pieces to complete

the business puzzle.
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No true ownership is enabled without commercial visibility
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Focus every member of your team on owning and delivering the best retail standards,

Ensure your customer conversion is measurable this drives higher sales/profits. Focus on conversion not sales there is an important 

difference.
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But be ready to dive into the detail
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Stick to your plan, your vision,
make sure you have one and can articulate it!

Leave tacking to sailing boats

• Causes loss of progress

• Confusion

• Doubt

• Weakens loyalty
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Leave tacking to sailing boats, otherwise you lose good people!
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Don’t consult. Deliver a point of difference for your customers



My 36 years experience

Don’t leak profit, it sinks businesses,
particularly when economic waters are choppy

20



My 36 years experience

Mind the profit gap!
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Define your target customer
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Targeting a value-conscious

consumer, driving volumes with a

fiercely market-competitive offer.

Often associated with lower SKU’s,

entry-level products and lower service levels.

This model equals success

Target consumers with higher

disposable incomes, who are

looking for aspiration and a point

of difference. 

The most relevant value is perceived,

determined

by quality divided by price.

This model equals success

BD model

OR
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Being in the middle limits your growth
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Deliver emotion as well as profit per square foot
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AB1s – the perfect Blue Diamond customer demographic
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Concentrations of AB1 Diamond Club members around our garden centres

Data based on our Diamond Club loyalty card members

Blue Diamond

Garden Centre

High AB1 member

concentration

Medium AB1 member

concentration

Low AB1 member

concentration

Basket spend has increased by

£13.90 or 64% (£28.63 – £46.95)

between 2016 – 2023
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Diamond Club members
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Gender

Male Female

Breakdown of membership age and gender
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Best form of marketing is customer satiation
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Creating profit from the Wyevale acquisitions
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Adhere to the ‘snowball of profit’ principle
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Debt and cash flow
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Low gearing and strong cash flow



My 36 years experience

Home-grown plants from our nurseries
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Our flagship Bridgemere Nursery Five new nursery acquisitions

30 HECTARES OVER 3.5 HECTARES OVER 4 HECTARES OVER 2.5 HECTARES

OVER 1.6 HECTARES OVER 2.8 HECTARES
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Blue Diamond and the National Trust

“Working together for the love of nature”
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Blue Diamond and the Soil Association
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“Joining forces for nature-friendly gardening”
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Blue Diamond winning at RHS Chelsea Flower Show 2024
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