


+ This document has been designed to spark ideas and 
prompt questions about your own channel marketing 
strategies

+ We have a raft of clients (20 plus) in the home space from 
kitchens to bathrooms, solar panels to driveways

+ You will see competitor analysis, customer profiling and 
snippets from research conducted by the likes of Mintel 
alongside our own data and insight

Not got time to read the whole report? Then follow the menu to 
dip in and out of some juicy data and stats that matter to you.



With house sizes shrinking, utilising space intelligently has made for more 
considered purchases and a desire for a more bespoke, open plan home is 
further boosting spend on property. In addition, the garden is now a focal 
point of the home, seen as an outdoor room which has driven spend on this 
element of the house. 

The impact of Covid has been significant with trading in Q2 and Q3 of 2020 
significantly above expectations, causing challenges in the supply chain and 
putting high quality customer experience at risk. 

This report will show that in 2020 and beyond, the inspiration stage of the 
buying process is becoming more significant. The impact of the Instagram 
generation means the millennial market is now the biggest potential 
audience as a growing number have an appetite to spend and make their 
home their own.



In amongst the two most obvious routes of building brand 
awareness and driving sales, there’s a multitude of ways we’re 
helping clients with their marketing.

+ Understanding your customer profile
+ Positioning your business as the specialists
+ Improving customer interaction
+ Driving store footfall
+ Personalising your customers’ path to purchase
+ Improving onsite metrics
+ Building visibility
+ Building lifetime value



Here you can see where different sections start so you can 
jump in and out or pick back up where you left off. 
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+ Young couple in their early 30s
+ Both employed full time (mum 

on maternity leave) 
+ Young child under school age
+ In a semi-detached house in 

suburbs

DRIVERS
+ Price, inspiration led 

+ Couple both 65+
+ Retired 
+ Large cottage-style 

house in countryside 

DRIVERS
+ Quality is key

+ Married couple in their mid-40s
+ 2 children aged 8 & 10
+ Large detached house with 

extension

DRIVERS
+ Quality and price led 

+ Separated man in mid-40s
+ Owns multiple properties
+ Wants to increase value of 

rental properties

DRIVERS
+ Price and quality



Aggregated data across our clients show key consistencies of 
the home improvement audience. This indicates that a slightly 
older, more affluent audience are key to revenue but young 
couples must not be forgotten as their lifetime value is 
significant



+ 17% of market are renters who buy lots of 
smaller ticket items, but there lies an 
opportunity to build relationships with this 
audience as they look to buy in years 
ahead

+ 64% of households have just one or two 
occupants - increasing divorce numbers is 
driving single occupancy

+ We’re living in smaller spaces – 18.6% 
smaller than the 70’s in fact



Relaxing

Cosy

Organised

Inviting

Cluttered

Stylish

Unique

Sustainable

High-tech

Luxurious

None of

these





UK furniture, bed and furnishings 
manufacturing is a substantial industry. 
According to 2018 Government statistics 
its 8,707 companies contribute £12.2 
billion to the country’s GDP (3.1% up on 
previous years), £9.01 billion of this is from 
UK furniture manufacturing, which equates 
to 1.6% of manufacturing output.

Mordor Intelligence expect the 
‘Home Décor market’ to grow 
by 5.49% from 2019 to 2024

Consumer expenditure on 
furniture and furnishings in 2018 
reached almost £17.billion.



There has been a gradual shift in 
attitudes towards big-ticket purchasing 
over the last three decades, with style 
and design taking a greater role in 
choice. This has meant more 
households prepared to replace items 
of furniture, kitchens or bathrooms to 
update the style. In response, the home 
market is moving away from relying on 
customers replacing worn-out or 
broken items. Households want to use 
their space to full advantage, in turn 
creating more demand for free-standing 
furniture.

Furniture and furnishings, carpets and other

floorcoverings

Household textiles

Major appliances whether electrical or not

Small electric household appliances

Glassware, tableware and household utensils

Tools and equipment for house and garden

DIY materials

Garden, plants and flowers



Online pureplay and mail order still 
only takes a moderate share of the 
market. That share of market is set to 
increase at a more rapid pace post 
Covid however, meaning traditional 
retail avenues are further threatened 
by the ease and speed of ecommerce.

Furniture retailers

Homewares retailers

Online pureplays and mail order

Specialist retailers

Other

Department stores

DIY superstores

Supermarkets

Non-specialist and discounters

Garden centres



Whilst bricks and mortar retailers have 
still a strong role, this is diminishing, 
particularly with the millennial age group 
who are more comfortable with online 
only brands, where delivery and choice 
remain the prime persuaders.

Has a wide choice

Has physical shops I can visit

Has good delivery services

Sells online

Makes shopping quick by making it easy to find what you want

Has inspiring ideas

Gives good advice

Considers the environment

Has technology to help visualise items in my home

None of these



68% of consumers intend to spend on 
their home in the next 12 months with 
gardens and free standing furniture 
being growing areas of focus.

Decorating

Carpets or flooring

Freestanding furniture

Garden makeover

Bathroom refit or added bathroom

Home security

Kitchen refit

Energy efficieny

Fitted furniture

Home extension

Conservatory or garden room

None of these



The social generation is 
evident in the consumer 
desire to have a stylish home, 
worthy of impressing others 
when they visit, but space is 
important.

To replace worn-out items

To reflect my sense of style

To improve storage

To make a better impression for

visitors

To boost the property value

It is better value for money than

moving

To create better social spaces

To accommodate a changing

household

To improve accessibility

None of these







Despite the recent changes to Stamp Duty, people are still 
moving house. However lots are choosing to play the long 
game and add value to their existing property instead, 
driving big ticket investments.

Conservatory 108% £5,750 £5,300

Garden 88% £4,000 £4,550

Exterior 75% £4,500 £6,000

Extension 71% £14,000 £19,750

Roof 63% £2,600 £4,150

Floor carpets 50% £2,000 £4,000

Loft 50% £12,000 £24,600

Kitchen 49% £4,750 £9,600

Bathroom 48% £2,350 £4,990



GoCompare research 
identified areas people 
were looking to invest to 
add value to their property:



Sean Ford, Kutchenhaus

The kitchen and bathroom are often the 
first areas new homeowners change to 
stamp their own personality on a 
property and data shows the garden is 
an increasingly important space that 
homebuyers consider. 



Our research, client data and future trend analysis 
suggests key areas for brands to consider, which 
is supported by Mintel research:

+ The open house
+ Visualisation drives engagement
+ Competitors evolving and diversifying
+ Individualisation
+ Environment matters
+ Don’t forget the Millennials

The following section covers each of these 
points in detail





The greatest squeeze on space is in living rooms 
and this, coupled with the desire to have more 
social spaces in homes, has created a trend for 
more rooms to be knocked through to create 
open-plan living spaces. This means that more of 
the home is on show, again raising typical 
spending on furnishing and decorating the room.

Consumer Trends, spending habits and 
attitudes towards the Home, January 2020



There are several key trends that influence spending on 

garden products and gardening. Gardens are seen as a 

space for leisure time, sitting and eating outside when the 

weather permits. This idea of the garden as an ‘outside 

room’ has led to a rise in demand for barbecues, outdoor 

seating and decorative items for the garden. Although 

gardening is a popular pastime as people age, when they 

are younger, pressure on time has also increased the wish 

for paving, decking and garden makeovers that make 

gardens easy to maintain, yet attractive to look at. Again, 

this has helped to drive up spending. 

Mintel’s Garden Products Retailing – UK, June 2019



+ A home defining trend is therefore the increase in open 
plan living with renovations opening up homes and creating 
greater flow throughout the ground floor space of homes 
and bringing the garden into the living space.

+ This gives rise to those brands that can maximise from this 
trend such as bi-fold door companies and garden outhouse 
retailers.

+ Tom Leather from our client Ryobi Power Tools stated: 

‘We know that in 2019, garden tools out performed 
total durables in retail sales showing a focus on 
investing in the garden’.



+ “We have seen a huge rise in the trend for outdoor living 
in recent years, with many of our customers opting to 
install bi-fold or sliding doors in order to maximise their 
usable living space and seamlessly blend the outdoors 
and indoors. In fact, our research shows that adding an 
outdoor living space which is linked to the property via 
bi-fold doors could add up to 6 percent to the value of 
the property.”

+ “At Origin, we have experienced first-hand the increase 
in demand for bi-fold and sliding doors over the past five 
years, with the category continuing to grow year on year, 
resulting in a 10.4 percent growth for Origin in 2018. “





+ Social platforms are playing an ever more 
important role as consumers look for product in 
situ.

+ 46% of Younger Millennials (aged 20-29) enjoy 
posting images of their homes on social media.

+ Further, the likes of IKEA and DFS are showing 
customers’ homes on their site and room 
planners are ever more popular.

“Maybe retailers could improve by 
providing an app or program to help 
me imagine this furniture in my home 
and what it will look like.”
Female, DE, 25-34

“Online it would be amazing if you 
could choose a few items to ‘test’ in a 
virtual space that replicates the room 
you want to furnish. This would work 
in-store too at a self-serve station.”
Female, AB, 25-34



Mintels ‘Alternative Realities’ discusses 
how augmented and virtual reality 
technology is an opportunity for brands. 

Ikea, Wayfair, Houzz and DFS have all 
developed apps  to bridge the gap 
between in-store and digital, which help 
shoppers visualise how things will look in 
their homes whilst for us, client Graham 
and Brown have had great success with 
their visualisation app.



“For us social platforms of Pinterest, Instagram and Facebook are 

as important as the website itself. More important still is taking that 

next step of showing the customer the product in situ on their walls 

before they buy.

We have seen a 70% uplift in downloads of the app since March 

when comparing the three months prior. We know that those that 

use the app convert significantly higher than those who don’t. So it’s 

a great tool to have and demonstrates the need for visualisation but 

also the importance of understanding the customer journey and the 

first steps consumers take in looking for inspiration’. 

We’ve continued to promote the app in the digital areas where 

people seek inspiration as it brings our products to their walls 

virtually without them needing to step out of the door.”





With ever changing desires, pop-up shops have become 
more of a fixture as they inform brands of consumer needs 
and trends and provides an opportunity for online brands to 
engage with consumers in a face to face environment

Mintel Trend Popscape explores the way brands are experimenting with temporary spaces. While 
reaching relatively few actual shoppers, these ideas help the companies create newsworthy stories that 
can be picked up by the press or create interest on social media platforms. These flexible retail spaces, in 
unexpected places, can also provide brands with a testing ground to help understand how shoppers are 
behaving and fine-tune ways of appealing to their needs.

+ Wayfair, the online furniture retailer, has used pop-up shops to engage with shoppers and understand 
more about how they interact with the products, fine-tune the merchandising strategy and also a way 
of pushing more customers to use the online store. 

+ Casper, an online bed-in-a-box company, opened a ‘nap showroom’, The Dreamery in New York, 
creating a place where people can actually sleep, rather than just buy a new mattress. People can book 
a 45-minute slot in one of the nine in-store sleep pods, which are kitted out with sheets, earplugs and 
sleep masks as well as a Casper mattress. Each session costs $25. Similarly, in the UK Casper has used 
a touring van with three sleeping pods.



Further more, many retailers are diversifying into the home sector 
with great success; Zara Home, created in 2003, now has a turnover 
of E803m whilst Asos, River Island and La Redoute are all fashion 
brands that have entered the homes space.

Additionally we think that ‘do it for me’ trend means trade-facing 
businesses, such as Travis-Perkins owned Benchmarx, will see 
growth as the younger generation are less inclined to do the manual 
work in home development and instead find their own tradesman.





+ The individualisation of the home is the biggest trend impacting on 
brands and the need for increasing product ranges and constant 
evolution of trends is moving at a greater pace than ever.

+ The combination of smaller homes requiring greater creativity, a 
millennial generation driven by the currency of social approval and 
a shift towards more thoughtful, bespoke home is driving growth of 
this element as a whole.

+ Mintel states: ‘There has been a gradual shift in attitudes towards 
big-ticket purchasing over the last three decades, with style and 
design taking a greater role in choice. In turn this has meant more 
households prepared to replace items of furniture, kitchens or 
bathrooms to update the style’. 

Consumer Trends, spending habits and attitudes towards the Home, January 2020



+ Low ticket item purchases has also fuelled 
growth in the market. Consumers look to add 
small elements to their home to ensure it looks 
unique to them.

+ This is supported by the revenue growth of key 
players such as Dunelm who are up 34% on 
revenue since 2015, Wayfair doubling growth 
year on year in the UK market and likes of Etsy 
seeing strong organic growth as well. 



+ “Classic white modern or traditional style continue to 
drive the majority of sales with a focus on clean design 
and stylish items that fit any décor and room. White 
radiators now only make up 52% of all sales, whilst 
modern radiators make up around two thirds of sales. 
Our sales trends reflect the findings (on page 17) 
whereby the majority of sales are to replace ‘worn out’ 
radiators but we’re seeing more and more purchases 
from those looking to add a bespoke ‘style’ to rooms.

+ Our TV commercial launching with Boutique in late 
2020 will use this insight by promoting  greater range 
of product and lean into the unique styling that is now 
so prominent.”





+ The environmental impact of businesses is 
becoming a more important issue at board level 
with businesses looking at how they reduce their 
impact. Oak Furniture Land for example is 
working towards sourcing all wood from FSC 
certified suppliers by 2022

+ The £2bn insulation scheme announced in July 
2020 is an indication of the increased 
consideration given to the environment 

+ Consumers care too, and are more often seeking 
brands that take the environmental impact 
seriously.

“I think that retailers should prioritise

sustainable practices. Use sustainable

products, get rid of wrapping stuff in

plastic, stop shipping in cheap furniture

from China and using British producers

more.”

Female, C1, 45-54



This growing concern is driven by the social agenda 
where the sustainability and environmental impact of 
businesses is becoming more important in a consumer’s 
choice of brands.

“We’re starting to see a tipping point in consumer 

behaviour. Where discounters and price wars have led 

the agenda for years, consumer consciousness of 

ethical, diversity and sustainability issues is now where 

the battle lines are being drawn.”

Hilary Ross, Global Head of Retail

DWF

“Brands now have the opportunity to not just compete 

on price, service and quality, but also ethos. If they get 

this right, they have the rare opportunity to crate loyal 

consumers.”

Angus Burrel, General Manager UK 

Valitor





+ Millennials (aged 20-39) (74%) are very engaged with 
buying for the home.

+ They are the most inclined to say they spend to 
reflect their sense of style (31%).

+ This group are influenced by wanting to improve 
storage in their homes (28%).

+ 25% wanted to make a better impression for 
visitors, 20% spent to create a better social space. 
18% spent to accommodate a growing household 
(eg arrival of children).

+ Able to shop online (38%) and inspiring ideas (36%) 
influence their choice of retailers.





Philippe Chainieux, CEO, Made.com.





+ Our research has shown that 
customers question the validity of 
sales driven through the constant 
sales message of the large bricks and 
mortar retailers as ‘everyday low 
prices’ becomes an expectation for 
the consumer

+ But that trend is slowing with a focus 
on other areas, with credit lines or 
everyday low prices being more 
trustworthy messages

“Retailers like DFS, ScS and Oak
Furnitureland have permanent sales
and discounts. I never take any interest in these 
sales as they are not genuine reductions.”
Female, C2, 66-84

“I think some are guilty of upping prices to then 
reduce them so people think they are getting a 
good deal with a large discount when in actual fact 
they are getting nothing.”
Female, C1, 36-44

“I confess that I am wary of Black Friday and Manic 
Monday. It strikes me that if you keep an eye on 
prices generally you can easily pick up a bargain.”
Female, AB, 65+



With the growth of online shopping it's increasingly hard for 
retailers to convince consumers of the value of traditional 
'sales' events due to the fact that consumer awareness of 
dynamic pricing is increasing as the years progress. 
Shoppers are getting savvier about the fact that rather than 
prices just dropping during the traditional 'sales' periods, 
online shopping algorithms means adjusting prices all the 
time in accordance with market activity, demand, the 
weather, current affairs and any number of other reasons. 
Customers will always look for the best prices so a ‘sales’ 
tag no longer carries the weight of persuasion it once did.





We can’t ignore it.

+ Across our home interest clients we saw an average of 40% loss of 
revenue in the 10 days post lockdown. It steadied to an average of 
27% reduction in revenue across the 6 weeks post lockdown.

+ But as spending dropped and consumers spent less on daily life, 
bank accounts swelled.

+ And with more time in the home combined with a large number of 
people on furlough, it was the perfect storm for online home 
retailers.

+ Spend picked up from mid April and record numbers were seen 
across a large number of clients in late April which has continued 
through the summer



This year has certainly seen a lot of volatility. In the week before lockdown, 
we saw an unexpected spike in revenue. This was immediately followed by 
a collapse in sales as everybody had to re-organise their lives, work from 
home and unexpectedly educate their children. In an uncertain world, we 
immediately saw customers run to the hills, unwilling to make major 
purchase decisions. We saw some suppliers and delivery partners close 
their doors completely, and this took a lot of careful management.

Throughout lockdown, customers had spent a lot of time at home looking 
at their old furniture and room designs, and have increasingly turned to 
online shopping as physical stores on the high street were all closed. This 
combination has resulted in a huge surge in business for us, with revenues 
in May and June about twice the level of 2019. Looking ahead, we would 
normally expect a slowdown as the summer holiday season distracts 
people from making major purchases, but we experienced a strong 
summer as getaway plans were shelved, and shoppers who are newly 
converted to online continue to shun the high street.



Most requested content from 
House Beautiful’s audience  (June 2020)

Office/ 
working 

areas

Gardening 
inspiration 

and tips

Decorating 
ideas

Sheds
Comforting 

spaces

Home 
projects

Home 
cleaning

Crafts

Before and 
after home 
makeovers

Kitchen and 
bathroom 

ideas

DIY
Rent and 
mortgage 

breaks

DIY/weekly 
timetable of 

jobs





+ With all this insight, the opportunity is to 
understand how and where to invest and to 
model your customers’ path to purchase, 
giving consideration to the audience needs 
and market trends.

+ Our 4 stage ‘path to purchase’ specific to the 
home interest market provides you with a 
simple starting framework.

+ The timeframe around this journey and the 
complexity depends on the complexity and 
price point of the purchase.

+ For example, the average purchase path for 
buying blinds is 11 days whilst a bathroom is 
over 2 months.



The customer starts their 
journey by trawling 
online, using various 
social channels and 
buying 3.2 magazines. 
Emotive, product led, full 
set imagery leads to 
further engagement. 

Celebrity, influencer and 
brand associations work.

The customer refines 
their choices with 
greater consideration to 
budget, space, design. 
They are very likely to 
visit a store or call in a 
specialist

Brochures and product 
guides are a key element 
to retain a role in the 
customer mindset.

A smooth online process 
with quick check out, 
easy to buy finance 
options all make a 
difference.

This is all about the 
online experience 
making life easy

The customer becomes 
price focused and looks 
more deeply at reviews, 
product comparisons 
and referrals. 

Strong customer 
reviews, comparative 
product display online, 
visualisation tools and 
good social engagement 
is key.





+ Consumers have become ever more 
considered in the products they purchase and 
will look for inspiration in a multitude of places.

+ Social platforms and the home interest 
magazine brands are key drivers at this stage.

+ These two platforms have come together brilliantly with Time Inc’s ‘Pincode’ which 
integrates magazine content with Pinterest. Readers to open the Pinterest app on 
their phone, tap the camera icon and point the phone at the Pincode in the magazine 
imagery to access additional content and inspirational Pinterest boards. 







Understanding the key trends, like open living and 
bespoke styling, as mentioned earlier in this report can 
direct creative executions on site, in social and in 
advertising content, bringing products to life in situ.

‘We’re certainly seeing more advertorial style 
advertising and products in-situ in advertising that 
provide inspiration to the shopper. The recent 
Graham and Brown campaign via Boutique is a 
wonderful example’

Tina McCoy, Head of Sales, Hearst Magazines







+ Customers are savvy and will always shop around. The number 
of website and store visits correlates with the price and 
complexity of a purchase, whilst the inform stage lasts longest 
for those more considered purchases.

+ The lines between ecommerce and retail are blurred in this 
space as consumers blend and ‘stack’ in-store experience with 
the use of mobile and search for price comparison and reviews.

+ It remains true that consumers will to a large extent want to 
touch and feel big ticket purchases.

“I want to be able to sit on a sofa before I make a purchase so 
whilst I might buy online I would expect to visit a few stores first to 
refine my selection.”
Male, C1, 35-44



Offering a seamless online/offline customer path is critical for 
those brands that blend retail and ecommerce.

Martin Power, Head of Digital at Boutique said:





+ At the create stage, consumers are 
looking for reasons to buy.

+ The importance of online reviews 
must not be underestimated at this 
stage as this provides confidence in 
the purchase with regards to 
quality, speed and value.

Christina Whitworth
Operations manager

Trade Furniture





Further, having a strong social presence and brand strategy 
is important for building engagement and connection with 
the audience.

Sarah McLeod, Digital AM at Boutique





+ Around 60% of all home interest purchases are still in store.

+ But this number is decreasing with the growth of Ecommerce 
and the ongoing challenges seen in bricks and mortar retail.

+ With growing competition and thinning margins, the home 
market remains competitive and challenging. In 2019 and 
2020, the bathroom space saw huge change with the loss of 
Bathstore, Better Bathrooms and online retailer Soak.



Simon Bollon, Head of Strategy at Boutique



Of global sales will happen in stores opposed to 
online.

Of smartphone users say they’ve searched for local 
information.

Of people who search for something nearby on their 
smartphone visit a related business within a day. 

Of smartphone users say they consult their phones 
on purchases they are about to make in a store.



Of  those users take action within 24 hours.

Of those searches result in a purchase.

Of internet users check stock availability before 
visiting a store.

Of location related searches compared to mobile 
searches in the past year.



Of mobile searches are related to location.

Of tablet owners make purchases on a weekly 
basis.

Of smartphone users called a business and 
59% visited a local business after searching.

People now use maps. 



+ It is understandable that brands first focus their attention on the ‘buy’ stage, 
ensuring strong ROI from digital marketing and refining the customer on-site 
experience but the big winners are those that understand the role of all stages 
and invest accordingly.

+ Shaping your resources, understanding your customer and meeting their 
needs at every stage has never been more important as consumers become 
more savvy, more selective and more personalised in their customer journey.





+ We work across 3 core disciplines but aren’t defined 
by them.

+ Our DISCO model puts data and insight ahead of 
strategy and only then do we recommend channel 
activity.

+ Our core disciplines cover.

+ Media buying and planning
+ Digital marketing
+ PR





+ The home is nothing short of an obsession in British culture, 
driven in part by large volumes of media content of inspirational 
and aspirational living.

+ There remains a strong home interest strand of content on our 
screens, delivered in a large part by Channel 4.

+ abc.org, the body for reporting print circulations, lists a 
staggering 96 print titles in the ‘home interest’ sector.



Ewan Douglas, Head of Nations and Regions 
Channel 4



+ Beyond Channel 4, there remains a plethora 
of content on mainstream channels and of 
course the heavy home interest based 
channels such as HGTV.

+ On the BBC there is To Buy or Not to Buy, 
Cowboy Trap, To Build or Not to Build, 
Britain’s Empty Homes, The Great Interior 
Design Challenge, Home Away from Home, 
Homes Under the Hammer and more.

+ The success of The Repair Shop has shown 
the appetite for bespoke, upcycled items 
for the home.





+ With this in mind, the media remains a 
critical path to both brand awareness 
and customer acquisition for both big 
and small home retailers.

+ The spend levels of the key players is an 
indication of the size of the opportunity.



Dfs Furniture Co Ltd Ikea Uk Ltd Made Com Scs Furniture Stores

Victoria Plum Ltd Victorian Plumbing Wayfair Stores Ltd Wren Living Ltd

Source: Nielsen, Addynamix: 2016-2019

Whilst DFS remain the 
biggest spender, pureplay 
digital advertisers such as 

Victoria Plum are highlighting 
the size of the ecommerce 

opportunity



Cinema Digital Direct Mail Door Drops Outdoor Press Radio TV

Source: Nielsen, Addynamix: 2016-2019

This data excludes search 
and social spend but 

clearly demonstrates that 
TV remains the prime 

persuader



Source: Nielsen, Addynamix: 2016-2019



Source: Nielsen, Addynamix: 2016-2019

Television remains the 
prime persuader for large 

brands whilst more ‘smaller’ 
spenders are realising the 

commercial value of 
television advertising.





+ The number of digital-only home retail brands is 
experience significant growth.

+ In a competitive space it is increasingly 
important that brands invest throughout the 
customer path to purchase.

+ With this in mind we help clients navigate the 
following digital areas of focus.







+ The Inspiration stage also gives rise to an increased 
investment in PR as brands look to obtain product 
exposure and position themselves as the leading 
providers and experts in their space.

Chris Hughes, Head of PR at Boutique





Becky Gaskell, PR Account Manager at Boutique



+ Covid has had a business changing impact on the home interest sector as the 
home has become an even more important aspect of life and spend has 
peaked.

+ Early signs for our clients Placefirst and Lovell Homes suggest the housing 
market is moving at pace post Covid, and changes to Stamp Duty announced 
will further fuel house movers. However as working from home has become 
the new normal for many, people will continue to heavily invest in their homes 
whether they have moved or not.

+ Disposable expenditure has shifted from eating out and group experiences to 
investing in the home, whether that’s replacing old furniture or bringing a 
sense of style.

+ The ongoing desire to make the home individual will fuel both big and small 
ticket items and really understanding the nuances of the customer path to 
purchase can help dictate marketing investment tactics.





+ We’re a channel agency, guiding clients on 
where to invest their marketing spend to 
exceed their targets.

+ We help clients navigate across the media 
landscape, develop creatively-led, insight-
driven PR initiatives and maximise the 
return on digital channels.

+ And we do it for a range of businesses in 
your space.







+ We use our disco model to strategically guide clients on the 
opportunities for delivering against their objectives.

+ Each outcome is entirely bespoke to the client and creates unique, 
KPI-driven strategies across all channels.

+ We do this layered with collated insight and data from our clients in 
the home space, making our knowledge, experience and expertise 
powerful tools to transform marketing performance.

+ For a no obligation introductory chat, call us or email 

.
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