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“Since the collapse of Comet the electrical specialists have
seen their share of the market diminish under pressure

from non-specialists. There were signs of a resurgence in
the specialist market in 2014 and this has accelerated in

2015 with the specialists sector outpacing an overall
market which saw consumer spending fall."

– Nick Carroll , Retail Analyst

This report looks at the following areas:

• The importance of stores in the decision making process
• Sainsbury's and Argos: what does it mean for the electricals market?
• Getting service right
• Black Friday: making sense of it all

A major part of this has been to bring prices in line with the online-only players, notably Amazon.
Stores also remain a crucial part of the electricals buying process, with consumers continuing to value
the ability to view products physically as well as benefit from the in-store and after-sales service given,
which is also helping to encourage consumers back to the specialist retailers.
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Figure 105: User profile of Apple Store, December 2015

Argos performs well on availability and trust
Figure 106: User profile of Argos, December 2015
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Figure 107: User profile of AO.com, December 2015

Currys PC World struggles to improve negative brand associations
Figure 108: User profile of Currys PC World, December 2015
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Figure 123: Dixons Carphone: Outlet data, 2009/10-2013/14

Figure 124: Dixons Carphone: Planned store closures, 2016
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Figure 126: Dixons Carphone: Store portfolio, 2014-15
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What we think

Bolstering online support for non-store customers

Raising brand awareness of multichannel credentials and in-store advisory service

Full week of Black Friday sales

Retro trend for 80s gadgets

Company background

Company performance
Figure 130: Maplin Electronics Ltd: Group financial performance, 2010-2014/15

Figure 131: Maplin Electronics Ltd: Outlet data, 2010-2014/15

Retail offering

Data sources

Financial definitions

Sales per store, sales per square metre

Exchange rates

Consumer research methodology

The consumer: Key driver analysis

Interpretation of results
Figure 132: Overall satisfaction with last retailer purchased from – Key driver output, November 2015

Figure 133: Overall satisfaction with last retailer purchased from – Key driver output, November 2015

Mintel market size definitions

Forecast methodology

Specialist sector size

Abbreviations

Euronics International

Maplin Electronics

Appendix – Data Sources, Abbreviations and Supporting Information

Report Price: £1750.00 | $2834.04 | €2223.04

Electrical Goods Retailing - UK - February 2016

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

http://reports.mintel.com//display/store/747603/
mailto:reports@mintel.com

	Electrical Goods Retailing - UK - February 2016
	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 – What You Need to Know
	Market Drivers
	Market Size and Forecast
	Specialist Sector Size
	Channels of Distribution
	The Consumer – What You Need to Know
	What They Bought
	Where They Buy
	Satisfaction with Retailers
	What They Expect to Buy
	Attitudes towards Electrical Goods Retailers
	Black Friday
	Key Players – What You Need to Know
	Innovation and Launch Activity
	Space Allocation Summary
	Retail Product Mix
	Leading Electrical Specialists: Key Metrics
	Leading Non-specialists: Key Metrics
	Market Shares
	Online
	Advertising and Marketing Activity
	Brand Research
	Amazon Europe
	Apple Retail
	AO World
	Argos
	Dixons Carphone
	Euronics International
	Maplin Electronics
	Appendix – Data Sources, Abbreviations and Supporting Information



