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Home Improvement Retailing Post Covid-19



Our membership includes 216 home centre companies operating over 33,000 stores in 75 
countries. Generating over 1.6 million jobs and serving millions of customers around the 
world every day. 

EDRA/GHIN brings together the world of home improvement.



EDRA/GHIN’s Mission is to 
Improve the Quality of Home 

Improvement Retailing Globally.

Our belief is that everybody has 
the right to a comfortable and 

secure home. 



Today

Association Members Direct Members



The Scope of EDRA/GHIN 



International Journeys

Destination Trips

United Kingdom 74

France 44

Belgium 42

Holland 26

Italy 26

Spain 23

Russia 23

USA 17

Ireland 17

Switzerland 13

Sweden 8

Destination Trips

Egypt 6

Chile 6

Ukraine 6

China 6

Argentina 5

Finland 5

Poland 5

Turkey 5

Austria 5

Denmark 5

Malta 4

South Africa 4

Australia 3

India 3

Canada 3

Destination Trips

Dubai 3

Japan 3

Bulgaria 3

Estonia 3

Greece 3

Norway 3

Thailand 3

Croatia 2

Iceland 2

Slovenia 2

Romania 2

Portugal 2

Brazil 2

Peru 2

Israel 2

Destination Trips

Bosnia & Herz. 2

Saudi Arabia 1

Philippines 1

Kazakhstan 1

Morocco 1

Taiwan 1

New Zealand 1

Iran 1

Indonesia 1

Lithuania 1

Vietnam 1

Uzbekistan 1

Luxembourg 1

Albania 1

Czech Republic 1

Total Trips – 437 



Last year the global DIY Market saw sales of 
702 Billion Euros
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Global DIY Market Evolution 



#1 North 
America
425 €Bn 

#5 Latin 
America
10 €Bn 

#4 
Africa/Middle 
East 
12 €Bn 

#3 
Asia/Pacific 
66 €Bn 

#2 Europe 
189 €Bn 

Global DIY Market Sizes 
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Comparable Growth Rates: DIY Market and GDP

Global GDP

Global DIY Market



#1 Home 
Depot 
115,8 €Bn 

#5 
Menards 
11,5 €Bn 

#7 OBI 7,4 €Bn 

#6 Bunnings 
9,1 €Bn 

#3 Adeo 
21,7 €Bn 

Top 10 DIY Groups Worldwide

#2 Lowe’s
78,6 €Bn 

#4 Kingfisher  
14,1 €Bn 

#8 Ace 
Hardware 
6,8 €Bn 
(DIY only) 

#9 Bauhaus 
6,2 €Bn 

#10 Sodimac 
4,7 €Bn 



The Impact of 
the Global Pandemic… 



Our actions were fourfold: 

1. Pushing for the reopening of DIY stores 
under certain conditions on the grounds 
that we are “essential retail”.

2. Informing the members about the global 
status of DIY stores.

3. Reiterating the importance of DIY for 
health.

4. Sharing recommendations ensuring health 
and safety in DIY stores.



EDRA/GHIN 
Activities 

during the 
pandemic 

Country Status of DIY Stores during Covid-19 first wave
Austria Stores were closed
Belgium Stores were closed
Bulgaria Stores were open 
Croatia Majority of stores open, some closed  
Cyprus Stores were closed
Czech Republic Stores were open only for trade customers
Denmark Stores were open 
Estonia Stores were open 
Finland Stores were open 
France Stores were closed but legally allowed to open
Germany Almost all stores were open 
Greece Stores were closed
Hungary Stores were open 
Iceland Stores were open 
Ireland Stores were closed
Italy Stores were open 
Latvia Stores were open 
Lithuania Stores were closed
Luxembourg Stores were closed - exceptions made for business customers and emergency situations

Malta Stores were open 
Netherlands Stores were open 
Norway Stores were open 
Poland Stores were open 
Portugal Stores were open 
Romania Stores were open 
Slovakia Stores were closed
Slovenia Stores were closed
Spain Stores were closed
Sweden Stores were open 
Switzerland Stores were closed
Ukraine Stores were open 
United Kingdom Stores were closed but legally allowed to open

Status of European DIY 
Stores 

30th March 2020

Key 
RED Stores were closed
TELLOW Some Restrictions
CLEAR No Restrictions 



Pushing for the reopening of 
DIY stores under certain 
conditions on the grounds that 
we are “essential retail”





EDRA/GHIN Manifesto –
Rediscovering Your Home In A 
Pandemic 

The manifesto was drafted to 
highlight the importance of the 
home, especially during lockdown. 

Translated and published in 9 
languages. 

The Manifesto had a positive 
resonance with our members as well 
as international specialise journals. 



Country Status of DIY Stores during Covid-19 first wave
Austria Stores were open
Belgium Stores were open 
Bulgaria Stores were open 
Croatia Majority of stores open, some closed  
Cyprus Stores were closed
Czech Republic Stores were open only for trade customers – Garden Centres for all customers
Denmark Stores were open 
Estonia Stores are closed until the end of April
Finland Stores were open 
France Stores were open 
Germany Stores were open only for trade customers – Garden Centres for all customers
Greece Stores were open 
Hungary Stores were open 
Iceland Stores were open 
Ireland Stores were open
Italy Stores were open 
Latvia Stores were open 
Lithuania Stores were open
Luxembourg Stores were open 
Malta Stores were open 
Netherlands Stores were open 
Norway Stores were open 
Poland Stores were closed – until April 25th – Garden centres open for all customers
Portugal Stores were open 
Romania Stores were open 
Slovakia Stores were open only for trade customers – Garden Centres for all customers
Slovenia Stores were open
Spain Stores were open - with a commercial area of 800m2
Sweden Stores were open 
Switzerland Stores were open
Ukraine Stores were open 
United Kingdom Stores were open

Status of European DIY 
Stores 

30th March 2021

Key 
RED Stores were closed
TELLOW Some Restrictions
CLEAR No Restrictions 



DIY Stores were exemplary in 
their response and measures 
put in place 



Home Improvement 
Retailing Post Covid-19



The consumer has 
rediscovered the 

importance of their homes. 
Expect sales of home 

improvement to increase in 
the future. 

Source

Source

Source

https://www.globest.com/2020/10/02/diy-boom-continues-to-drive-demand-for-home-improvement-stores/?slreturn=20210314051116
https://www.researchandmarkets.com/issues/home-improvement-sales?utm_source=GNOM&utm_medium=PressRelease&utm_code=dd8klh&utm_campaign=1490163+-+Home+Improvement+Sales+Expected+to+Remain+Strong+in+2021&utm_exec=chdo54prd
https://www.ascentialedge.com/insights/ecommerce-trend-watch/diy-and-home-improvement-future-digital


The stores of the future 
need to offer an experience and services

A showroom 

A fulfilment centre

As well as a classroom



Store in Store 
concepts

B&Q have stores in Dagenham and Sheffield 
both located inside a supermarket. 

Homebase announced a partnership with Next 
and opened six Homebase garden centres in Next 

stores



As well as “city-
centre” store 

concepts

The CREATE! by OBI store is located in
the heart of Cologne

And Let’s Do It City Store in a mall 
Vienna

GoodHome stores by 
B&Q



Innovations in 
response to 

Covid-19

Drive & Collect 
Contactless Click & Collect 

Online Deliveries

Source

https://www.globest.com/2020/10/02/diy-boom-continues-to-drive-demand-for-home-improvement-stores/?slreturn=20210314051116


Home Office is 
here to stay

Source: BBC

B&Q’s Alara room divider range 

Wickes’s New Fitted home office brochure

https://www.bbc.com/news/business-54413214


Increase in 
Millennials 

taking up home 
improvement

Source

Source

https://www.tennesseevalleyrealty.org/2019/05/25/are-home-diy-projects-more-risky-for-millennials/
https://fivebyfiveglobal.com/articles/marketing-to-millennials


Online communities and social media 

channels can help provide inspiration 

and assistance for customers as well 

as reviews of products.  

Influence of the 
Online and 

Social Media 



Companies that do not take social and 
environmental responsibility seriously will not 
succeed in tomorrow‘s market-place.

On these issues a company must communicate 
exactly what it is doing for the community.

There is a growth in the second-end user 
market in which broken products are being 
repaired by the retailer and re-sold. 

There is a desire from the retailers as well as 
legislation from Government pushing 
sustainability. 

Sustainability: 
“One World”



Customers are expecting to have access to 
professional level quality tools.  There is also a 
increase in the sharing economy, with customers 
renting tools from retailers. 

Left: A Bosch Blue stand in a DIY 
Store in Germany, offering 
professional level tools to all 
customers. 

Right: A Festool stand in a DIY 
store in Germany. Festool offer 
top quality tools that are 
durable. 

Move to better 
quality tools 
and renting



Lumber sales in 
the DIY Trade

In Germany lumber saw sales of approximately 1.5 
Billion Euros in 2020

This is 5.7% of total sales in the home improvement 
sector.

Sales were up 16.5 % in 2020 compared to 2019. 
A small decrease is expected for 2021 taking into 
consideration the huge boom in sales seen overall in 
2020 

From a US perspective, there is expected to be continued 
demand growth long-term, driven mainly by new house 
construction and solid consumption of wood products in 
the repair and remodeling sector.



How does the future look for home improvement 
retailing?  

1. Demand for home improvement products will be higher as people have rediscovered their homes. 

2. The big box store of the future will have four functions: 

• The same as today - for the purchase of products

• As a showroom with inspirational displays 

• As a fulfilment centre or the online business/Click & Collect 

• As a classroom 

3. We anticipate only very few new big box store openings in the future, but will see a surge in smaller store formats. 

4. We expect online business to continue to expand – a broad brush estimate today is that online home improvement 
sales are about 10-12% of total sales, predicted to increase to at least 30% in the next 5-8 years. 

5. Well-known retail brands in the home improvement business will continue to gain market share of the online business. 

6. Click & Collect/Curbside Collection/Drive & Collect channels for online sales to increase considerably.

7. The awareness and desire to reduce carbon footprints will become much stronger.



Taking everything into account EDRA/GHIN are most 
optimistic about the future of the Home 

Improvement industry 



John W. Herbert 
General Secretary EDRA/GHIN

Contact 
herbert@edra-ghin.org

Thank you 

mailto:herbert@edra-ghin.org

