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“To succeed in tomorrow’s tough trading environment,
bathroom retailers will need to work harder and smarter,
investing and innovating in order to keep ahead of the
competition. Showrooms need to be inspiring, giving
people ideas about how to create an attractive and practical
bathroom.”

— Jane Westgarth, Senior Retail Analyst

This report looks at the following areas:

BUY THIS
= Is the improve not move trend influencing sales of bathrooms? REPORT NOW

= Are consumers really influenced by water savings?

= Will smart technology emerge as an important trend in bathrooms?
The demand for bathrooms since the recession has been weak. However, within the market showers store. minte| .Ccom
are increasingly popular. Trade sources suggest that 33% of showers in 2013 were sold to homes that
had not previously owned one and some of this demand is being created by homes adding en-suite

bathrooms. Buying a home is one of the main stimulants to refitting bathrooms so the upturn in the CALL:

housing market in 2013, combined with a rise in consumer confidence, was welcome news for the EMEA

industry. +44 (0) 20 7606 4533
In 2013 we saw the beginnings of a recovery as residential property transactions rose. Momentum in

the housing market continued into 2014. This housing boom has been especially biased to the London Brazil

area and here property prices have risen faster than in the rest of the UK. This report looks at numbers 0800 095 9094

of bathroom refits, including examining the regional data, and forecasts how the market will develop in
the next five years.

Americas
The industry is working hard towards bathrooms that use less water and less energy and is helping _|_1 (312) 943 5250
consumers understand and make informed decisions with a voluntary water-labelling scheme. We look
at the factors people find important when choosing their bathrooms and some of the touch points that
sway their decisions. APAC

+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 40: Percentage of space allocated to bathroom and kitchen, B&Q, Homebase, Wickes, April 2014

B&Q (part of Kingfisher)

Figure 41: Shopper profile, by age, socio-economic group and housing tenure, B&Q, May 2014
Screwfix (part of Kingfisher)
Homebase

Figure 42: Shopper profile, by age, socio-economic group and housing tenure, Homebase, May 2014

Wickes
Figure 43: Shopper profile, by age, socio-economic group and housing tenure, Wickes, May 2014
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Online sellers of bathrooms
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Figure 44: Shopper profile, by age, socio-economic group and housing tenure, IKEA, May 2014
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Figure 52: Bathrooms, shower rooms, wet rooms or cloakrooms at home, by housing tenure, May 2014
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Factors that influenced the choice of retailer — Purchasers
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The Consumer — What Features Would They Pay More For?
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What features would they would pay more for?
Figure 64: Features people would pay more for, May 2014
Easy to clean
Cut the bills
Enhancing the shower
Plenty of built-in storage

Making a feature in the room

Appendix — The Consumer — Bathrooms and Cloakrooms at Home

Figure 65: Bathrooms and cloakrooms in the UK's homes, by demographics, May 2014
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Figure 66: Bathrooms and cloakrooms in the UK's homes, by demographics, May 2014

Appendix — The Consumer — Bathrooms and Accessories Purchased in the Last Three Years

Figure 67: Consumers who have replaced bathrooms, by demographics, May 2014

Appendix — The Consumer — What They Spent on Bathroom Refits

Figure 68: Most popular what they spent on bathroom refits — Bathroom fittings/accessories, by demographics, May 2014
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Figure 72: Most popular outlets used for purchasing bathroom fittings, by demographics, May 2014

Figure 73: Next most popular outlets used for purchasing bathroom fittings, by demographics, May 2014

Figure 74: Next most popular outlets used for purchasing bathroom fittings, by demographics, May 2014 (continued)
Figure 75: Most popular outlets used for purchasing bathroom fittings, by demographics, May 2014

Figure 76: Next most popular outlets used for purchasing bathroom fittings, by demographics, May 2014

Figure 77: Next most popular outlets used for purchasing bathroom fittings, by demographics, May 2014 (continued)

Figure 78: Repertoire of outlets used for purchasing bathroom fittings, by demographics, May 2014
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