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"The outlook for the DIY market is tough. We think that
the recent strength in the sector – spending rose by 10% in

2014 to £14.2 billion and should grow by another 7.5% in
2015 – is catch-up spending after the recession. In the

longer term the combined impact of an ageing population
and the trend towards living in inner cities will hit DIY

demand and push some of it towards tradesmen, who are
more likely to use builders’ merchants."

This report looks at the following areas:

• Structural changes are having a profound effect on the market
• A re-evaluation of the superstore?
• Have we seen the recovery or is there more to come?

These demographic changes will in turn lead to structural changes for DIY retailing. The long term,
slow decline of the superstores will continue as consumers find that their more limited requirements for
DIY goods can be satisfied by high street based retailers, whether specialists like Robert Dyas, or
generalists like Wilko.
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B&Q leads the pack
Figure 56: Main media advertising spend by leading DIY retailers, 2011-14

Share of advertising spend
Figure 57: Share of total main media advertising spend in the UK DIY retailing sector, by retailer, 2013-14

43% of total DIY retail advertising spend channelled through TV
Figure 58: Main media advertising spend, by media type, 2011-14

Figure 59: Leading DIY retailers main media advertising spend by media type, 2014

What we have seen in 2015

What you need to know

Brand map
Figure 60: Attitudes towards and usage of selected brands, November 2014 and February 2015

Key brand metrics
Figure 61: Key metrics for selected brands, November 2014 and February 2015

Brand attitudes: Wilko’s value is a defining feature
Figure 62: Attitudes, by brand, November 2014 and February 2015

Brand personality: B&Q’s advertising spend may help drive a more vibrant image
Figure 63: Brand personality – macro image, November 2014 and February 2015

Wilko’s perception of value comes at the expense of a basic brand image
Figure 64: Brand personality – micro image, November 2014 and February 2015

Brand analysis

B&Q tends to perform strongly across metrics
Figure 65: User profile of B&Q, February 2015

Wilko most likely to be noted for value
Figure 66: User profile of Wilko, November 2014

Wickes lacks the penetration of other brands
Figure 67: User profile of Wickes, February 2015

Homebase’s negative perceptions may contribute towards slipping usage
Figure 68: User profile of Homebase, February 2015

Greater competition

Move back to the inner cities

Younger people prefer the non-specialists

Few people buy online and they tend to be younger

Homebase fares best in satisfaction, but B&Q rated for service

Two thirds of people plan to do some DIY work in the coming year

A third of the population hates DIY

Brand Research

The Consumer – What You Need to Know

Where They Shopped

Report Price: £1750.00 | $2834.04 | €2223.04

DIY Retailing - UK - May 2015

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 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/715826/
mailto:reports@mintel.com


Figure 69: Where consumers have bought DIY products in the last year, March 2015
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Figure 93: Planned DIY work by favourite DIY retailer, March 2015

Figure 94: Attitudes towards DIY stores, March 2015
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Retail offering

What we think
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Figure 102: Homebase Ltd: Outlet data, 2010/11-2014/15
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One Kingfisher
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Online
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CHAID Analysis
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Company performance
Figure 103: Kingfisher, like-for-like sales growth by country, 2014/15

Figure 104: Kingfisher Group: Group financial performance, 2010/11-2014/15

Figure 105: Kingfisher Group: Outlet data, 2010/11-2014/15

Retail offering
Figure 106: B&Q (UK) and Castorama (France): sales breakdown, by category, 2014/15
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Market conditions

Company background

Company performance
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Figure 108: Travis Perkins Retail: Outlet data, 2010-14
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Appendix – Data Sources and Abbreviations
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