Interesting types

he GfK concentrates on a purchaser-based view of the tar-
get groups for the FEDIYMA International Consumer Study
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How high is the total consumer
spend on DIY and garden products
in a parficular country? Where
and how do customers do their

Price-oriented Selfmade Renovators
Information sources (in %)

a posifion in a certain market,
whether he is a dealer or a pro-
ducer, puts a lot of thought info
questions like these. Consequently,

Newspaper advertisings for home improvement and garden stores _4244

Browsing/comparison insiore — O 3

Suggestions from relatives, acquaintances, friends, colleagues = %ﬁ

Catalogue/informational brochure from the manufacturer =22.|

i i [ ]
Recommendation from a salesmen in the store _‘6

Advertising from the specialty store =4

i i i I 13
Ads or adverfisement in a shopping newspaper B 12

i I 13
Mail order catalogue B 10

Advertising from dealers in newspapers =1%3

Ads in a weeKly publishing = 9

ito . 6

Dealers Web Site P 8
isi i . 6
Advertising from manufacturers in newspapers 6

. 6
TV show . 5

Garden magazines g 10

o I 5
Test magazines —— I

Source: GfK Living

shopping? How much do they
spend? What is their attitude to-
wards do-it-yourself? How do they
live in general? How do they rate
which brands? And can they find
a commercial scenario that meets
their requirements?

So far so good. Anyone who
hopes to achieve or consolidate

=l Contact details

Further information on the study: GfK Living, Oliver Schmitz,
+49 911 / 395 - 4469, oliver.schmitz@gfk.com
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so does the FEDIYMA International
Consumer Study 2010, which was
undertaken by the ‘Living’ section
of the German GfK market research
company and presentfed at the
1st European Home Improvement
Forum in Vienna.

But less usual is the fact that
GfK Living answers these ques-
tions in great detail. For example,
the market researchers demon-
strafed this in their infernational
House and Garden Monitor, where

they investigated 13 European
countries: Germany, United Kingdom,
Spain, France, Bulgaria, Romania,
Slovakia, Poland, Croatia, Ukraine,
Czech Republic, Hungary and
Russia. Which are not only the well-
surveyed advanced countfries but
also extremely interesting markefs
in eastern Europe, about which
very little reliable data was avail-
able up to then.

They start out from their own
approach (GfK-Segmentation Plus)
in order fo define the target groups
in such a way that the customers’
decisions relevant to buying can
be deduced from them. For the
GfK doesn’t simply stick with
socio-demographic descriptions
and classifications (eg, “Best Ager”,
“Middle Class” or the “Silver Gen-
erafion”). Even the psychosocio-
graphic or lifestyle-oriented target
group segmentation (eg, “Yuppies”,
“Lohas” or the “Establishment”)
is only part of their approach.

The international GfK House
and Garden Monitor is centred
rather on a purchaser-based seg-
mentation which, as the name says,
concerns itself with the purchase-
relevant affitudes of pofential
customers to a particular subject.

One of the most important
topics for the DIY market is peo-
ple’s attitudes to renovations. The
GfK has segmented seven renova-
tion types that are significant in
east and west Europe and, on
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average, can be identified with a
relatively similar percentage of
between 13 and 16 per cent of the
population: the price-oriented self-
made renovator, the brand-oriented
cocooner, the last-minute layman,
the independent DIY potential, the
brand-oriented hobby DlIYer, the
frend-oriented delegafor and the
pragmatic heavy DIYer.

Depending on how these types
can be classified in relation to
their practical capabilities, their
inferest in DIY and decorating, their
aftitude towards their home, and
not least the frequency of their
DIY activities, this results in a prefty
accurate picture of the different
types And, above all, the manu-
facturer or refailer of DIY products
has a description of potenfial target
groups that is orienfed towards
implementation since it is oriented
fo purchase decisions.

What does this look like in
practice? Let’s take the price-ori-
ented selfmade renovator as an
example. The GfK describes him
with the catchphrase: “If | could
afford it | would not hesitate fo
call a professional craftsman.”

However, catchphrases are
by no means the end of the story
- on the contrary, the analysis is
very much in-depth. The socio-
demographic description (age,
sex, size of household, size of
place of residence) is first related
fo the national average for the fotal
population, as is the housing situ-
ation (owner-occupation/rental
property, size of residence, type
of construction, etc).

Then questions are asked for
the different product categories
about the use of individual prod-
ucts and brands as well as the
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brand awareness of a whole list
of manufacturers. Finally the survey
participants make an assessment
of their capabilities, express their
attitude towards renovation work
and name the sources where they
obtain information for a purchase.

Since the survey is carried out
identically in all the participating
countries, the results can be com-
pared with each other and conclu-
sions can be reached. What comes
ouf of this, however, is extremely
different profiles. In Russia, for
instance, the independent DIY po-
tential is by a long way the leading
renovating type with a share of
27 per cent, whereas in Germany
this group is by far the smallest
one.

But a glance at the distribu-
tion table shows that you certainly
cannot equate the Russian market
with the east European one overall.
In the other countries of this re-
gion the independent DIY poten-
fial accounts for only a below-
average share - while the United

Kingdom is the only west European
counfry with a share in excess of
20 per cent.

The fact that the price-oriented
selfmade renovator numbers among
the smallest customer groupings
throughout Europe with an average
share of 13 per cenf must surely
be regarded as a welcome sign
in general. Poland and Ukraine alone
have somewhat higher percent-
ages in this regard.

Although the international
FEDIYMA Consumer Study 2010
by GfK is not a continuation of
the Monitor, it does link up with
the wording of its questions and
goes info consumer behaviour in
matters of DIY in great detail in
six countries (United Kingdom,
Germany, France, Belgium, Denmark
and Spain). There is also the pos-
sibility of comparability with the
FEDIYMA studies of 2005 and
2007, meaning that their findings
can be arranged over fime and
result in coming to conclusions
about frends. |

Distribution of the GfK renovation types in Europe

Total P | 3 E-. —i
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Europe Germany UK

= Price-oriented

selfmade renovator
= |ast-minute

layman
= Brand-oriented

cocooner

Pragmatic

heavy DIYer 17

= Trend-oriented
delegator

" Independent
DIY potential

= Brand-oriented
hobby DIYer

Source: GfK Living
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