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The percentage of people planning on renovating or decorating has increased.

657% N

of respondents plan on renovating or decorating
their home in the next 12 months

Up +6% pts from 2022

61% D

of consumers perform home maintenance, repairs or
improvement on a monthly basis or more often
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The nature of this work has changed, with more of a focus on professional help.

® Hire a
) :
33% 26% professional

m Do it all myself

m Mixture of DIY
and professional
help

Source: NiQ Omnibus Survey 2025 vs 2022, DE and UK. Question 6: Are you planning to renovate or decorate your home in the next 12 months? If so, which of the following areas will you renovate / decorate. Question 7: How do you plan to undertake the
decoration or renovation work?
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2025 Sales value was above 2024 in the peak month of May, but behind 2023.

Global | Total Home Improvement & DIY | Sales Value (USD) | Jan 2021 — Jul 2025

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
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Only Gardening is in growth over the last 12 months, driving the industry in the peak month.

Global | Home Improvement & DIY | Growth rate PY | MAT Jul 24 — Jun 25
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Source : Market intelligence Sales Tracking Period: Jan 2021 — Jun 2025 Channel — Panel Market incl. wholesale; Total Gardening & Home Improvement
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The classical online channel has grown for the third successive year.

Global | Home Improvement & DIY | Sales Value (USD) Share and Growth (%) | 2019 — MAT to Jul 2025
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Source : Market intelligence Sales Tracking Period: Jan 2019 — Jul 2025 Channel — Panel Market incl. wholesale; Total Gardening & Home Improvement
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The lay of the e-land.

85% B

of consumers shop have bought
something online in the last
30 days on their mobile phone

YoY Online value growth (%)

Consumer Tech &
Durables

Home Improvement

EU5 average by volume of items

2.9%

Of e-commerce purchases
were DIY and Tools

+0.2% pt vs PY
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The online space is becoming ever more important to Home Improvement and DIY.

o VR || 3%

of DIY products shoppers’ entire purchase of DIY shoppers shop both in-store and online
journey is in-store only and choose not to
buy or research online at all

23% 0 23% 9

of DIY shoppers research online of DIY shoppers use the online space for the
but purchase in store. entirety of their purchase journey
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All Home Improvement sectors, except Wall/Flooring, have a vastly positive price index Online,
pumping value into the sectors.

Global | Online H&L | Period: Aug 2024 — Jul 2025 | YoY Online unit growth (%) and Online price index versus sector average

Price Index
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YoY Unit Growth (%) WaIIIFIooring

50%
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Source: Market Intelligence: Sales Tracking, International Coverage (excl. North America). Channel — Panelmarket including Wholesalers
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Which has meant that, Home Improvement and DIY has seen an overwhelming return of e-
commerce share.

Global | Total H&L | Period: Aug 2021 — Jul 2025 | Online share (%) in value of total sales

The Building sector alone would be
v

worth an additional +352m USD " 387

-

if the online channel gained its fair
share compared to the rest of
Home Improvement.
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Source : Market intelligence Sales Tracking Period: Jan 2019 — Jun 2025 Channel — Panel Market incl. wholesale; Total Gardening & Home Improvement
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Demand has returned online and driven growth.

Global | Online H&L | Period: Aug 2024 — Jul 2025 | YoY Online Value Growth (000s EUR) by metric

Growth

contributor h contributor

.- . -

Decline

Building Gardening Lighting Sanitary Tools Wall/Flooring

m Selling Models per shop ®Sales per shop peritem mSelling Shops ®=Avg. Price (EUR) @ Value Growth (000s EUR)

Source: Market Intelligence: Sales Tracking, International Coverage (excl. North America). Channel — Panelmarket including Wholesalers
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Despite its growth, there is still huge headroom for e-commerce to grow within Home
Improvement.

Global | Total H&L | Period: Aug 2024 — Jul 2025 | Value (USD) share of Online sales (%)

Online value share (%)

Tech & Durables

Photo
SDA Over the last 12 months,
T/Gaming Hardware at its current price index,
Total Home Improvement

Baby Care

& DIY would be worth an
additional +$11bn

Consumer Electronics

Toys 0 0 0
worldwide if the online
Telecom . . .
channel gained its fair
MDA
share compared to TCG.
Pet Care
Stationery
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® Online m Offline

Source: Market Intelligence: Sales Tracking, International Coverage (excl. North America). Channel — Panelmarket including Wholesalers
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Gen Zers may be the focus to fill this headroom.

-
-
-
-
~—

Total e-commerce DIY & Tools

mGenZ ® Millennials mGen X Gen B m Unknown
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Gen Zers may be the focus to fill this headroom.

I ]
(3
)
92 /0 of people aged between
18-29 plan on renovating over
the next 12 months.

Total e-commerce DIY & Tools

mGenZ ® Millennials mGen X Gen B m Unknown

Source: NiQ Digital Purchases — 09/06/2024 — 08/06/2025 | Average of EU5 by share of volume of items (%)
Source: NiQ Omnibus Survey 2025, UK. Question 6: Are you planning to renovate or decorate your home in the next 12 months? If so, which of the following areas will you renovate / decorate.
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With same day delivery being trialed in DIY, can this be an opportunity for the industry to play
catch up?

Total e-commerce DIY & Tools
DIY & Tools price per item
Same day delivery for same day. delivery is Same day delivery
49% higher

than for items on
6-10 day delivery

2024 2025

Delivery 6 days or over

2024 2025 2024 2025

Source: NiQ Digital Purchases — 09/06/2024 — 08/06/2025 | Average of EU5 by % of value
Price per item GBP to EUR exchange on 08/08/2025 at exchange rate of 1:1.15
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The DIY area already over-indexes on Digital Marketplaces, and this could grow further.

Digital Marketplace share (%) of total e-commerce value

52.6 60% -

of DIY online only shoppers use Digital Marketplaces

GenZ
(0) (0)
23.6% 28.6%
Of DIY & Tools digital Of DIY & Tools digital
MAT 2025 i
marketplace volume retail volume

m Total e-commerce mDIY & Tools
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TikTok penetration has grown in EU5 and is significant in the UK.

o TikTok

TikTok’s penetration of DIY & Tools shoppers (%)
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Source: NiQ Digital Purchases — 08/09/2024 — 07/09/2025 |

TikTok’s penetration of total e-commerce shoppers (%)
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TikTok penetration has grown in EU5 and is significant in the UK.

d" TikTok =

TikTok's penetration of DIY & Tools shoppers (%) TikTok's penetration of DIY & Tools shoppers (%)
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Source: NiQ Digital Purchases — 08/09/2024 — 07/09/2025 |
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Interest in second-hand & refurbished purchasing has increased in the past decade.

Second-Hand Refurbished

R

7

% who have bought a refurbished/previously
owned technology or electronic product

% shoppers “Bought something second-hand instead of new

26.5

28.3

2024 w2025

2020 2021 2023 2024
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Motivations for second-hand purchasing go beyond just price.

Drivers to buy second-hand

1

Durable, will last a long time

f
v

|
|
|
|
: High quality
|
|
|

Makes my life easier

o e o o o e e o

Environmentally friendly

—— o ——

Inexpensive
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Sustainability is a growing value in the long-term,
although dips when consumers feel worse off.

Sustainability rank
as a value

% of consumers
feeling worse off

financially #1 6 (===

#21
#25

2015 2020 2021 2022| 2023 ' 2024 2025

N - -
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Second-hand momentum continues to build across Europe.
Second-Hand + Refurb Value %

Share of Ecommerce

(0] 0.3% 0.9%
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® Second Hand Refurbished

Source: NIQ Digital Purchases Data Latest 52 Weeks 13t July 2025 — Second-hand share of category sales | ya = year Ago, TY = This year
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Tools and Lightbulbs are seeing growth of second-hand purchasing.

EUS | MAT to July 2025 | value share of total second-hand sales (%)

; I‘LT Power, Garden, and Hand Tools

Lightbulbs

2023 2024 2025 2023 2024 2025

Source: NIQ Digital Purchases Data Latest 52 Weeks 20t July 2025 — Second-hand share of category sales — Average across EU5 Markets
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Gen Z lead second-hand adoption.

Second-Hand Share of Total Ecommerce by Generation

GenZ

Millennials

Gen X

Boomers

® Second hand

m Refurbished
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Smart connect products have seen huge growth over the last year, and this is coming almost
exclusively from Robot Lawnmowers.

Global | MAT to Jul 2025 | Smart Connect products

Growth vs PY (%) Growth vs PY (EUR) of Smart Connect products

15.1

<+— Robot Lawnmowers

I

Smart Connect NO Smart Connect YES

m Sales Value USD
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Robot Lawnmowers’ growth has been driven primarily by a sudden influx of Chinese brands.

Europe | MAT to Jul 2025 | Smart Connect Robot Lawnmowers

Robot Lawnmowers Sales Value (EUR)
P 4

78 % of respondents

report it’s important
to have a garden

Jun 21-May 22 Jun 22-May 23 Jun 23-May 24 Jun 24-May 25

E Chinese Brands m Others
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Chinese brands
have an ASP
Index of

85% compared

to

the total Robot
Lawnmowers
market

powered by (@1 intelligence

The low ASP has driven demand, partnered with a strong
distribution strategy.

Europe | MAT to Jul 2025 | Smart Robot Lawnmowers | Chinese brands
Value growth vs PY by measurable (Ths. EUR)

contributor

Growth

Chinese Brands Others
m Selling Shops m Selling Models per Shop m Sales per Shop per Item

27



Could Cordless Power Tools be next?

Europe | MAT to Jul 2025 | Cordless Power tools 18 | Chinese brands
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Need more insights?
Reach our local experts

NlelsenIQ powered by intelligence
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