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“The DIY sector is experiencing major changes; Bunnings
is going back-to-basics while B&Q and Wickes have

launched more inspirational store concepts. Meanwhile,
spending on DIY is becoming increasingly fragmented as a

growing number of non-specialists find they are able to
capitalise on the simpler needs of a growing population of

renters”.
– Thomas Slide, Retail Analyst

This report looks at the following areas:

• Inspiration or back-to-basics – Diverging strategies from the DIY sheds
• Opportunities for DIY as renting becomes the new norm

This Report is designed to give an overview of the UK DIY and home improvement market. This
includes an overview of the market with forecasts covering future developments, in-depth consumer
analysis using our own data and a look at the key players in the market.

We provide two DIY market sizes within this Report:

• The first is provided in the Sector Size and Forecast section and covers the specialist DIY/
hardware store market, including a five-year forecast. This excludes sales to trade
customers.

• The second market size is covered in the Consumer Spending on DIY Products section and
covers total consumer spending on all DIY products. This market size includes elements
of spending on materials, furniture, furnishings and carpets, appliances, tools and
equipment as well as gardening products.
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Figure 73: Project completed in the past year they spent the most money on, March 2017
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Figure 89: Interest in services, by age group, March 2017

Non-shed specialists attract the most enthusiastic DIYers
Figure 90: Selected attitudes towards shopping for DIY, by where they shopped for DIY in the past year, March 2017
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