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“Spending on electricals fell by 7% as it was hit by
COVID-19 in 2020. This was underpinned by a sharp
decline during the initial lockdown, a polarisation of
demand and sales losses beyond household and personal
care appliances. Accordingly, sales dropped despite the
surge of new opportunities amid extended periods inside
and the rise of flexible living.”
– Marco Amasanti, Retail Analyst
This report looks at the following areas:
•
•
•
•
•
•
•
•

The impact of COVID-19 for spending on the electricals.
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 and the growing role of online-only retailers.
How multichannel retailers, and particularly specialists, can boost market share, and
revive the role of the store moving forward.
The opportunity for wellbeing and sustainability in the market.
Technological innovations to bridge the gap between multichannel retailers and
housebound consumers.
The opportunity for increased engagement on mobile apps.

BUY THIS
REPORT NOW
VISIT:
store.mintel.com
CALL:
EMEA

+44 (0) 20 7606 4533

Spending on electrical fell by 7% as the market reacted to the impact of COVID-19 disruption in 2020,
thereby ending five years of consecutive growth. This decline was underpinned by: the sharp decline in
sales in April and May, in both household appliances (-21.6% and -10.2%) and computers and
telecoms (-69.3% and -64.2%), respectively; continued decline in the latter throughout the course of
the year; and a growing polarisation of demand within the marketplace.
These conditions combined to contract the market, even amid the surge of new opportunities since the
outbreak in March. Much of this resulted from extended periods inside, and the rise of flexible living, as
sales surged with the rise of home-cooking, baking, mounting interest in wellbeing, the shift to
increased childcare and working from home, and more broadly from increased wear and tear, and the
renewed focus on capacity and performance.
Moving forward, the prioritisation of the home amid extended periods inside, redirection of demand
online and the polarisation of demand within the marketplace, are set to remain, not least given the
third national lockdown in January 2021. However, the past year will also hold longer-lasting
implications. Perhaps the most stark legacy from this will be in the surge of online penetration, with a
net-long-term benefit for the channel in the past year, although this will also raise questions for
multichannel players, both in-store and online, in coming years.
Ongoing disruption will maintain the polarisation of demand, with the unequal impact of this fallout
disproportionately hitting less affluent consumers. However, alongside denting total expenditure, this
polarisation will offer new opportunities to electrical goods retailers. At the lower end of this split, the
introduction of more savvy shopping behaviours will open up opportunities for more circular business
models, such as in-store exchanges and second-hand ranges, while at the other end, the upscaling of
purchases, buoyed by that money redirected from other non-essential sectors, the housing market and
increased uptake of major renovations will open avenues for more premium goods and retailers at the
higher end of the marketplace.
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Amazon: an excellent customer experience and recommended by those that have used it
Figure 57: User profile of Amazon, December 2020
Apple Store innovative and a brand worth paying more for
Figure 58: User profile of Apple Store, December 2020
John Lewis & Partners trustworthy and reliable, but lacks excitement
Figure 59: User profile of John Lewis & Partners, December 2020
AO.com untrustworthy and not a retailer worth paying more for
Figure 60: User profile of AO.com, December 2020
Argos good value for money and accessible
Figure 61: User profile of Argos, December 2020
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Currys PC World authoritative and ethically minded but an unenjoyable experience
Figure 62: User profile of Currys PC World, December 2020

The Consumer – Key Takeaways
The surge in flexible living opens a wealth of new demand
But demand has polarised
A year of unprecedented growth online
Strengthening online pure players but also raising questions over multichannel
The need for more engagement via mobile apps
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Anxiety eases off slightly following third lockdown spike
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A fundamental change in shopping behaviours
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Figure 64: Changes in shopping behaviour, by age, 19 February-1 March 2021
The sector could be buoyed by redirected spending
Figure 65: Spending, by sector, 19 February-1 March 2021

Electricals Purchased
Four out of five consumers made a purchase in the past year
Figure 66: Electrical products purchased in the past 12 months, November 2017-20
Phones still lead the way despite decline
Extended periods inside underpin new growth
The focus on wellbeing moves within the home
Figure 67: Types of electrical products purchased in the past 12 months, November 2017-20
Older shoppers turn to appliances
Figure 68: Types of electrical products purchased in the past 12 months, by age and socio-economic group, November 2020

In-Store vs Online
A year of unprecedented growth online
But decline on the high street raises questions of the future of stores
Figure 69: Channels of purchase, November 2020
Online dominates in every product category
Figure 70: Purchases by channels of purchase, November 2020

Channel of Purchase Online
Consumers still turn to the security of computers
Figure 71: Channels of purchase, November 2020
Older shoppers look to the security of computers online…
…while younger shoppers are happy using smaller devices
Figure 72: Channels of purchase, by age, November 2020
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The Continued Rise in Mobile Purchasing
Mobile purchasing varies by price
Figure 73: Purchases by channels of purchase, November 2020
Mobile websites remain paramount
One third bought via mobile apps
But this was hit by disruption in the past year
Figure 74: Means of mobile purchasing, November 2020
But retailers must boost engagement with apps
Attracting new customers
... and re-engaging lost ones
Younger consumers spearhead app use
Figure 75: Means of mobile purchasing, by age, November 2020
A renewed opportunity for social media
Figure 76: Sources of inspiration/alternative purchasing platforms, April 2020
The pivot from influence to direct consumers…
…could see social-media companies become major players in the market

Retailers Used Online
Pure players extend their lead
But specialists continue to offer an important alternative
Figure 77: Retailers used online net, November 2020
Amazon’s dominance grows
Figure 78: Retailers used online, November 2020

Retailers Used In-Store
Supermarkets come to the fore…
…as department stores stutter
Figure 79: Retailers used in-store net, November 2020
Currys PC World remains king of bricks and mortar
Figure 80: Retailers used in-store, November 2020
How to ensure the continued relevance of the store post-disruption
First-person advice
Serving newer areas of interest
Online shoppers migrate across retailers
Figure 81: Repertoire analysis of retailers used in-store net, November 2020

Black Friday
Two fifths made a purchase during promotions
Figure 82: Black Friday methods of purchase, December 2020
Electricals topped total purchases
Figure 83: Black Friday purchases, December 2019 and December 2020
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But promotions continue to displace demand
Figure 84: Attitudes towards Black Friday 2020, December 2020

COVID-19 and Electrical Goods Retailing
Two thirds have made a purchase since the outbreak
Figure 85: Purchasing since the outbreak, November 2020
Extended periods inside opens a wealth of new demand
Figure 86: Purchasing behaviours since the outbreak, November 2020
Technological innovation remains limited to younger buyers
Figure 87: Purchasing behaviours since the outbreak, November 2020
Purchasing behaviours reveal the polarisation of demand
Figure 88: Purchasing behaviours since the outbreak, by socio-economic band, November 2020

Appendix – Data Sources, Abbreviations and Supporting Information
Abbreviations
Consumer research methodology

Appendix – Market Size and Forecast
Forecast methodology
Figure 89: UK value of spending on electrical products: best- and worst-case forecasts [prepared 28 February 2021], 2015-25
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