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“The UK DIY market remains challenging. Quality and
staff expertise are key points of difference for the
specialists, but they need to find a way to bring this closer
to the everyday lives of consumers. The introduction of
Bunnings will increase competition at the harder end of
the market, so now is the time to start looking at how best
to capitalise on a growing generation of renters.”

— Thomas Slide, Retail Analyst

This report looks at the following areas:
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< Are the sheds struggling to cater for generation rent?
= What will be the impact of Bunnings?
= Can One Kingfisher really work?
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store.mintel.com

The DIY market continues to prove challenging with growth in consumer spending slowing significantly
in 2015 following two years where growth was largely driven by catch-up spending after the recession.

CALL:

The market is being impacted by a societal shift in housing tenure which is seeing a significantly higher EMEA

+44 (0) 20 7606 4533

proportion of consumers living in rented accommodation rather than owning their own home. The
leading specialists are struggling to cater effectively to the needs of this growing population of renters
and as a result, the non-specialists including Amazon and the discounters such as Poundland or B&M

Bargains, with their limited ranges, low prices and convenient store locations or delivery options, are
picking up a growing share of the market.

The warehouses continue to play an important role in the UK DIY sector, but this role is shrinking as
home ownership becomes less common and the population increasingly shifts back towards living in the
towns and cities. The introduction of the Bunnings fascia and disappearance of Homebase is likely to
add further competitive pressure into the sector over the coming years.
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Figure 38: Leading DIY retailers, estimated sales density, by product category, 2015
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Figure 52: Where people bought DIY goods in the last 12 months, March 2016

Leading specialists
Non-specialists
Internet pureplayers
Other sources

Trade sales

Online sales estimates

Figure 53: Online DIY sales to consumers, 2013-15

Specialists
Figure 54: Online share of specialists’ sales, 2011-15
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All online sales
Figure 55: Share of online sales, by type of retailer, 2015

Figure 56: Estimated online sales of DIY products to consumers, 2013-15

Leading DIY retailers online
Figure 57: Leading online retailers of DIY goods to consumers, 2013-15

Advertising and Marketing Activity

DIY retailers continue to cut back on advertising spend
Figure 58: Total main media advertising spend in the UK DIY retailing sector, 2012-15

B&Q remains the UK’s biggest advertiser
Figure 59: Main media advertising spend by leading DIY retailers, 2012-15

Share of advertising spend
Figure 60: Share of total main media advertising spend in the UK DIY retailing sector, by retailer, 2014 and 2015

Television is the favoured media type
Figure 61: Main media advertising spend, by media type, 2012-15
Figure 62: Main media advertising spend in the UK DIY retailing sector, by media type, 2012-15

Campaign highlights
What we have seen in 2016

A note on adspend

Brand Research

Brand map
Figure 63: Attitudes towards and usage of selected brands, February 2016

Key brand metrics
Figure 64: Key metrics for selected brands, February 2016

Brand attitudes: Wickes for value, but B&Q is worth paying more for
Figure 65: Attitudes, by DIY retailer brand, February 2016

Brand personality: Homebase is unethical and exclusive, but Wickes is fun
Figure 66: Brand personality — Macro image, February 2016

B&Q is disappointing, but Homebase is cutting edge
Figure 67: Brand personality — Micro image, February 2016

Brand analysis

Wilko — The store of choice for women
Figure 68: User profile of Wilko, February 2016

B&Q middle of the range for everything
Figure 69: User profile of B&Q, February 2016

Screwfix a male preserve for the serious DIYer
Figure 70: User profile of Screwfix, February 2016

Wickes the superstore for the serious DIYer
Figure 71: User profile of Wickes, February 2016

Homebase’s swansong
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Figure 72: User profile of Homebase, February 2016

Kingfisher Group

What we think

Justifying the structure
Good chances of success
Moving cautiously
Where next?

Company background
One Kingfisher — Ranges
One Kingdfisher: Stores and online
Systems

Management

History

Company performance
Figure 73: Kingfisher Group: Group financial performance, 2011/12-2015/16

Figure 74: Kingfisher Group: Outlet data, 2011/12-2015/16

Retail offering

Homebase — Bunnings

What we think

All change

Adopting a warehouse format
Mainly branded

New format

Pilot stores

Doubts

Will it work?

Company background

Company performance
Figure 75: Homebase Ltd: Group financial performance, 2011/12-2015/16

Figure 76: Homebase Ltd: Outlet data, 2011/12-2015/16

Retail offering

Wickes/Toolstation/Tile Giant/Travis Perkins Retail

What we think

Wickes’ performance improves on the back of new-look stores with broader appeal
Excess space initiative driving footfall to Wickes’ biggest stores

Toolstation rapid store expansion

One-hour click-and-collect

Augmented reality tool transforms the online Tile Giant buying experience
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Background

Company performance
Figure 77: Travis Perkins Retail: Consumer division financial performance, 2010/11-2014/15

Figure 78: Travis Perkins Retail: Consumer division outlet data, 2010/11-2014/15

Retail offering

Clas Ohlson

What we think

Performance

Strategy

International expansion
Implementing new IT platform
Where next?

Background

Company performance
Figure 79: Clas Ohlson: Group financial performance, 2010/11-2015/16

Figure 80: Clas Ohlson: Outlet data, 2010/11-2015/16

Retail offering

The Consumer — What You Need to Know

75% have bought DIY products in the past year

Renters prefer non-specialists

Non-specialists are more popular for online purchases

DIY consumers like to shop around

Consumers happy with product quality but less so with staff knowledge
B&Q impresses with its range but struggles on price

Homebase struggles on range and staff knowledge

More than half purchase paint/wallpaper

You get what you pay for

Online tutorials the go-to for DIYers of all ages

Where They Shop

B&Q most popular for DIY purchases
Specialists only slightly more popular than non-specialists

Figure 81: Where they shop for DIY/home improvement products, March 2016

Non-specialists are more popular for DIY shopping online
Figure 82: Retailer used for DIY/home improvement purchases in the past 12 months, by online or in-store, March 2016

Homeowners most likely to purchase DIY from specialists
Figure 83: Where they shopped for DIY/home improvement products in the past 12 months, by housing tenure, March 2016

Figure 84: Where they shopped for DIY/home improvement products in the past 12 months, by housing tenure, March 2016

Lack of loyalty in DIY sector
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Figure 85: Number of DIY retailers or types of DIY retailer used in the past 12 months, March 2016

Screwfix positioned as a ‘top-up’ DIY shopping location
Figure 86: Number of DIY retailers or types of DIY retailer used in the past 12 months, by retailer shopped at, March 2016

Shopper profiles
Figure 87: Where they shopped, by age and socio-economic group, March 2016

Younger and more affluent customers shop online
Figure 88: Where they shopped, by age and socio-economic group, online and offline specialists and non-specialists, March 2016

Where they spend the most
Figure 89: Where they spent the most money on DIY products in-store in the past 12 months, March 2016

Customer Satisfaction

Lack of satisfaction with customer service
Figure 90: Overall satisfaction with DIY stores, March 2016

Satisfaction by profile
Figure 91: Satisfaction with DIY retailers, be age and affluence, March 2016

Renters less satisfied than homeowners

Figure 92: Satisfaction with the DIY retailer used the most, by housing tenure, March 2016
Key driver analysis
Product quality and range are the main drivers of satisfaction

Back to the experts
Figure 93: Key drivers of overall satisfaction with DIY retailer most spent at, March 2016

Figure 94: Overall satisfaction with DIY retailer most spent at — Key driver output, March 2016

Satisfaction by Retailer

B&Q stands out for its range of products
Figure 95: Satisfaction of customers of B&Q, March 2016

Nectar card satisfies Homebase customers
Figure 96: Satisfaction of customers of Homebase, March 2016

Non-specialists favoured for lower prices
Figure 97: Satisfaction of customers who bought DIY products from non-specialist retailers, March 2016

What They Bought

More than half purchase paint/wallpaper
Figure 98: What DIY/home improvement products they bought, March 2016

Renters are more likely to buy soft furnishings and furniture
Figure 99: What DIY/home improvement products they buy, by housing tenure, March 2016

Scots favour flooring and lighting
Figure 100: What DIY/home improvement products they buy, by region, March 2016

Yorkshire and northern England shop more for outdoor
Figure 101: What DIY/home improvement products they buy, by region, March 2016

Flooring and plumbing supplies drive sales in the Midlands
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Figure 102: What DIY/home improvement products they buy, by region, March 2016

London and the South East least likely to buy DIY products
Figure 103: What DIY/home improvement products they buy, by region, March 2016

Wales and the South West prefer decorating their homes
Figure 104: What DIY/home improvement products they buy, by region, March 2016

Age and affluence affect purchases
Figure 105: What they bought, by customer profile, March 2016

Why They Bought

Variations in why consumers shop for DIY products
Figure 106: Why they bought DIY/home improvement products, March 2016

Women renovate while men help out and repair
Figure 107: Why they bought DIY/home improvement products, March 2016

Urbanites help each other out
Figure 108: Why they bought DIY/home improvement products, March 2016

The young give a helping hand
Figure 109: Why they bought DIY/home improvement products, by age and socio-economic group, March 2016

Attitudes towards DIY

Product quality is important
Figure 110: Attitudes towards shopping for DIY/home improvement products, March 2016

Specialist shoppers value in-store advice

Figure 111: Agreement with the statement ‘Advice from staff in-store is valuable when buying DIY products’, by where they shopped
(any), March 2016

Time-pressed renters find DIY warehouses too big
Figure 112: Attitudes towards shopping for DIY/home improvement products, by housing tenure, March 2016

Technology is a valuable source of information
Figure 113: Selected attitudes towards shopping for DIY/home improvement products, by age, March 2016

Over half of under-35s interested in renting DIY products
Figure 114: Interest in renting DIY tools or equipment, by age, March 2016

Time pressures hold back under-35s
Figure 115: Selected attitudes towards shopping for DIY/home improvement products, by age, March 2016

Appendix — Data Sources, Abbreviations and Supporting Information

Data sources

Financial definitions

Sales per store, sales per square metre
Exchange rates

Consumer Research Methodology

The consumer: Key driver analysis
Figure 116: Overall satisfaction with DIY retailer most spent at — Key driver output, February 2016

Figure 117: Satisfaction with DIY retailer most spent at, February 2016
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