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SMG Executive Brief for Home Improvement Retailers: How the global economy is impacting consumer spend

Consumers are concerned about their financial wellbeing, directly 

impacting how they plan to allocate their discretionary spending. And with 

global events like energy caps, war, + inflation, these concerns are only 

expected to grow—meaning home improvement retail brands will have to 

adapt to a value-forward model to compete in such a volatile market.

How does this impact the retail home improvement industry? In both 

the US + UK markets, around 1 in 3 consumers plan to delay making 

purchases over $300/£250. Also worth noting: 60% of UK—and 46% of 

US—consumers plan to reduce the amount they spend on retail items, with 

9% in both regions planning to downsize their living space. As consumers 

opt to spend less and focus more on value, there is an opportunity to 

capture spend from DIY customers. 

To prepare home improvement brands for these changes and drive 

conversions despite a challenging economy, we’ve compiled this brief 

of top consumer trends—including where consumers are planning to cut 

back, what factors are informing their purchase decisions, and how your 

brand can best prepare to meet customers’ evolving needs.

Here’s what we learned. 

15,000 US + UK consumers reveal new  

purchasing habits—and what those changes 

mean for home improvement retailers
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To adjust to changes in their personal finances, 

consumers are making changes in their discretionary 

spending—with the UK seeing significant increases in 

plans to cut back. The restaurant industry is taking the 

biggest hit, with nearly 70% of UK respondents (a 12-ppt 

increase since April) and nearly 60% of US respondents 

planning to eat out less. Non-essential retailers will also 

feel the burn, with nearly half of US consumers and 

nearly 60% of UK consumers preparing to shop less. 

With consumers limiting these engagements, it’s 

even more critical for brands to focus on converting 

non-purchases into paying customers. Take the 

time to assess your customer journey—across 

touchpoints—and ensure all experiences are 

frictionless and driving conversions.

Consumers are planning to cut back on 

non-essential spending

T R E N D  # 2

T R E N D  # 1

Compared to the last 12 months, how much  
do you think your financial situation is going 

to change over the next 12 months?

In light of recent political transitions, union strikes, 

energy caps, + inflation, 63% of UK respondents 

believe their finances will take a hit over the next year 

(a 9-ppt increase from April 2022). US consumers are 

slightly more optimistic, with 1 in 4 expecting their 

finances to worsen. Citing the most concerns are those 

making more than $75K and retired individuals. In the 

UK, those most concerned are making less than $25K, 

individuals working part-time, and homemakers. 

Clearly consumers are prioritizing value, and brands 

need to start thinking about how they can deliver on 

that. Providing perks like loyalty reward programs and 

special promotions for frequent guests will help drive 

your retention efforts.

Consumers—especially those in the UK—are 

concerned about their financial situations

How do you plan to reduce spending over the next 12 months?*

*People who believe their financial situation will  
be worse in the next 12 months
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While a significant number of consumers are 

planning to spend less on non-essential expenses, 

fundamentals like groceries, automotive services, and 

healthcare are taking less of a hit. When it comes to 

regional differences, UK consumers are planning to 

cut back at a higher rate than US consumers across 

the board.

To get a better understanding of how your 

customers are allocating their spending, be sure 

you’re measuring customer feedback across all 

channels. This will help inform where you can make 

improvements and drive conversion efforts—if 

customers are spending less with your brand, you 

need to know why.

Brands across industries need to give their value 

offering a hard look—but higher value doesn’t always 

mean less expensive. Though nearly half of restaurant 

+ retail consumers list Promotions or Deals as a top 

factor in choosing a brand, more than 60% stated 

Quality of Food/Products as most important. To 

win customer loyalty, brands must prioritize value 

above all else—whether that’s through lowering 

costs, providing exceptional service, or improving 

convenience measures.

Financially conscientious consumers 

are placing more emphasis on value

T R E N D  # 4

In which of following categories do you plan to  
spend LESS over the next 12 months?

Consumers are now focused on  

the fundamentals

T R E N D  # 3
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choosing which retail 
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restaurant to order from
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See the 5 steps Tractor Supply Company took to 

successfully implement curbside service across 

locations—leading to 3 quarters of triple-digit 

e-commerce growth and a 130% increase in YoY 

comp sales.

TSC launches new touchpoints for customers 

+ drives significance sales growth

success story
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SMG Top Partnership Insight: Tractor Supply Company

This Top Partnership Insight 

was awarded to Tractor Supply 

Company in 2021

Situation

Due to the pandemic 

and subsequent safety 

regulations for essential 

retailers, Tractor Supply 

Company understood 

they needed to shift how 

customers interacted with 

the brand. 

To keep their edge in the 

competitive retail space, 

Tractor Supply implemented 

curbside service, providing 

customers with a new 

contactless option.

Insight 

Location-level analysis 

showed curbside pickup 

quickly became the primary 

way customers interacted 

with the brand. Digging 

deeper into the data, the 

team discovered most 

issues with the curbside 

experience centered around 

communication—both 

internally among team 

members and externally with 

customers—regarding wait 

times upon arrival for pickup.

With SMG’s research 

showing 3 out of 4 

consumers planning to 

do their holiday shopping 

online, Tractor Supply 

was eager to make 

improvements on speed 

of service at this crucial 

touchpoint.  

Action

01 |  Invested in headsets 

for employees, providing 

more direct lines of 

communication

02 |  Tested curbside drive-

thru lanes + front-of-store 

customer service desk in 

select locations

03 |  Updated mobile app to 

allow curbside customers to 

check in upon arrival 

04 |  Created dedicated 

pick-up locations + locker 

staging areas

05 |  Reallocated labor 

leading up to holiday season

 

Results

3 quarters
of triple-digit e-commerce 

growth

130 %
Comp sales YOY

+ 6 ppts
OSAT after headset rollout

+ 4 ppts
OSAT after BOPIS locker 

installation 

- 2 ppts
Problem occurence after 

mobile app check-in launch

Data showed most issues with the curbside experience 

centered around speed + communication

Digital enhancements 
offer new touchpoints 
for customers + yield 
significant sales growth

Pickup Took Longer Than Expected 61%

Order Was Not Available

Time to Answer Phone

26%

21%

Largest Painpoints

LEARN MORE  
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With in-store customer satisfaction scoring 

consistently high, Topps Tiles was keen to deliver 

that same level of satisfaction with customers’ 

digital experiences. Learn how the specialty 

retailer leveraged CX feedback to make targeted 

improvements + increase delivery satisfaction by 9-ppts.

Topps Tiles closes the gap on its cross-

channel strategy to deliver consistent CX

success story
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SMG Top Partnership Insight: Topps Tiles

This Top Partnership Insight was 

awarded to Topps Tiles in 2020

Close the gap on your 
cross-channel strategy 
to deliver a consistent 
customer experience
Situation

Because Topps Tiles is 

dedicated to providing an 

outstanding experience 

across all touchpoints, 

the specialty retailer 

was concerned to find 

inconsistencies in customer 

satisfaction. Though the 

in-store experience scored 

consistently high, delivery 

and online experiences 

seemed to be missing  

the mark.

With a website relaunch in 

flight, the brand was keen to 

use customer feedback to 

drive targeted improvements 

to the digital experience and 

close the gap on their cross-

channel strategy.

Insight 

A comparison analysis 

of location-level data + 

post-fulfilment data showed 

delivery satisfaction was 

19 ppts lower than in-store 

satisfaction. Additionally, 

customers with online 

delivery orders experienced 

more problems than 

customers with in-store 

delivery orders—often due 

to missing the customer’s 

requested delivery date 

+ timeslot. A deeper dive 

into the digital experience 

data also revealed Delivery 

Options Offered as the 

lowest performing measure. 

To enhance the online 

experience, the brand knew 

it had to better manage 

the customer’s delivery 

expectations at the point  

of purchase. 

Action

01 |  Added more 

thorough delivery details + 

availability information on 

product pages to manage 

expectations around stock 

levels and delivery timing

02 |  Implemented text 

+ email updates on the 

delivery process to keep 

customers informed of  

their order status

Results 

+ 7 ppts

Availability of Products

+ 9 ppts
Delivery Options Offered 

Analysis revealed customers placing orders online were 

more likely to experience an issue

In-store satisfaction Delivery satisfaction

27%

-19
ppts

LEARN MORE  

SMG’s unique software with a 

service (SwaS) approach combines 

platform technology with hands-on 

professional services to help 

brands stay on top of consumer 

behavior trends and turn 

experience data into real-world 

improvement strategies

Measure + improve 
experiences at each stage  
in the customer journey

1

2

3

Establish these 3 listening posts to  
stay ahead of consumer trends

Location-level feedback captured in real time, giving your brand 

the ability to act quickly

Ratings + reviews management that provides an aggregated 

view of top social sitess

AI-native text analytics that provides deeper contextual 

understanding of feedback

GET STARTED  
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