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“Pressure is mounting on the DIY sector, with spending
becoming increasingly fragmented and shifting from

specialists to non-specialists. The pressure comes from
external sources, including the shift away from home

ownership, slowing activity in the housing market and
increasing competition, but also internal ones.”

– Thomas Slide, Senior Retail Analyst

This report looks at the following areas:

• Where next for Bunnings and Homebase?
• Specialists battling an increasingly fragmented market
• Is there a future for the big-box store?

Sales through the DIY specialists declined in 2017 as they grapple to deal with changes in the way
people live, do DIY and shop. More people are renting, so they are less willing and/or able to take on
DIY projects while the rise of the internet and growth of non-specialists stocking DIY products means
consumers have less need to travel to a warehouse store.

In response, there have been major changes to the retail landscape including the repositioning of
Homebase towards the harder end of the market while its stores await conversion to the Bunnings
fascia. To date, 23 Bunnings stores have opened while 227 Homebase stores await conversion. But the
company has admitted mistakes during this process which has resulted in a major drop in revenue and
an announcement on the future of the business due in June 2018.

While the specialists struggle, consumer spending on DIY-related categories increased in 2017,
highlighting the increasingly fragmented nature of the market with a growing number of non-specialists
launching or expanding their DIY ranges.
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Figure 54: User profile of Wickes, April 2018

Total DIY retail advertising spend down 4.3% year-on-year in 2017
Figure 55: Recorded above-the-line, online display and direct mail total advertising expenditure by UK DIY retailers, 2014-17

B&Q is the biggest DIY retail advertising spender
Figure 56: Leading UK DIY retailers: recorded above-the-line, online display and direct mail total advertising expenditure, 2014-17

B&Q and Homebase increase their share of total sector spend in 2016
Figure 57: Big three DIY retailers’ share of recorded above-the-line, online display and direct mail total advertising expenditure, 2016
and 2017

TV attracts the lion’s share of advertising spend
Figure 58: Recorded above-the-line, online display and direct mail total advertising expenditure by UK DIY retailers, by media type,
2014-17
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Increased urbanisation presents challenges

A new format?

What next?

Company background

Company performance
Figure 65: Kingfisher Group: group financial performance, 2013/14-2017/18

Figure 66: Kingfisher Group: outlet data, 2013/14-2017/18

Retail offering

What we think

Abandoning the soft end of the DIY market

Are there any signs of improvement?

Stick or twist, what next?

Company background

Company performance
Figure 67: Bunnings UK & Ireland: group financial performance, 2012/13-2016/17

Figure 68: Bunnings UK & Ireland: outlet data, 2012/13-2016/17

Retail offering

What we think

Wickes bolstering price competitiveness credentials with new loyalty scheme

Kick-starting kitchen and bathroom sales following slump in second half of 2017

Extended fulfilment options helping drive Toolstation sales growth

Enhanced digital customer experience

Toolstation to double number of branches in the Netherlands in 2018

Company background

Company performance
Figure 69: Travis Perkins Retail: group financial performance, 2013-17

Figure 70: Travis Perkins Retail: outlet data, 2013-17

Retail offering

74% undertook a home improvement project in the past year

Women improve while men maintain

A quarter are already planning their next DIY project

Half have shopped at B&Q in the past year

Satisfied with range, but less so with service

43% of shoppers visited a store to view/try products

Bunnings (Homebase)

Travis Perkins Retail

The Consumer – What You Need to Know

Home Improvement Projects Undertaken
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74% of households have done home improvement in the past year
Figure 71: Project undertaken in the last 12 months, March 2018

Scots are most likely to undertake a project
Figure 72: Any DIY/home improvement project undertaken in the past 12 months, by region, March 2018

Who did the work?

54% of women undertook work themselves
Figure 73: Who carried out home improvement projects undertaken in the last 12 months, March 2018

Those living in Yorkshire and Humberside are most likely to do DIY
Figure 74: Home improvement projects carried out by someone in the household or a friend, March 2018

Improve the look or general maintenance
Figure 75: Reasons for undertaking DIY/home improvement projects in the past year, March 2018

Women are more proactive when it comes to DIY projects
Figure 76: Reasons for carrying out home improvement projects, by gender, March 2018

Londoners are more reactive when it comes to home improvement
Figure 77: Reasons for carrying out a home improvement project, those living in London compared to the average, March 2018

60% expect to do DIY/home improvement
Figure 78: DIY/home improvement plans for the next 12 months, March 2018

Women are more likely to be planning DIY projects
Figure 79: DIY/home improvement plans for the next 12 months, by age and gender, March 2018

Scots are most likely to have DIY plans
Figure 80: DIY/home improvement plans for the next 12 months, by region, March 2018

Half have shopped from B&Q in the past year

Homebase still second in terms of popularity

Amazon the second-most popular online

Bunnings edges into the rankings
Figure 81: Where they shopped for DIY products in the past year, in-store or online, March 2018

Online shoppers are younger and wealthier than in-store shoppers
Figure 82: Where they shopped for DIY products in the past 12 months, by age and socio-economic group, March 2018

Multi-channel shopping is growing in importance
Figure 83: How they shopped for DIY products in the past 12 months, March 2016-March 2018

DIY shoppers are satisfied with products…

...but less so with service
Figure 84: Satisfaction with features of DIY retailers, March 2018

Wilko and Amazon customers are most satisfied with price

Reasons for Undertaking Projects

Plans for Next Year

Where They Shopped

Satisfaction with DIY Retailers
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B&Q customers are most satisfied with the range on offer

Homebase falling behind when it comes to stock availability

Amazon wins for speed of checkout
Figure 85: Satisfaction with specific factors at the retailer they spent the most at in the past year, by where they spent the most in the
past year, March 2018

Amazon shoppers are most satisfied

But it’s a different story for Homebase/Bunnings
Figure 86: Proportion of those who spent the most with each retailer in the past year saying they were ‘very satisfied’ with the overall
experience, March 2018

Product range needs to be promoted
Figure 87: Key drivers of overall satisfaction with DIY retailers, March 2018

Figure 88: Overall satisfaction with DIY retailers – Key driver output, March 2018

Multichannel shopping is becoming the norm

Online is the preferred source of advice and inspiration
Figure 89: How they shopped for DIY/home improvement products in the last 12 months, March 2018

Stores are struggling to appeal to younger shoppers
Figure 90: How they shopped for DIY/home improvement products in the last 12 months, March 2018

Abbreviations

Consumer research methodology

Forecast methodology

Methodology

Interpretation of results
Figure 91: Overall satisfaction with DIY retailers – Key driver output, March 2018

Figure 92: Satisfaction with DIY retailers, March 2018

Key Driver Analysis

How They Shop

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Market Size and Forecast

Appendix – Key Driver Analysis
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