
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Many homewares, such as curtains, linens, decorative
accessories and cushions help define the way that the

home looks and feels. People’s choice of colours, textures,
styles and unusual items allow them to inject their own

personality into their homes and create rooms that reflect
their sense of design and comfort.”

– Jane Westgarth, Senior Market Analyst

This report looks at the following areas:

• Are people flocking to the discounters for homewares?
• Is there a role for specialists in homewares?
• Is online retailing gaining in importance in homewares?
• Do people buy homewares as gifts?

Homewares is a wide-reaching group of products that encompasses linens, decorative accessories,
lighting, cookware and tableware, curtains and blinds. What gels this market together is that many
homewares can add highlights to the look of a room, injecting colour and style. And the research for
this report demonstrates that people buy a wide range of homewares – 30% of those who have bought
any in the last 12 months made purchases from 5 or more categories. So retailers that carry a range of
homewares stand to gain from the tendency to want things to co-ordinate or match and have an
opportunity to build loyalty with their customers.
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Value retailers on the march
Figure 29: Selected value mixed goods retailers, turnover, year-end 2010-14

Argos
Figure 30: Argos, total turnover year to June 2010-14
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Figure 31: Leading supermarkets, share of selling space allocated to homewares, November 2014
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Figure 32: Selected DIY retailers, turnover year-end, 2011-14
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Figure 34: Dunelm, turnover, year to June 2010-14
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Home shopping
Figure 35: Amazon UK, total turnover, 2010-14
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IKEA space allocation
Figure 36: IKEA, space allocation by product group, 2014

Laura Ashley

Cargo
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£34.2 million spent advertising homewares
Figure 37: Topline advertising spend on homewares, 2010-14

Lakeland is the largest spender
Figure 38: Media advertising expenditure on homewares, by advertiser, 2013

Press dominates expenditure
Figure 39: Media advertising expenditure on homewares, by media type, 2013
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Figure 42: Homewares purchased in the last 12 months, bought for own home, bought as a gift, November 2014

42% of 25-34s bought decorative accessories

Household linens widely purchased

Cookware captures older shoppers

Crockery and cutlery biased to 25-34s

Lighting

People buy from several categories
Figure 43: Any homewares purchased in the last 12 months, Repertoire, November 2014

Figure 44: Any homewares purchased in the last 12 months, repertoire, November 2014

Retailers used by homewares purchased
Figure 45: Homewares bought (All homewares buyers) in the last 12 months, by Retailers used for homewares in the last 12 months,
November 2014
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Retailers used for homewares
Figure 46: Retailers used for homewares, any in-store or online, November 2014

March of the value chains

Convenient supermarket shopping

Argos – a store for everyman

Department stores are key players

Plenty of shopping for homewares at the DIY shops

IKEA captures 40% of 25-34s

Internet-only sellers capture over a third
Figure 47: Retailers used for homewares, November 2014

Number of retailers used
Figure 48: Repertoire of retailers used for homewares, November 2014

Figure 49: Types of retailer used for homewares in the last 12 months, by repertoire of retailers used for homewares in the last 12
months, November 2014

The Consumer – Which Homewares They Have Bought

The Consumer – Retailers Used For Homewares
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Key points

Qualities important when shopping for homewares
Figure 50: Qualities people look for when shopping for homewares, November 2014

Qualities for lighting
Figure 51: Qualities people look for when shopping for homewares, lighting, November 2014

Qualities for decorative accessories
Figure 52: Qualities people look for when shopping for homewares, decorative accessories, November 2014

Qualities for household linens
Figure 53: Qualities people look for when shopping for homewares, household linens, November 2014

Qualities for kitchen and tableware
Figure 54: Qualities people look for when shopping for homewares, kitchen and tableware, November 2014

Qualities for curtains and blinds
Figure 55: Qualities people look for when shopping for homewares, window furnishings, November 2014

Qualities for cushions and throws
Figure 56: Qualities people look for when shopping for homewares, Accessories eg cushions and throws November 2014

Key points

Factors influencing purchases of lighting
Figure 57: Factors influencing purchasing of lighting, November 2014

Large choice and lit displays

Styling matters

Mixing up the styles

What triggers a purchase?

Varying lighting levels

Advice is of little interest

Energy savings

Key points

Factors influencing purchases of home accessories
Figure 58: Important factors when buying decorative accessories eg ornaments, vases, picture frames, November 2014

Getting the right look

Half of purchasers go for low-cost accessories

Younger shoppers want the latest trends

Creating a co-ordinated look

Six in 10 prefer browsing to impulse

Custom-made

Recycled please

The Consumer – Qualities Important When Shopping for Homewares

The Consumer – Factors Influencing Purchases of Lighting

The Consumer – Factors Influencing Purchases of Home Accessories
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Enjoy choosing accessories as gifts
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