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Our MissionMission and focus



New	
  Website	
  – September	
  2014

The leading news and market 
intelligence website for the Home 
Improvement & Gardening Industry, 
covering the UK, International and 
Digital Retail sectors.

Monthly Stat’s - 30,000+ users, 45,000+ sessions, 75,000+ page views

Insight Retail Group Ltd



§ The UK Home Improvement & Garden Market.
§ The Home Improvement Retail Landscape.
§ Make it simple, make it easy.
§ New entrants & new business models.
§ Get ready for the Millennial impact.
§ Under Pressure.

Content



The UK Home Improvement
& Garden Market



Home Improvement & Garden market still in growth



New House Building Static



Housing Transaction Data



Move or improve?



The	
  2018	
  weather	
  hasn’t	
  helped



Our Mission

Brand
Power

Retailer
Power

Consumer 
Power

The brands decided which 
retailers stocked their 

products.

The retailers decided 
which products and 

brands to range in their 
stores.

The consumer decides 
where they want to 
purchase products. 

Buying	
  Power	
  is	
  shifting	
  to	
  consumers



The number of new companies & retail competitors has 
grown substantially in the last 10 years

Barriers to entry virtually non-existent



Online sales penetration remains 
relatively low.

UK online penetration by category



The Market - Summary

§ The UK’s Home Improvement and Garden market is predicted to 
grow in 2018, despite weather impact in Q1.
§ House building and housing transaction data showing limited 
change. 
§ Buying power continues to shift away from retailers to consumers.
§ Barriers to entry are attracting new online competitors to the 
industry.
§ Online penetration remains low, but increasing.



The Home Improvement
Retail Landscape



Market Positioning Matrix

Consumer Trade

Low	
  Price

High	
  Price



The key players in 2018



Source: Company Annual Accounts & Corporate Websites (June 2018)
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Home Improvement Retailers – Sales Revenue (£m)
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560	
  stores

896	
  stores

415	
  stores

410	
  stores

481	
  stores

356	
  stores

Discounters continue to take share

In	
  
administration



Focusing	
  on	
  Home	
  Improvement



Increasing	
  credibility



The Retail Landscape - Summary

§ Specialists are opening stores and Big-Box DIY retailers are closing.
§ Sales and profit polarisation becoming more obvious between 
Specialists and Big Box DIY retailers.
§ Discounters are taking share and gaining credibility.



Make it simple,
make it easy



Our Mission

Brand
Power

Merchant
Power

User
Power

The brands decided which 
retailers stocked their 

products.

The merchants decided 
which products and 

brands to range in their 
branches and the 
discounts to give.

The builders and 
contractors now have 

more buying power than 
ever.

Buying Power is shifting to Users



Significant growth in new and smaller retail formats

2011	
  – 141	
  stores
2018	
  – 581	
  stores	
  

2011	
  – 103	
  stores
2018	
  – 303	
  stores	
  

Growth	
  of	
  the	
  Mini-­‐Box



Make it simple, make it easy



Selco & Leyland SDM



Further growth of Trade Specialists 

§ 100 Screwfix/Toolstation branches opened in 2017 (60 Screwfix/40 Toolstation).
§ Another 100 branches due to open in 2018.
§ Selco plan to open 7 branches this year.
§ Howdens plan to open 15 branches.
§ Further impact on Big-Box stores.



Make it simple, make it easy - Summary

§ Buying power shifting to the hands of the trade users.
§ The mini-box stores continue to open at the rate of 100 branches a 
year.
§ The focus on their target market is very effective.
§ They continue to make the buying process simpler and easier.



New entrants & 
new business 

models



New routes to market



New business models



New business models



Product

Location Service

Price Range

Promotion

Exclusive 
Products

The Retailer Tool Kit - 2000



Engagement Inspiration Services

New retail differentiators have appeared



Inspiration & Ideas 
Formation

Product, Retailer &
Service Search Actual Purchase Project

Completion

The process hasn’t changed



New entrants & new business models - Summary

§ New market entrants are beginning to take significant share.
§ New business models are appearing.
§ The retailer tool-kit has changed.
§ New retail differentiators have appeared.
§ The buying process is unchanged.



Get ready for the
Millennial Impact



“One of the largest generations in history is about to move 
into its prime spending years. They are poised to reshape the 
economy; their unique experiences will change the way we 

buy and sell, forcing companies to examine how they do 
business for decades to come.

Goldman Sachs – Millennials ‘Coming of age’

Impact of Millenials







The	
  Telegraph	
  27th April	
  2018

The	
  Guardian	
  26th April	
  2018

Challenging times for big-box DIY retailing

The	
  Retail	
  Gazette	
  21st March	
  2018



In	
  2014,	
  B&Q	
  peaked	
  at	
  360	
  
stores.	
  Today,	
  this	
  has	
  reduced	
  
to	
  296	
  (including	
  8	
  Irish	
  
stores).	
  

In	
  2012,	
  Homebase had	
  341	
  
stores.	
  Today,	
  this	
  has	
  reduced	
  
to	
  237	
  Homebase (including	
  11	
  
Irish	
  stores)	
  and	
  24	
  Bunnings	
  
Warehouses.

-­‐64 -­‐104

Big box store closures 2013 - 2018



Pressure building on the big-box retailers



Pressure building on suppliers

§ Exchange rates – significant cost pressure absorbed in 
last 12 months.
§ Retail and cost prices being squeezed – combination of 
online growth and established retailers fighting for a 
declining market.
§ New Channels – suppliers looking to replace business 
through development of new channels – discounters, online 
retailers, selling direct to consumers, Houzz shop etc.
§ Kingfisher One – cost reduction pressure on suppliers.
§ Bunnings/Homebase – dramatic year on year decline in 
business (-30%) adding to pressure.



Retail Pricing Pressure



Kingfisher	
  One



Wesfarmers	
  Exit



Owning the consumer relationship



What can the Big-Box retailers do?

§ Continued investment in the ‘future-proof’ 
categories.
§ Own the end to end consumer process from 
inspiration to supply of product and associated 
services – think Home Solutions and Opun from John 
Lewis and IKEA/TaskRabbit..
§ Work collaboratively with suppliers,
§ Investigate in-store concessions – Wickes Tapi
carpets.
§ Acquisition of strategically important online 
competitors.
§ Identify and invest in new categories –
connected/smart Home.



New categories are appearing



People will always care about their homes and gardens 



Technology is creating new opportunities



The store of the future





Thank you



Follow Us


