How can brands
get a competitive
edge in-store?
Home, Garden and DIY retail sector

Introduction

The Landscape

Like so many other sectors, the Home, Garden
and DIY retail landscape is becoming an
increasingly challenging terrain, with new
horizons emerging and a changing economic
(and sometimes meteorological) climate forcing
a rethink of traditional approaches.

The Home and Garden product market has steadily
grown in Western Europe over the past 5 years. Valued
at €235bn in 2015, it is forecast to reach €268bn by
2020. Whilst a positive headline that the sector value is
continuing to increase, many large, established bricksand-mortar retailers have reported minimal, stagnant or
even negative sales growth in the same period. Average
year on year growth is currently sitting at under 2% – the
stark contrast between this figure and the 30%+ growth
Amazon is experiencing in the same sector in Europe is
a clear indicator of where the market is heading. As a
percentage of overall sales, Amazon still lags way behind
the big retailers – in 2017, for example, Amazon’s Home
Improvement sales were €1.4bn in Europe – but past
performance in other sectors has shown how quickly
Amazon can turn a foothold into market dominance, with
the huge advantages of agility, accessibility and brand
power on its side. We cover this subject in more depth in
‘The impact of online’, but even as a small part of the larger
retail market figures, its influence cannot be ignored.

Fundamental demographic shifts are underway as
younger, less hands-on generations enter the market, and
the inevitable move to online retail is slowly – but surely
– beginning to have a noticeable impact on bricks-andmortar stores. Big brands that have previously traded off
their names and reputations are having to work harder
in-store to capture and convert increasingly tech-savvy
and disengaged customers, while also having to maximise
return on investment as sales and promotional budgets
continue to be squeezed.
The good news, however, is that lessons learned in other
sectors are ready to be applied in this one. These include
the transformative power of the ‘retail experience’, the
economic and logistical advantages of modular design
for in-store displays, the huge efficiencies a centralised
online management portal can bring and an omni-channel
approach that unites on- and offline sales opportunities.
Already proven to be effective in other retail sectors, these
techniques can provide the answer to the question: as we
prepare to enter the 2020s, how can Home, Garden and
DIY brands get a competitive edge in-store?

In-store activity will need to adapt and
evolve to rise to the online challenge – or
adopt a true omni-channel approach and
use technology to unify on- and offline
sales channels.
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This has been done to great effect in other sectors, and
the ‘hands-on’ nature of Home, Garden and DIY lends
itself particularly well to the idea of interactive, engaging
and entertaining in-store displays so there are huge
opportunities to embrace this change and emerge stronger.
Weather obviously plays an enormous part in consumer
demand within this sector, particularly in the Garden or
outside Home Improvement areas. While very hard to
attach market performance to specific climate statistics, a
clear observation has been that increasingly changeable
weather, unseasonable hot (or cold) periods has made
responding quickly to weather-driven consumer demand
harder to predict and achieve. The classic ‘peak’ periods
still very much apply as well however. Looking at the BBQ
and outdoor dining market as a good example, demand for
key products grows by 319% between February and May,
being led by gazebos and parasols in the run up to Easter,
which are then overtaken by BBQs after Easter and on
into early summer. While there is a steady and significant
increase, there are noticeable peaks and troughs within
this data which can potentially be attributed to fluctuations
in the weather – only the most dedicated and optimistic
outdoor eating enthusiasts head out on a rainy Sunday in
May to buy a BBQ.
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This seasonal demand, coupled with unpredictable highs
and lows, highlights the importance of being able to respond
quickly and effectively, getting products in-store with the
shortest possible lead times, while still with enough impact
to convert that agility to sales. A fundamental rethink of how
to achieve this is required – the traditional, heavily forwardplanned paths to market are increasingly seeing brands
either under- or over-supplying against consumer interest
and demand, and missing opportunities as a result when the
peaks hit.
This is where a combination of a modular
approach to display design – using shared
components and processes wherever
possible to hugely reduce both time to
market and cost – and a centralised online
management system will make a world of
difference.
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Brands with multiple, varied locations and markets
to manage will need to take advantage of these new
approaches to remain competitive.
A scalable, flexible online management
system allows brands to move to a
‘continuous order’ model, meaning that
demand can be met quickly and efficiently
with vastly reduced stock issues, and
displays can be tailored and ordered at an
individual, regional or national level.
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The adoption of these methodologies has seen dramatic
positive change in other sectors.
Another interesting point to consider when looking at the
European market are the national cultural differences in
attitudes towards DIY and Home and Garden maintenance.
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According to a 2018 report by the European Home
Improvement Monitor, the Italians and Polish are the most
enthusiastic DIY-ers, while the Dutch and the British enjoy
it the least. DIY market growth was seen in Germany
(2.9%) and France (0.4%) in the same period too, but the
huge variance in figures means that brands will need
the ability to manage regional markets in a targeted and
tailored way when it comes to this sector, one size does
not fit all. As with the weather concerns, traditional market
management by international brands can make a varied
regional approach hard to achieve and maintain.
New and vastly improved online
management methods are available that
will make centralised control of different
regional markets achievable – and will
be vital for brands if they are to remain
relevant in the right markets.
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Changes in attitude
Part of the regional national differences in attitude
is driven by a largely generational demographic shift
from DIY to DIFM (“Do It For Me”). Surveys undertaken
between 2014 and 2018 across 11 European countries
have shown a slow but steady decline in DIY from 68%
to 66% and a mirrored increase in DIFM from 32% to
34%. According to the surveys, the younger generation
has less DIY experience and as a result would prefer to
employ a professional to do the work. The DIFM increase
would likely be much higher, but there is reportedly a
shortage of professionals due to the increased demand
for their services, which is driving up the cost and
reducing availability. In addition to this, the ‘baby boomer’
generation, who have historically been the most DIYfocused, are now at an age where they are much more
likely to employ someone else to do it as they find the work
harder to do themselves.

Hometree (UK-based provider of home, heating and boiler
cover for consumers) undertook a study directly comparing
differences in attitude between the ‘baby boomers’ (born
between 1946 and 1964) and ‘Gen Z’ (born after 1997).
They found that only 15% of Gen Z would choose to DIY
versus 47% of baby boomers, and 21% would employ a
professional versus 12% of baby boomers. The reasons
given by Gen Z for this attitude give us an interesting
insight into their mindset – and potential opportunities for
addressing it. 34% blamed lack of time, 18% blamed lack
of knowledge and said they would call a professional for
help. Of the 23% who selected ‘other’, nearly 50% said it
was because DIY was either “too dirty” or “too dangerous”.
Interestingly, this should not be taken as a lack of
willingness to learn new skills or a total disinterest in DIY.
In the European report, 42% of 18-34 year olds said they
were interested in learning new DIY skills, compared to
only 21% aged 55+. Of those willing to learn, 51% said
they’d turn to online videos and 44% would want to work
alongside someone experienced so they could learn handson. In terms of where they would go for specific advice,
the top 3 destinations listed were Google, staff in a DIY
store and the DIY store itself. The last two should be of
real interest to brands looking to gain a competitive edge
in-store.
The opportunity for interactive, highly
informative and user-friendly product
displays that can add a genuinely valuable
‘knowledge layer’ to in-store marketing is
an exciting prospect.
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In our own online report on the rise of experiential
retail, we found that “while Millenials and Gen Z take
the availability of online retail for granted, they actually
value physical, meaningful, ‘in real life’ connections with
the things they’re buying more than digital convenience.
Shopping, in this context, is a leisure activity – so why
shouldn’t it be entertaining, exciting and fun? The next
generation are not just shopping for products – they’re
shopping for experiences.” To inspire and engage these
younger generations – with the ultimate goal of turning
service-purchasing DIFM-ers into product-purchasing DIYers – brands need to up their in-store game, establishing
themselves as go-to experts and approachable,
knowledgeable sources of information to encourage
a reluctant demographic to ‘give it a go’.
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The impact of online
No surprises here – the overall online retail channel
continues to grow. The IMRG Cap Gemini e-Retail sales
Index was +18.8% in April 2018 (with an average of
+17% for the 3 month period), well above the previous 6
and 12 month trends of +13% – showing the rapid rate
online retail is continuing to grow. The Home, Garden and
DIY sector has long been seen as largely ‘e-commerce
proof’ due to its fundamentally physical and tactile nature.
As we’ve said previously however, even with the major
bricks-and-mortar chains such as Kingfisher, Bauhaus
and Adeo holding approximately 93% of the market share,
brands should ignore the increasing and future impact of
online on the in-store landscape at their peril. Amazon
and the rapidly growing French online DIY marketplace
manomano are still very small players by comparison, but
the significant impact they’re having is behavioural more
than it is economic – consumers are increasingly expecting
the convenience, choice and interaction that comes with
online to be carried into physical retail.
This is where the ability of physical retail to provide a
true and meaningful ‘experience’ comes into play. This
doesn’t have to be an either/or scenario – advances in
design, technology and manufacturing can now turn
static in-store displays into dynamic, media-rich focus
points in any store, even within tighter budgets. Younger
generations are looking for meaningful connections
with the products they buy. Consumer analytics firm
Adoreboard surveyed 10,000 18-34 year olds, and found
that on an emotional level, 49% preferred to shop in
physical stores, compared to 39% who preferred websites,
and 11% who preferred apps. According to Adoreboard,
“the next generation…want, need and value that in-person,
human, individualised experience.” With this comes the
potential for a fully connected on- and offline shopping
experience. Think with Google found that in the Home
and Garden sector, 60% of people use mobile search for
ideas about what to buy before they head into a store, and
79% of mobile users search for alternatives whilst looking
at products in-store. Savvy brands will take this as an
opportunity to capture and convert customers at multiple
points along their journey.
A user that’s found a product online, goes
to see it in-store and finds an immersive,
interactive display where they can learn
hands-on how to use it, what it looks like
in real-world situations and how it stacks
up against the competition will be far more
likely to convert into a sale.
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Some retail and product brands such as B&Q and IKEA are
using Augmented and Virtual Reality effectively online to put
the customer in the picture – why not bring that experience
in-store as well? This is a prime example of WACD (“What
Amazon Can’t Do”) and a compelling way to keep in-store
marketing not only relevant, but leading the way.
There’s no doubt that increasingly technologically complex
displays that can compete with the online market bring
their own challenges, but smart approaches require smart
management. Interestingly, lessons learned online are
being applied in practical ways in this area.
The most progressive display designers
have already been using advanced
management technology to great effect
in other sectors – including displays that
can be remotely updated, units that inform
managers when they need maintenance
and systems that monitor their own
performance.
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With these tools well within the reach of brands, extra
complexity does not have to mean extra work to manage –
in reality, it’s usually less work than traditional approaches.

The changing face of retail
This shift toward to the retail ‘experience’ for brands
echoes changes the retailers are undergoing as well. As
shopping transforms further and further into a leisure
activity, retailers are adapting to provide shoppers with a
destination, not just a shop. This can most clearly be seen
in garden centres, the most successful of which saw the
changes coming and added cafes, cooking demonstrations,
events and children’s playgrounds to their locations as
well as a huge number of non-garden lifestyle product
ranges to their stores to turn a quick shop for plants into an
afternoon out for the family.
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The major Home and DIY retailers are beginning to explore
this crossover in more depth now, and are welcoming
brands who can help turn their stores into comprehensive
and engaging destinations – increasingly sophisticated
interactive displays, immersive shops-in-shop, and even
large-scale brand partnerships such as Argos within
Sainsbury’s will play a large part in this transformation.
In the words of Retail Systems Research’s 2018 report,
“The retail store is not experiencing an apocalypse: on the
contrary, it is on the cusp of a renaissance.”
The challenge that arises from this is the huge increase in the
variety of retail footprints and formats that brands will need
to consider when planning and creating their in-store activity.
For maximum impact – and brand
consistency – brands will need to adapt
to be agile and flexible enough to scale
their experiences across all these new
consumer touch-points, or risk being left
behind. This is again where modularity and
smart centralised management emerge
as vital components of this new strategy
– with an intelligently designed, adaptable
and scalable display system and the right
management tools in place, this can be
easily achieved; even allowing for the extra
complexity involved. New developments in
online management are seeing the rise of
systems that let brands control and manage
the process from start to finish. The best
of these let you plan, configure, order and
deploy displays while working from live stock
levels – and give you complete oversight of
all of your installations and maintenance
requirements. This level of sophistication
is essential for brands looking to stay
competitive in the retail renaissance.
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Choosing the right partner
So, how do you create engaging, compelling and immersive
in-store experiences that can be installed, managed and
maintained on an international scale with enough agility
and flexibility to respond quickly and effectively to a huge
range of retail footprints across a rapidly changing market?
You need a partner with the expertise, experience and
capability to give you the competitive edge – and one who
has moved away from the ‘traditional’ methods of getting
brands in-store. Here are some of the must-haves when
choosing your display partner:

Modular approach
A key aspect in achieving speed, scale and quality on a
budget is modularity. Even with a huge range of retail
footprints to fill, a modular approach to design allows
brands to scale their in-store activity up or down on a
case-by-case or chain-by-chain basis, adding or removing
features as space and budget allows. The huge advantage
is that the core experience remains the same for the
consumer, while brands can save a significant amount
of time and money by having constant access to what is
essentially a display ‘building set’.

Smart use of technology
Interactive displays, virtual and augmented reality, advanced
connectivity – these are all becoming essentials parts of the
new retail experience. You need a partner with the technical
expertise to utilise these transformative technologies and
maintain the complex systems they require.

Centralised online management
With such a huge potential range of installations and
configurations, you need a partner who will give you the
ability to manage it all securely in one central place, such
as an online portal. This will be vital in being able to hit
multiple markets quickly and effectively, and in measuring
the performance of your in-store activity.

Proven track record in other markets
There are brilliant lessons to be learned from other sectors
– an ideal partner will be able to apply strategic intelligence
gained in these sectors, look for parallels in the Home,
Garden and DIY market and bring the advantages of their
experience to the table. In a changing retail climate, being
able to disrupt the accepted norms by applying lessons
learned from other markets is a proven strategy and one
that will set you apart from the rest of the pack.
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Conclusion
So, what does this all mean for 2020? In the
face of an uncertain economic landscape,
increased competition from online retailers
and the changing attitudes of consumers,
Home, Garden and DIY brands will need to
ready to respond quickly to new demands
and challenges if they’re to thrive in-store.
The transformative power of the retail ‘experience’,
smart and compelling use of technology and the
ability to convert shoppers into loyal fans who look
in-store for the brands they’ve come to trust and
respect will all be absolutely vital in gaining the
competitive edge in-store in 2020.

To find out how Alrec can transform
your in-store activity in the coming
years, talk to one of our expert team on
marketing@alrec.com or your Alrec contact.

