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GfK Group: Growth from Knowledge

Turnover
1,2 bn. Euro in 2009

People
Current total of more than 10.000 employees
- around 80% are based outside Germany

Position
- No. 1 market research agency in Germany

- No. 4 market research agency in Europe and the world

- GfK Living & Retail is the leader in Consumer Knowledge within the
Home Improvement & Nonfood market

Growth
average growth of 15 % per year within the last 10 years

mailto:oliver.schmitz@gfk.com
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GfK Living & Retail

Continuous Consumer Tracking within the following markets

§ Building / construction

§ Refurbishment

§ Sanitary fittings / sanitary
ware

§ Components (windows,
doors, fittings, etc.)

§ Building material/chemistry

§ Flooring

§ Heating/air conditioning

§ Energy (oil, gas, electricity,
photovoltaic, solar, etc.)

§ Handcraft

§ etc.

Individual, custom-made market analyses and fact based consultancy on national and international basis

Building &
Refurbishment DIY & Garden Home & Furnishing Electric Appliances &

Hometec
§ DIY stores product lines

(tools, power tools)

§ Garden product lines
(garden hard goods, garden
tools)

§ barbecue / grill

§ Watering

§ Lawnmower

§ Power saws

§ Garden furniture

§ Garden ponds

§ Plants

§ Furniture (living room,
bedroom furniture,
upholstery, bathroom
furniture etc.)

§ Kitchens

§ Kitchen sinks

§ Household products
(cookware, cutlery, baking
tins, etc.)

§ Home textiles

§ Decoration and accessories

§ Mattresses and springs

§ etc.

§ White goods/ MDA

§ Small Domestic Appliances

§ Consumer Electronics

§ House and safety
equipment

§ Lighting

§ Sports equipment

§ etc.

More information: www.gfk-living.com

Within GfK Group, the profit center GfK Living & Retail is focusing
on fact based consultancy for the markets around home and garden

mailto:oliver.schmitz@gfk.com
http://www.gfk-living.com
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• Analysis of all relevant information for the DIY-/Gardening branch regarding market,
distribution, retailers and consumer insights.

• The study has been carried out on a representative basis for the respective countries.

• Possibility to carry out the study in additional countries that are relevant for you.

• Comparable results to prior studies fediyma (2005 & 2007) and GfK Living
(2009) in relevant issues enables to identify central trends and developments.

• Focus on DIY and Gardening (no dilution of content that may occur when conducting a
multi-topic or omnibus survey).

• Comparable cross-country analysis of all relevant market information.

International fediyma DIY Consumer Study 2010 by GfK Living & Retail
Your benefits

mailto:oliver.schmitz@gfk.com


5

GfK-Living.comContact: * oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

Spain

Germany

UK

France

Belgium

Denmark

International fediyma DIY ConsumerStudy 2010 by GfK Living & Retail
in (6+1) European countries

n = 500

n = 500

n = 500

n = 500

n = 500

n = 500

Target Group
Persons who mainly deal with

the realization of renovation work
in a household drawn from

country-representative
household samples

Method
Online-Survey

in the respective countries

Outline/Length
9-page, structured online questionnaire

Time of fieldwork
April 2010

For single clients of GfK Living & Retail we included additional countries.
Therefore the „Total“ shown in this report includes more than the 6 countries mentioned above.

Ask us, if you are interested in receiving compareable knowledge about other countries.

mailto:oliver.schmitz@gfk.com
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Information on target groups:
Cross-country data regarding the market and the living &
furnishing behaviour, information-seeking behaviour and
purchasing behaviour of the target groups.

Information on retail and distribution:
Analysis of the relevant distribution channels and the
significance and performance of the respective retailers.

Information on products and brands:
Analysis of ownership, purchases and planned purchases of
DIY-/Gardening products.

International fediyma DIY Consumer Study 2010 by GfK Living & Retail
Structure

mailto:oliver.schmitz@gfk.com
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International fediyma DIY
Consumer Study 2010
by GfK Living & Retail

Results Overview
Speech of Oliver Schmitz
(Division Manager, GfK Living & Retail)
on the 1st European Home Improvement
Forum 2010 in Vienna,
June 10th/11th 2010

Starts from page 9!

Available For Free !

International fediyma DIY Consumer Study 2010 by GfK Living & Retail
Available results

International fediyma DIY
Consumer Study 2010
by GfK Living & Retail

Complete Results Report
ca. 150 power point charts

including key learnings and
extensive management summary

Available for immediate delivery!

Euro 2.500,-- VAT excl.

mailto:oliver.schmitz@gfk.com
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Benchmark data and sources

International GfK Home- & Garden Monitor
Standardised multinational study about

home- and garden in 13 countries

carried out by GfK Living & Retail in 2008

Fediyma DIY Consumer Report
Multinational Study about consumer behaviour
in the European market for DIY and Gardening

carried out by Fediyma in 2007

mailto:oliver.schmitz@gfk.com
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Facts:
Consequences of the crisis

mailto:oliver.schmitz@gfk.com
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Key-Findings
Facts

§ Most of the European countries had a decreasing Gross Domestic Product
in 2009.

§ Therefore, all countries covered - especially Spain – were also suffering
from an increasing unemployment rate.

mailto:oliver.schmitz@gfk.com
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SpainGermany UK France Belgium

Source: © 2010 GfK Verein: Challenges of Europe 2010
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Key-Findings

§ Most of the European countries had a decreasing Gross Domestic Product
in 2009.

§ Therefore, all countries covered - especially Spain – were also suffering
from an increasing unemployment rate.

§ This economic framework is causing some worries among end-consumers:

§ especially in Spain, Germany and France many people are worried about
unemployment (as we know from Germany, every unemployed person
leads to another 2,5 persons who are afraid of losing their jobs).

§ in Germany, the share of people who are worried about the purchase power
has nearly doubled within one year.

§ in addition, many people in Europe are worried about the economic stability
of their country.

mailto:oliver.schmitz@gfk.com
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SpainGermany UK France Belgium

Unemploy
-ment
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Unemployment is still a major challenge in Europe,
especially in Spain, Germany and France

The Top-3 challenges by Country comparison
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Potential:
Despite the crisis: homing is offering great potentials

mailto:oliver.schmitz@gfk.com
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Key-Findings

§ One of the reasons why the market for home improvement is not that much
affected (and hopefully will  be) by these circumstances is the fact that many
consumers who are resistant of the crisis are driving the home improvement market.

mailto:oliver.schmitz@gfk.com
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33% 30%

27% 27%

46% 47%
55% 56%

2009

17%

2008

18%

2009

23%

2008

21%

crisis affected consumers
crisis threatened consumers
crisis resistant consumers

Crisis consumer segments

* Representative distribution of German households

Affected by crisis: Renovators

German analyses show: Many renovators are not
or not severly affected by the crisis
Base: 2008 vs. 2009

Households in Germany* Renovators Total

Source: GfK RenovationBarometer

mailto:oliver.schmitz@gfk.com
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Key-Findings

§ One of the reasons why the market for home improvement is not that much
affected (and hopefully will  be) by these circumstances is the fact that many
consumers who are resistant of the crisis are driving the home improvement market.

§ Looking into the future, there is still a great potential for further growth
in the renovation and home improvement market.

§ With the exception of Spain, which had the highest building completions 2008,
around 50% of the houses do need renovation in the eyes of end-consumers.

mailto:oliver.schmitz@gfk.com
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Almost 50% of the houses are more or less outdated
and need or definitely need to be renovated

Q2g: What condition would you say the house / flat in which you live is in? (in %)
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Source: EUROCONSTRUCT, 2008

Building completions in Europe 2008
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Key-Findings

§ One of the reasons why the market for home improvement is not that much
affected (and hopefully will  be) by these circumstances is the fact that many
consumers who are resistant of the crisis are driving the home improvement market.

§ Looking into the future, there is still a great potential for further growth
in the renovation and home improvement market.

§ With the exception of Spain, which had the highest building completions 2008,
around 50% of the houses do need renovation in the eyes of end-consumers.

§ No surprise: among all countries, the reach of people who are renovating is
much higher than the share of people who were building a new house.

mailto:oliver.schmitz@gfk.com
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While the share of people building a new home is generally rather low,
the share of people renovating is quite high in all countries

Q5a: In the last 6 months, have you built a house or finished construction of a new home? (in %)
Q5b: In the last 6 months, have you conducted or had renovation-, repair- or beautification work conducted on your home
(either in your house, apartment or vacation home) or garden? (in %)
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Key-Findings

§ One of the reasons why the market for home improvement is not that much
affected (and hopefully will  be) by these circumstances is the fact that many
consumers who are resistant of the crisis are driving the home improvement market.

§ Looking into the future, there is still a great potential for further growth
in the renovation and home improvement market.

§ With the exception of Spain, which had the highest building completions 2008,
around 50% of the houses do need renovation in the eyes of end-consumers.

§ No surprise: among all countries, the reach of people who are renovating is
much higher than the share of people who were building a new house.

§ The average expenses for home improvement are higher in each country
than the average expenses for home maintenance.

§ The Germans and the French invest more on average in both home improvement
and home maintenance, while the average expenditure is comparably low in
Spain and UK.

mailto:oliver.schmitz@gfk.com
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The invest for home improvement and home maintenance
is above average in France and Germany

6f: How much did you spend on home maintenance and home improvement during the last 12 months?

0

500

1.000

1.500

2.000

2.500

3.000

3.500

4.000

0 500 1.000 1.500 2.000

Denmark
Spain

Belgium
France

UK

Germany

A
ve

ra
g

e
in

ve
st

fo
r

h
om

e
im

p
ro

ve
m

en
t

in
th

e
la

st
 1

2
m

on
th

s
in

€

Average invest for home maintenance
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Ø 1.055 €

Ø 2.300,-€
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Key-Findings

§ One of the reasons why the market for home improvement is not that much
affected (and hopefully will  be) by these circumstances is the fact that many
consumers who are resistant of the crisis are driving the home improvement market.

§ Looking into the future, there is still a great potential for further growth
in the renovation and home improvement market.

§ With the exception of Spain, which had the highest building completions 2008,
around 50% of the houses do need renovation in the eyes of end-consumers.

§ No surprise: among all countries, the reach of people who are renovating is
much higher than the share of people who were building a new house.

§ The average expenses for home improvement are higher in each country
than the average expenses for home maintenance.

§ The Germans and the French invest more on average in both home improvement
and home maintenance, while the average expenditure is comparably low in
Spain and UK.

§ This finding exactly matches the fact that in Germany and France the
DIY-orientation is higher than in the other countries in both categories.

mailto:oliver.schmitz@gfk.com


25

GfK-Living.comContact: * oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

France and Germany are the countries with the highest average spendings and
the highest share of people who did 100% DIY, while in Belgium there is a great
difference between home improvement and -maintenance
Q6f: How much did you spend on home maintenance and home improvement during the last 12 months? (in %)
Q6g: Which percentage of each of these activities did you do yourself? (in %)
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ in addition safety is ranked No. 2 of the changes in people’s priority.

mailto:oliver.schmitz@gfk.com
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Source: GfK Verein, January 2010
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ Safety is No. 2 of the changes in people’s priority.

§ For 91% of the participants today, their own home is an extremely important
place to feel comfortable and to relax.

mailto:oliver.schmitz@gfk.com
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People are seeking for know-how in the area of home improvement,
because beautifying their home means a great deal to them

Q4d: In the following you will find statements about the topics of decorating and renovation. How strongly do you agree to these
statements? (1 = “I don’t agree at all” and 4 = “I agree completely”) (Top-Box 3+4; in %)

50

51

60

60

64

65

73

73

91

I would do more in and around the
home if I knew how to do it.

I enjoy often redecorating my
home with new accessories.

A beautifully decorated home means a
great deal to me in my life.

For me, our home is an extremely important
place to feel comfortable and to relax.

I enjoy every step of home improvement work – from
planning through to the end result.

I prefer power tools which are
also used by professionals.

I am always interested in getting new tips and tricks in order to
improve my abilities as a do-it-yourselfer.

Being creative and achieving something by myself is what
makes the difference in do-it-yourself work.

I welcome any technical development which makes the
job of a DIYer simpler and easier.

mailto:oliver.schmitz@gfk.com
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ Safety is No. 2 of the changes in people’s priority.

§ For 91% of the participants today, their own home is an extremely important
place to feel comfortable and to relax.

§ Innovations that simplify DIY are welcome and appreciated by three quarter.

mailto:oliver.schmitz@gfk.com
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People are seeking for know-how in the area of home improvement,
because beautifying their home means a great deal to them

Q4d: In the following you will find statements about the topics of decorating and renovation. How strongly do you agree to these
statements? (1 = “I don’t agree at all” and 4 = “I agree completely”) (Top-Box 3+4; in %)
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I would do more in and around the
home if I knew how to do it.

I enjoy often redecorating my
home with new accessories.

A beautifully decorated home means a
great deal to me in my life.

For me, our home is an extremely important
place to feel comfortable and to relax.

I enjoy every step of home improvement work – from
planning through to the end result.

I prefer power tools which are
also used by professionals.

I am always interested in getting new tips and tricks in order to
improve my abilities as a do-it-yourselfer.

Being creative and achieving something by myself is what
makes the difference in do-it-yourself work.

I welcome any technical development which makes the
job of a DIYer simpler and easier.

mailto:oliver.schmitz@gfk.com
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ Safety is No. 2 of the changes in people’s priority.

§ For 91% of the participants today, their own home is an extremely important
place to feel comfortable and to relax.

§ Innovations that simplify DIY are welcome and appreciated by three quarter.

§ End consumers are very keen to improve their DIY skills.

mailto:oliver.schmitz@gfk.com
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People are seeking for know-how in the area of home improvement,
because beautifying their home means a great deal to them

Q4d: In the following you will find statements about the topics of decorating and renovation. How strongly do you agree to these
statements? (1 = “I don’t agree at all” and 4 = “I agree completely”) (Top-Box 3+4; in %)
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I would do more in and around the
home if I knew how to do it.

I enjoy often redecorating my
home with new accessories.

A beautifully decorated home means a
great deal to me in my life.

For me, our home is an extremely important
place to feel comfortable and to relax.

I enjoy every step of home improvement work – from
planning through to the end result.

I prefer power tools which are
also used by professionals.

I am always interested in getting new tips and tricks in order to
improve my abilities as a do-it-yourselfer.

Being creative and achieving something by myself is what
makes the difference in do-it-yourself work.

I welcome any technical development which makes the
job of a DIYer simpler and easier.

mailto:oliver.schmitz@gfk.com
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ Safety is No. 2 of the changes in people’s priority.

§ For 91% of the participants today, their own home is an extremely important
place to feel comfortable and to relax.

§ Innovations that simplify DIY are welcome and appreciated by three quarter.

§ End consumers are very keen to improve their DIY skills.

§ The share of people who are (highly) interested in the topics of home improvement
and home maintenance has increased within one year.

mailto:oliver.schmitz@gfk.com
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Among all countries, the interest for both home maintenance and
improvement has been significantly growing within the last three years

Q4a: In comparison to other topics such as cars, vacations, fashion or sport, how interested are you about home maintenance
(renovation activities that are required to conserve the quality and condition of your home) and home improvement
(renovation activities that are carried out to make your home or living situation better, e.g. beautifying / remodelling your own home) ?
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Key-Findings

§ Homing is a trend that is highly boosted by the crisis:

§ in January 2010, a share of 70% of the Germans stated that ones “home”
will become even more important in the future.

§ Safety is No. 2 of the changes in people’s priority.

§ For 91% of the participants today, their own home is an extremely important
place to feel comfortable and to relax.

§ Innovations that simplify DIY are welcome and appreciated by three quarter.

§ End consumers are very keen to improve their DIY skills.

§ The share of people who are (highly) interested in the topics of home improvement
and home maintenance has increased within one year.

§ Especially Spain and UK offer an additional opportunity by improving
the skills of end consumers.
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While the interest in home improvement and maintenance is very high
- partially with the exception of Germany - the skills are comparably low

Q4a: In comparison to other topics such as cars, vacations, fashion or sport, how interested are you about home improvement (such as
renovation, home repair, construction, modernization, etc.) and decorating work (such as beautifying / remodelling your own home, decorating with
fabrics / colours etc.)? (Top-Box 3+4; in %)
Q4c: Which of the following descriptions best describes your ability in the areas of home improvement and decorating?
(Top-Box 3+4; in %)
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Key-Findings

§ Due to an growing demand for convenience and an ageing society the share of
DIFM (do it for me) is growing in the renovation market (on the example of
Germany)
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Source: GfK RenovationBarometer 07/08
(Winter: October to March of the following year /  Summer: April to September of the respective year)

Even though the share of pure do-it-yourself spendings among
renovation is decreasing…

Renovation spendings in Germany (in million Euro)
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Key-Findings

§ Due to an growing demand for convenience and an ageing society the share of
DIFM (do it for me) is growing in the renovation market (on the example of
Germany)

§ The good news: many end consumers even buy – at least parts of the needed
products – when working with professionals.
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Even when hiring a “professional” many people buy all or parts of the
needed products for their project do-it-yourself

Q1c: When hiring a professional / handyman, do you buy all the products / materials for the projects / renovating etc. yourself or do you have
the professional / handyman buying them? (in %)
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Potential:
One‘s garden is even getting more important

mailto:oliver.schmitz@gfk.com


43

GfK-Living.comContact: * oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

Key-Findings

§ Over all countries - especially in Germany - people really enjoy spending time
in their garden.
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Among all countries the own garden is a place of joy

Q3d: How much do you enjoy spending time in your garden? (in %)
For this scale, 1 = “Do not enjoy at all” and 4 = “very much enjoy”
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Key-Findings

§ Over all countries - especially in Germany people really enjoy spending time
in their garden.

§ On a already high level this emotion has even increased within one year in
most of the comparable countries.
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With the exception of France, people do more and more
enjoy spending time in their garden

Q3d: How much do you enjoy spending time in your garden? (in %)
For this scale, 1 = “Do not enjoy at all” and 4 = “very much enjoy”
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Key-Findings

§ Over all countries - especially in Germany people really enjoy spending time
in their garden.

§ On a already high level this emotion has even increased within one year in
most of the comparable countries.

§ It might be for that reason why the garden maintenance that was carried
out do-it-yourself in 2009 even increased compared to 2007.
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The share of Garden maintenance that is carried out
by DIY has been increasing over the last three years

Q8g: Which percentage of each of these activities did you do yourself? (in %)
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Key-Findings

§ Over all countries - especially in Germany people really enjoy spending time
in their garden.

§ On a already high level this emotion has even increased within one year in
most of the comparable countries.

§ It might be for that reason why the garden maintenance that was carried
out do-it-yourself in 2009 even increased compared to 2007.

§ While the average spending for garden improvement and maintenance
is comparably high in Germany, all countries have a very high share of
people who are mainly doing gardening projects DIY.
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In Germany, there are by far the highest average expenses
in the sector garden improvement compared to the other countries

Q8f: How much did you spend on garden maintenance and garden improvement during the last 12 months?
Q8g: Which percentage of each of these activities did you do yourself?
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TARGET GROUPS

Consumer Insights:
Target Groups
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Key-Findings

§ In our aging society “Best Agers” (50+) and the “Generation Silver” (60+) are
gaining more and more importance in the market:

§ 42% of the people who are mainly dealing with the renovation within the
households are – over all countries – older than 50 years.

§ Only in Spain, people aged 18 to 34 years are playing a comparably an important
role when it comes to renovation with a share of 33% (50plus = 32%).
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Older people are a very important target group when it comes
to the realization of renovation work

Q1b: Please write down the age and gender of the person who mainly deals with the realization of renovation work in your household (in %)
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Key-Findings

§ In our aging society “Best Agers” (50+) and the “Generation Silver” (60+) are
gaining more and more importance in the market:

§ 42% of the people who are mainly dealing with the renovation within the
households are – over all countries – older than 50 years.

§ Only in Spain, people aged 18 to 34 years are playing a comparably important
role when it comes to renovation with a share of 33% (50plus = 32%).

§ In Germany, already 52% of all expenses for DIY products are – with a
significantly growing trend – decided by people who are older than 50 years.
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Key-Findings

§ In our aging society “Best Agers” (50+) and the “Generation Silver” (60+) are
gaining more and more importance in the market:

§ 42% of the people who are mainly dealing with the renovation within the
households are – over all countries – older than 50 years.

§ Only in Spain, people aged 18 to 34 years are playing a comparably important
role when it comes to renovation with a share of 33% (50plus = 32%).

§ In Germany, already 52% of all expenses for DIY products are – with a
significantly growing trend – decided by people who are older than 50 years.

§ When it comes to home maintenance and home improvement, the older generation
has the highest interest as well as – due to experience – the highest skills.
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Especially people in the age of 50+ consider themselves
advanced renovators

Q4a: In comparison to other topics such as cars, vacations, fashion or sport, how interested are you about home improvement (such as
renovation, home repair, construction, modernization, etc.) and decorating work (such as beautifying / remodelling your own home, decorating with
fabrics / colours etc.)? (Top-Boxes 1+2)
Q4c: Which of the following descriptions best describes your ability in the areas of home improvement and decorating?
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Key-Findings

§ In our aging society “Best Agers” (50+) and the “Generation Silver” (60+) are
gaining more and more importance in the market:

§ 42% of the people who are mainly dealing with the renovation within the
households are – over all countries – older than 50 years.

§ Only in Spain, people aged 18 to 34 years are playing a comparably important
role when it comes to renovation with a share of 33% (50plus = 32%).

§ In Germany, already 52% of all expenses for DIY products are – with a
significantly growing trend – decided by people who are older than 50 years.

§ When it comes to home maintenance and home improvement, the older generation
has the highest interest as well as – due to experience – the highest skills.

§ Nevertheless, the importance of this target group is especially founded on their
high and even growing share among the population rather than in their average
expenditure for DIY.
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People who are 60 years and older do not have the highest invests
but are by far the largest age group in all countries

Q6f: How much did you spend on home maintenance and home improvement during the last 12 months? (Average in €)
Share of age group in total population*
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Key-Findings

§ In our aging society “Best Agers” (50+) and the “Generation Silver” (60+) are
gaining more and more importance in the market:

§ 42% of the people who are mainly dealing with the renovation within the
households are – over all countries – older than 50 years.

§ Only in Spain, people aged 18 to 34 years are playing a comparably important
role when it comes to renovation with a share of 33% (50plus = 32%).

§ In Germany, already 52% of all expenses for DIY products are – with a
significantly growing trend – decided by people who are older than 50 years.

§ When it comes to home maintenance and home improvement, the older generation
has the highest interest as well as – due to experience – the highest skills.

§ Nevertheless, the importance of this target group is especially founded on their
high and even growing share among population than in their average
expenditure for DIY.

§ Today, 40% of all renovation work is mainly carried out / organized
by women.
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A rather high share of women is involved in renovation work

Q1b: Please write down the age and gender of the person who mainly deals with the realization of renovation work in your household (in %)
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DIY BEHAVIOUR

Consumer Insights:
From Do-it-yourself to „Soft-DIY“
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A high share of people has carried out rather “soft” DIY activities, while the
highest budget was invested for Wellness and Environmental / Energy activities
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Q6a: Which renovation jobs or projects have you undertaken or had carried out by professional craftsmen during the past 6 months? (in %)
Q6c: What was your total budget for this project, that means materials/tools and labour costs? (in €)
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Smaller projects are carried out by do-it-yourself more often
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For home improvement activities, the DIY-orientation
has been growing over the last three years

Q6g: Which percentage of each of these activities did you do yourself?

60

73 7073

Home
maintenance

Home
improvement

+10

2010

2007

Total

Source 2007: Fediyma DIY Consumer Report
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Consumer Insights:
Information seeking process
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Key-Findings

§ Especially in Germany and France, but also in the other countries, people
are very keen in catching up with new trends and tricks in order to
improve their DIY abilities.

§ Especially in France, people keep themselves well informed about decorating trends,
while in the UK, people are obviously less interested in improving their skills.
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Especially French people are very keen to catch up with the
latest trends, tips and tricks concerning home improvement
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„I keep myself well informed on decorating
trends“ (Top-Box 3+4)

Q4d: In the following you will find statements about the topics of decorating and renovation. How strongly do you agree to these
statements?
For this scale, 1 = “I don’t agree at all” and 4 = “I agree completely”. (Top-Box 3+4; in %)
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Key-Findings

§ Especially in Germany and France, but also in the other countries, people
are very keen in catching up with new trends and tricks in order to
improve their DIY abilities.

§ Especially in France, people keep themselves well informed about decorating trends,
while in the UK, people are obviously less interested in improving their skills.

§ While the interest in decoration tips has increased in all other comparable countries,
in the UK it even decreased.
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In Germany, France and Spain there is a more intensive information
seeking behaviour when it comes to decorating trends than in 2007.

Q4d: In the following you will find statements about the topics of decorating and renovation. How strongly do you agree to these
statements? (1 = “I don’t agree at all” and 4 = “I agree completely”) (Top-Box 3+4; in %)

313436
18

43
59

29
43

2008 2010

“I keep myself well informed on
decorating trends.”

35424038
5355

33
60

„I enjoy realizing new trends in
decorating in my home.”

Source 2008: International GfK Home- & Garden Monitor (IHGM), GfK Living
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Key-Findings

§ Especially in Germany and France, but also in the other countries, people
are very keen in catching up with new trends and tricks in order to
improve their DIY abilities.

§ Especially in France, people keep themselves well informed about decorating trends,
while in the UK, people are obviously less interested in improving their skills.

§ While the interest in decoration tips has increased in all other comparable countries,
in the UK it did even decrease.

§ Brochures of the manufacturer and ads in newspapers do reach the most
people who keep themselves informed about the topic of home improvement.

§ Nevertheless – besides recommendation from friends or sales staff – test
magazines and the internet do have a higher influence in the purchase decision.
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Even though only dealer websites have a high reach, the internet
has great influence in the purchase decision
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User forum on the internet
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Ads in shopping newsletter

Ads in a weekly publishing

Newspaper ad from manufacturer

Newspaper ad from retailer

Advertising from the specialty storeMail order catalogue
Manufacturer brochure

Q11a: Where or how were you informed about your last DIY / home improvement/ garden purchase or new products? (in %)
Q11b: How much did this information influence your purchasing decision? (in %)
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Reach of different information sources

Total

Ø 14,5%

Ø 53,3%
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Key-Findings

§ Especially in Germany and France, but also in the other countries, people
are very keen in catching up with new trends and tricks in order to
improve their DIY abilities.

§ Especially in France, people keep themselves well informed about decorating trends,
while in the UK, people are obviously less interested in improving their skills.

§ While the interest in decoration tips has increased in all other comparable countries,
in the UK it did even decrease.

§ Brochures of the manufacturer and ads in newspapers do reach the most
people who keep themselves informed about the topic of home improvement.

§ Nevertheless – besides recommendation from friends or sales staff – test
magazines and the internet do have a higher influence in the purchase decision.

§ On a very low base, UK has the highest share of both people who search for
information concerning DIY on the internet as well as people who are
already buying DIY products online.
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The UK has a comparably high relation of sourcing information
in internet stores and purchasing via internet
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Q11a: Where or how were you informed about your last DIY / home improvement/ garden purchase or new products? (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Source of information: share of Internet dealers

Ø 9,4 %

Ø 1,3%
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Key-Findings

§ Especially in Germany and France, but also in the other countries, people
are very keen in catching up with new trends and tricks in order to
improve their DIY abilities.

§ Especially in France, people keep themselves well informed about decorating trends,
while in the UK, people are obviously less interested in improving their skills.

§ While the interest in decoration tips has increased in all other comparable countries,
in the UK it did even decrease.

§ Brochures of the manufacturer and ads in newspapers do reach the most
people who keep themselves informed about the topic of home improvement.

§ Nevertheless – besides recommendation from friends or sales staff – test
magazines and the internet do have a higher influence in the purchase decision.

§ On a very low base, UK has the highest share of both people who search for
information concerning DIY on the internet as well as people who are
already buying DIY products online.

§ Fighting for the online consumers on the example of Germany, the
DIY stores are in an improvable position concerning reach and retention.
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Reach vs. Retention Rate: dealer websites in the area of home improvement
February 2010

Reach February 2010 (User) vs. Retention (share of users that visited January and February in %)

Reach / User of the respective website

Retention in %

toom

praktiker.de

bauhaus.info

hornbach.de

hagebau.de

obi.de

poco-domaene.de

roller.de

ikea.com

moebel.de

Ø=9

Ø=630.000

Source: GfK WebEfficiencyPanel / GfK DIY-WebMonitor, GfK Living & Retail
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Reach vs. Retention Rate: dealer websites in the area of home improvement
February 2010

Retention in %

Reach / User of the respective website

otto.de

neckermann.de

toom

praktiker.de

bauhaus.info

hornbach.de

hagebau.de

obi.de
pocoroller

ikea.com

moebe

Ø=13

Ø=1.608.000

Reach February 2010 (User) vs. Retention (share of users that visited January and February in %)

Source: GfK WebEfficiencyPanel / GfK DIY-WebMonitor, GfK Living & Retail
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Consumer Insights:
It is not about cheap prices – it is about „more fore less“
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Key-Findings

§ Despite the crisis quality is getting more and more important (again).
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The quality orientation is growing

51 54 55 56 59 56 54

49 46 45 44 41 46 47 47

5353

44

1995 1997 1999 2001 2003 2005 2006 2007 2008

When buying
things, I mainly
care about the
quality

When buying
things, I mainly
care about the
price

Source: 20.000 households within the GfK Consumer Panel in Germany

- In % -

Recession

52

48

2009

- regardless of the crisis

mailto:oliver.schmitz@gfk.com


81

GfK-Living.comContact: * oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

Key-Findings

§ Despite the crisis quality is getting more and more important (again).

§ Nevertheless, there is not a price orientation on the one hand and
a quality orientation on the other:

§ 79% pay extra attention to special offers

§ 71% compare prices for as long as they need to make sure to have
found the cheapest price

§ almost the same share (77%) is willing to spend more for high quality materials
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Q14: In the following you will find statements about DIY / home improvement and gardening. To what extent do you agree to the
statements? (1 = “Do not agree at all” and 4= “Agree completely”) (Top-Box 3+4; in %)

29

47

51

58

58

59

66

70

71

77

78

79

The dealer where I made my last purchase is too big and impersonal.

I could spend hours in a home
improvement store.

I am easily enticed by special offers for DIY,
home improvement or garden purchases.

I usually look to the most famous brands for my purchases.

For DIY / home improvement and garden purchases,
I look for an extremely cheap price.

I wish I would have more time to work on
home improvement or maintenance projects.

Before making DIY, home improvement or garden purchases,
I get as much information over the internet as I can.

Before making DIY, home improvement or garden purchases,
I try to get as much information on the products ranges as possible

Before making larger purchases, I get a comprehensive consultation and
then go and purchase what I need where I can find it the cheapest.

I compare prices for as long as I need until
I’m sure that I’ve found the cheapest price.

I am willing to spend a bit more for high quality materials.

Before making DIY, home improvement or garden purchases,
I pay extra attention to the deals offered.

Total

Around 80 % look for special deals and try to get as much information as
they can on the products before making a purchase decision
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Key-Findings

§ Despite the crisis quality is getting more and more important (again).

§ Nevertheless, there is not a price orientation on the one hand
and a quality orientation on the other:

§ 79% pay extra attention to special offers

§ 71% compare prices for as long as they need to make sure to have
found the cheapest price

§ almost the same share (77%) is willing to spend more for high quality materials

§ An analysis of the information and purchase behaviour shows that end
consumers of all respective countries are not looking for cheap but “more for less”.
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Its not just a good price, its “more for less” that is demanded
by end-consumers
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Q14: In the following you will find statements about DIY / home improvement and gardening. To what extent do you agree to the
statements? (1 = “Do not agree at all” and 4= “Agree completely”) (Top-Box 3+4; in %)
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“

„ I compare prices for as long as I need until I`m sure
that I`ve found the cheapest price“

Ø 72

Ø 76
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Key-Findings

§ Despite the crisis quality is getting more and more important (again).

§ Nevertheless, there is not a price orientation on the one hand
and a quality orientation on the other:

§ 79% pay extra attention to special offers

§ 71% compare prices for as long as they need to make sure to have
found the cheapest price

§ almost the same share (77%) is willing to spend more for high quality materials

§ An analysis of the information and purchase behaviour shows that end
consumers of all respective countries are not looking for cheap but “more for less”.

§ Due to a higher quality orientation the importance of brands is increasing.
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Especially brands are getting more important in the DIY,
craftwork and gardening sectors

Q10a: How important are the following aspects to your decision to shop for consumer goods in the area of Do-it-yourself, craftwork
and gardening? (1 = not at all important, 5 = very important) (Top-Box 3+4; in %)

35

21

28
31

343230

39

2008 2010

Importance of the fact that
the store carries a specific
brand

Source 2008: International GfK Home- & Garden Monitor (IHGM), GfK Living
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Key-Findings

§ Despite the crisis quality is getting more and more important (again).

§ Nevertheless, there is not a price orientation on the one hand
and a quality orientation on the other:

§ 79% pay extra attention to special offers

§ 71% compare prices for as long as they need to make sure to have
found the cheapest price

§ almost the same share (77%) is willing to spend more for high quality materials

§ An analysis of the information and purchase behaviour shows that end
consumers of all respective countries are not looking for cheap but “more for less”.

§ Due to a higher quality orientation the importance of brands is increasing.

§ Therefore, well known brands are – in the awareness of end-consumers –
chosen in one of three DIY purchases.
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Well known brands are chosen in one of three DIY purchases

Q12: Which of the following describes best the DIY/ garden product you purchased most recently? (in %)

37

14

17

32

20

22

17

42

26

23

11

41

27

26

12

35

26

28

13

33

29

23

19

30

Lowest price product
Store brand
Unknown brand
Well known brand

36

14

22

28

29

25

22

25

29

23

18

30
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27
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26

29

27

16

28

32

24

21

23

DIY product

Garden product
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Key-Findings

§ Despite the crisis quality is getting more and more important (again).

§ Nevertheless, there is not price orientation on the one hand
and a quality orientation on the other:

§ 79% pay extra attention to special offers

§ 71% compare prices for as long as they need to make sure to have
found the cheapest price

§ almost the same share (77%) is willing to spend more for high quality materials

§ An analysis of the information and purchase behaviour shows that end
consumers of all respective countries are not looking for cheap but “more for less”.

§ Due to a higher quality orientation the importance of brands is increasing.

§ Therefore, well known brands are – in the awareness of end-consumers –
chosen in one of three DIY purchases.

§ Especially in the area of garden products, the older target groups are
buying well known brands more often.
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Older renovators tend to have a higher affinity for
well known brand products

Q12: Which of the following describes best the DIY/ garden product you purchased most recently? (in %)

23

17

34

Total 50 - 59 years

22

15

36

60+ years

27 28

24

12

37

29

22

12

37

30 - 49 years

26 26

21

17

37

-29 years

Lowest price product
Store brand
Unknown brand
Well known brand

DIY product

Garden product
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Total 60+ years
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Performance:
Current performance of brands and manufacturers
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Key-Findings

§ Among all covered countries we were able to find “Star Brands” that differ
of course from country to country.
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In Germany, Bosch, Alpina and Gardena are the
DIY-/gardening brands that are appreciated most

Q
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Q13a: „I know the brand“

Germany
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OsramKärcher

Gardena

BoschAlpina

Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country
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UK’s star brands in the DIY-/gardening sector are Dulux and Bosch

UK
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Stanley
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Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

Q
1

3
b

:
„I

lik
e

th
e

br
an

d“

Q13a: „I know the brand“

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country
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Please find further country results in the Complete Report
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Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

France
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Q13a: „I know the brand“

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country

Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Please find further country results in the Complete Report
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Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

Belgium
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Q13a: „I know the brand“

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country

Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Please find further country results in the Complete Report
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Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

Spain
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Q13a: „I know the brand“

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country

Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Please find further country results in the Complete Report
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Q13a: Please check all of the following brands that are listed which you know - even only by name. (in %)
Q13b: Please then check all of the brands that you personally find attractive or like. (in %) (Base: Brand known)

Star-BrandIn-Brand

Out-BrandNo-Brand

Denmark
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Q13a: „I know the brand“

Please keep in mind:
• The brands were prompted

(aided brand awareness)
• We did only ask for 10 brands per country
• The selection of brands differs per country

Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Key-Findings

§ Among all covered countries we were able to find “Star Brands” that differ
of course from country to country.

§ DIY stores are clearly the most important shopping venue in all areas of
home improvement, home maintenance and garden.

§ Due to a strong position of garden centers, gardeners and garden specialits
the DIY stores are not as strong when it comes to gardening purchases.
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DIY-stores are clearly the most important shopping venue for home
improvement, -maintenance and garden products

Q9b: Please mark, where you generally purchase products for home improvement or home maintenance (in %)
Q9c: Please mark where you generally purchase products for the garden (Garden furniture, garden tools, garden plants etc.) (in %)

Home improvement
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Specialty tool store

Hobby-/Craft store
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Store for bathroom products 11

Construction wholesaler 11
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Internet 13

Garden stores, gardeners 14

Electronic store 14

Metal store 15

Discount store 19

Hypermarket 19

Furniture store 20

Garden centre 24

DIY-stores 88
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Key-Findings

§ Among all covered countries we were able to find “Star Brands” that differ
of course from country to country.

§ DIY stores are clearly the most important shopping venue in all areas of
home improvement, home maintenance and garden.

§ Due to a strong position of garden centers, gardeners and garden specialits
the DIY stores are not as strong when it comes to gardening purchases.

§ Comparing the purchase decision criteria with the performance of the DIY stores
it seems as if the biggest gap is between “Information / Consultancy” and
“Pricing / Discounts”.
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Honesty and quality are the most important
purchase criteria in the eyes of consumers

Q10a: How important are the following aspects to your decision to shop for consumer goods in the area of Do-it-yourself, craftwork,
and gardening? (1 =“Not at all important” and 5 = “Very important”) (Top-Box 3+4; in %)
Q10b: When thinking of your last purchase of DIY / home improvement and garden products at your preferred provider
how satisfied were you with the store (1=“Dissatisfied” and 5= “Very satisfied”) (Top-Box 3+4; in %)
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Friendliness of the employees

Easy to find products

Attractive specials/ Price promotions

Parking space available
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After sales service
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Key-Findings

§ Among all covered countries we were able to find “Star Brands” that differ
of course from country to country.

§ DIY stores are clearly the most important shopping venue in all areas of
home improvement, home maintenance and garden.

§ Due to a strong position of garden centers, gardeners and garden specialits
the DIY stores are not as strong when it comes to gardening purchases.

§ Comparing the purchase decision criteria with the performance of the DIY stores
it seems as if the biggest gap is between “Information / Consultancy” and
“Pricing / Discounts”.

§ “Green products” are today important or very important to 47% of the
end consumers.
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Green products are “only” important to 47% of the
consumers and they are rather satisfied with the offer

Q10a: How important are the following aspects to your decision to shop for consumer goods in the area of Do-it-yourself, craftwork,
and gardening? (1 =“Not at all important” and 5 = “Very important”) (Top-Box 3+4; in %)
Q10b: When thinking of your last purchase of DIY / home improvement and garden products at your preferred provider
how satisfied were you with the store (1=“Dissatisfied” and 5= “Very satisfied”) (Top-Box 3+4; in %)
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There is a gap between the expectation and satisfaction
- especially in product information and consultancy
(Top 20 of the most important criteria)
Q10a: How important are the following aspects to your decision to shop for consumer goods in the area of Do-it-yourself, craftwork,
and gardening? (1 =“Not at all important” and 5 = “Very important”) (Top-Box 3+4; in %)
Q10b: When thinking of your last purchase of DIY / home improvement and garden products at your preferred provider
how satisfied were you with the store (1=“Dissatisfied” and 5= “Very satisfied”) (Top-Box 3+4; in %)
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Easy to find products
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In Germany, OBI and Bauhaus are the preferred providers
for DIY-/gardening products
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Q9a: „Is close to me“
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Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)

Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)

mailto:oliver.schmitz@gfk.com


107

GfK-Living.comContact:* oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

In the UK, B&Q is the clear favourite

Q9a: „Is close to me“

UK
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Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)
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Please find further country results in the Complete Report

Q9a: „Is close to me“

France
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Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Please find further country results in the Complete Report

Q9a: „Is close to me“

Belgium

0

5

10

15

20

25

30

35

40

45

50

55

0 5 10 15 20 25 30 35 40 45 50 55 60 65 70 75 80 85

Discount store

Hypermarket
Furniture store

Metal store
Garden stores, gardeners

Garden centre
Mr Bricolage

Independent DIY store

Hubo

Gamma

Brico Plan-It

Brico

Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com

mailto:oliver.schmitz@gfk.com
mailto:oliver.schmitz@gfk.com


110

GfK-Living.comContact:* oliver.schmitz@gfk.com /( +49(0) 911 / 395-4469GfK Consumer Tracking

Please find further country results in the Complete Report

Q9a: „Is close to me“

Spain
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Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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Please find further country results in the Complete Report

Q9a: „Is close to me“

Denmark
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Q9a: Please mark a check next to all the stores that are near to you (within 20 minutes by car) (in %)
Q9e: Regardless of which area, which provider do you prefer? (in %)
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Please keep in mind:
• The retailers were prompted
• The source is an online survey

(lower coverage of rural areas)Please find further country results in the Complete Report

Contact:
Oliver Schmitz

Division Manager
Division: GfK Living & Retail

Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 54469
Email: oliver.schmitz@gfk.com
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International fediyma DIY Consumer Study
2010
by GfK Living & Retail

Complete Results Report

ca. 150 power point charts including key learnings
and extensive management summary

Available for immediate delivery!

Euro 2.500,-- VAT excl.

Consumer Behaviour in the European market for DIY/Gardening

International fediyma DIY Consumer Study 2010 by GfK Living & Retail
Your Investment
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Oliver Schmitz
Division Manager
Division: GfK Living & Retail

Nordwestring 101
90319 Nuremberg
Germany
Tel.: +49 (0) 911 / 395 – 4469
Fax.: +49 (0) 911 / 395 – 4092
Email: oliver.schmitz@gfk.com
www.gfk-living.com

You will also find my contact details at:

GfK-Living.com

If any questions or the need for market research with
competence in home improvement should arise,
please contact:

mailto:oliver.schmitz@gfk.com
http://www.gfk-living.com

