
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Uncertainty saw total expenditure on the home fall in the
past year. This was despite the strength of the home

improvement and appliances markets and the windfall of
new demand amid extended periods inside. Within the

market, demand has grown increasingly polarised in the
past year, with this set to remain in the coming years,

thereby suppressing expenditure.”
– Marco Amasanti, Retail Analyst

This report looks at the following areas:

• The impact of COVID-19 for spending on the home.
• How this disruption will change demand in the short, medium and long term.
• Opportunities for retailers amid this disruption and extended periods inside.
• The future of the purchasing journey for the home and the growing role of online-only

retailers.
• The opportunity for wellbeing and sustainability in the market.
• Technological innovations to bridge the gap between multichannel retailers and

housebound consumers.

Spending on the home has been among the best-insulated non-food retail sectors, as extended periods
inside pushed the home up the agenda amid this disruption. In fact, 73% of consumers spent money
on the home in the past year, up sharply on 2019 (66%), 2018 (67%) and 2017 (63%). Moreover, this
is matched in spending intentions (72%) over the next year; again up sharply on the three previous
years.

However, total value sales still fell, by an estimated 3.1% to £67.07 billion in the past year. This was
despite the strength of the home improvement and appliances markets and the windfall of new demand
amid the surge in flexible living, as the market was hit by a huge decline in the initial months of the
first lockdown and a reduced appetite for big-ticket purchases for much of the year. The third national
lockdown in the early months of 2021 is sure to continue to hold the spotlight on the home, while
greater confidence is set to see this demand upscale moving forward.
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AR tech comes to the fore
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Risk of exposure sees many consumers take on tasks themselves

Sustainability remains on the agenda despite uncertainty
Figure 46: Behaviours in spending on the home, October 2020

A third expect to boost spending in the next year…

…but demand will remain polarised
Figure 47: The impact of COVID-19 on spending in the year ahead, October 2020

Ongoing uncertainty will maintain the spotlight on communal areas…

…and outside spaces
Figure 48: The impact of COVID-19 on spending in the year ahead, October 2020

Those spending less look to be more savvy

With a push for upcycling
Figure 49: The impact of COVID-19 on spending in the year ahead, October 2020
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Figure 50: UK Value of spending on the home, best and worst-case forecasts, 2015-2025 [prepared 9 February 2021]

COVID-19 and Spending on the Home

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix - Market Size and Forecast

Report Price: £1995.00 | $2693.85 | €2245.17

Consumer Trends, Attitudes and Spending on the Home - UK - January 2021

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

/reports.mintel.com//display/store/1042379/
mailto:reports@mintel.com

	Consumer Trends, Attitudes and Spending on the Home - UK - January 2021
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – Key Takeaways
	Market Size and Forecast
	Market Segmentation
	Channels to Market
	Market Drivers
	Companies and Brands – Key Takeaways
	Competitive Strategies
	Launch Activity and Innovation
	The Consumer – Key Takeaways
	Impact of COVID-19 on Consumer Behaviour
	Consumer Spending on the Home
	Intentions to Spend on the Home
	Triggers to Purchase
	Sources of Inspiration
	Most Important Factors Online
	Behaviours in Spending on the Home
	COVID-19 and Spending on the Home
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix - Market Size and Forecast



