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“Perhaps it is time for some specialists to move closer to
EDLP (everyday low pricing) and away from the

questionable deep discounting that has traditionally been a
feature of the sector.”

– Richard Perks, Director of Retail Research

This report looks at the following areas:

• Internet pureplays versus stores: it’s more than just price
• How can stores fight back?
• Time for EDLP?
• Letting the Black Friday genie out of the bottle

The electrical and electronic goods market is very diverse, ranging from televisions and tablets to
household appliances and personal care devices. And the performances of these different segments are
tied to very different factors – from the housing market to innovation-fuelled deflation.

This report considers the major sub-categories within electrical goods retailing. We provide segment
forecasts to 2019 for: household appliances, audio-visual goods, computing and telecoms products and
personal care appliances, as well as the total market.

Similarly, the market is served by a diverse range of retailers, from supermarkets such as Tesco and
Asda through specialists such as Currys-PC World to internet-only retailers such as AO.com and
Amazon.
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Brand Research – Electrical Retailing

Amazon Europe
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International underperforms

Room for expansion in Europe

Company background

Company performance

Growth slows in Europe
Figure 103: Amazon.com Inc: Group financial performance, 2009-14

Sales mix
Figure 104: Amazon Europe: Estimated composition of sales, 2014

Retail offering

What we think

Watch this space

Experimenting within a narrow product portfolio

Steady development of Apple Retail

Company background

Company performance

Sales growth improves

iPad and iPod see sales fall
Figure 105: Apple Retail: Group financial performance, 2008/9-2013/14

Figure 106: Apple Retail: Outlet data, 2008/9-2013/14

Figure 107: Apple Retail: European stores, 2013-15

Retail offering

What we think

A clear strategy for growth …

… and a growing reputation for good service

Own-brand debut in TVs

Germany brings a challenge

Company background

Company performance
Figure 108: Appliances Online: Group financial performance, 2012/13-2013/14

Figure 109: AO World: Divisional sales, £m, 2012/13-2013/14

Retail offering

What we think

Vision of the future

Hub & spoke system turns stores into collection points

More stores to get a digital makeover

Apple Retail

AO World

Argos
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Electricals offer relatively upmarket

Own brand

Company background

Company performance
Figure 110: Argos: Group financial performance, 2009/10-2013/14

Figure 111: Argos: Outlet data, 2009/10-2013/14

Retail offering
Figure 112: Argos: Product mix by sales and numbers of items, 2013/14

What we think

The mobile networks

Superstores

High street stores

International

Company background

Dixons

Carphone Warehouse

Dixons Carphone

Company performance
Figure 113: Dixons Carphone: Group financial performance, 2009/10-2013/14

Figure 114: Dixons Carphone: Group financial performance, 2009/10-2013/14 (continued)

Figure 115: Dixons Carphone: Outlet data, 2009/10-2013/14

Figure 116: Dixons Carphone: Outlet data, 2009/10-2013/14 (continued)

Retail offering

Range
Figure 117: Dixons Retail: UK sales mix, 2014 (est)

What we think

Company background
Figure 118: E-Square: Members and websites, by country of operation, 2015

Company performance
Figure 119: E-Square: Members’ estimated retail sales, by country/region, 2011-14

Figure 120: E-Square: Members’ approximate store numbers, by country/region, 2011-14

Denmark

Finland

France

Germany

Greece

Italy

Dixons Carphone

E-Square
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Portugal

Spain

UK

Ukraine

What we think

Company background

Company performance
Figure 121: Euronics International: Group financial performance, 2009-2014

Figure 122: Euronics International: Outlet data, 2009-2014

Figure 123: Euronics International: Outlet data, 2008/9-2012/13 (continued)

Retail offering
Figure 124: Euronics: members, countries and trading names, 2015

What we think

Increased brand awareness

Improved web platform

Bridging the gap between the online and offline experience

Drones and toys

New airport store format

Company background

Company performance
Figure 125: Maplin Electronics Ltd: Group financial performance, 2009-2013

Figure 126: Maplin Electronics Ltd: Outlet data, 2009-2014

Retail offering

Euronics International

Maplin Electronics Ltd
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