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This report reflects MTW Research’s independent view of the market which may differ from other 
third party views.  Whilst we try to ensure that our reports are an accurate depiction of their 

respective markets, it must be emphasised that the figures and comment contained therein are 
estimates based on a mix of primary and secondary research, and should therefore be treated as 

such. 
 
 
 
 
 

Terms & Conditions of Use 
The information contained within this report remains the copyright of MTW Research.  Subject to these Terms and Conditions (this "Agreement"), 
MTW Research ("we", "our", "us") makes available this publication and data or information contained therein (the "Report"). Your use of this report 

constitutes your acknowledgment and assent to be bound by this Agreement.  

 
Permitted Use, Limitations on Use 

You may access purchased Reports only as required to view the Reports for your individual use, and may print/copy a purchased Report once for 
your use. You may copy extracts from purchased Reports onto your own documents, provided that all citations are attributed to "MTW Research", 
and are for internal use only. You may not republish, resell or redistribute any Report, or do anything else with any Report, which is not specifically 
permitted in this Agreement. You may not reproduce, store in a retrieval system or transmit by any means, electronic or mechanical, any report 

without the prior permission of MTW Research.   

 
Limitation of Liability 

You are entirely liable for activities conducted by you or anyone else in connection with your use of the Report. We take no responsibility for any 
incorrect information supplied to us during the research process. Market information is based on telephone interviews and secondary sources 

whose accuracy we cannot guarantee. You acknowledge when ordering that MTW Research Reports are for your internal use and not for general 
publication or disclosure to third parties, unless otherwise agreed.  Neither MTW Research nor any of its affiliates, owners, employees or other 
representatives will be liable for damages arising out of or in connection with the use of the Report or the information, content, materials or 

products included in the Report. This is a comprehensive limitation of liability that applies to all damages of any kind, including (without limitation) 
compensatory, direct, indirect or consequential damages, loss of data, income or profit, loss of or damage to property and claims of third parties.  

 
Applicable Law 

This Agreement will be governed by and construed in accordance with the laws of England and Wales without giving effect to the principles of 
conflict of laws thereof, and to the extent permitted by applicable law, you consent to the jurisdiction of courts situated in England and Wales in 

any action arising under this agreement.  

 
Intellectual Property Rights 

You acknowledge that legal and beneficial interest in Intellectual Property Rights in connection with the Report belong to us. This includes all 
Intellectual Property Rights in any Material. You have no rights in or to the Report and you may not use any Material other than as permitted under 
this Agreement. We grant you a non-exclusive, non-transferable licence to use the Intellectual Property Rights referred to above solely for the use 

of Material as permitted under this agreement.  
 

Companies Included  
Whilst MTW endeavour to ensure that the majority of the major companies active in the market with which this report is concerned are 

included, it should be noted that the list of companies included in this report is not exhaustive and the inclusion or otherwise of a company 
in this report does not necessarily indicate, nor should be interpreted as, a company’s relevance or otherwise in a particular market.  

Whilst we endeavour to attain high levels of accuracy, it should be borne in mind that the rankings and other information provided within 
this report contain an element of estimation, should be regarded as such and treated with a degree of caution.   

 
Estimates Provided  

In order to enable benchmarking, competitor analysis and facilitate further market research, MTW have provided estimates for turnover, 
profit before tax and number of employees for small, medium sized and other companies who are not obliged to submit this information to 
Companies House.  As such, in the interests of clarity, all data relating to turnover, profit and number of employees provided in this report 
should be regarded as independent estimates by MTW.  Whilst we endeavour to attain high levels of accuracy with these estimates, they 

may not reflect the actual figures of a company and should therefore be treated with caution.   
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1. Introduction to Research & Analysis Reports 

1.1  Key Features & Benefits of this Research & Analysis Report 

MTW’s “Research & Analysis” market reports provide an independent, comprehensive review of 

recent, current and future market size and trends in an easy to reference format.  Each report 

provides vital market intelligence in terms of size, product mix, distribution channel mix, SWOT, key 

trends and influences, supply and distribution channel trends.  In addition, rankings by turnover, 
profit and other key financials for the market leaders are provided as well as a 1 page profile for each 

key player in the market.  Contact, telemarketing & mailing details are also provided for each 

company to enable the reader to quickly develop sales leads.   

 

Based on company sales returns which provide higher confidence levels and researched by market 

research professionals with experience in the industry, MTW’s Research and Analysis reports are used 

as a foundation for coherent strategic decision making based on sound market intelligence and for 

developing effective marketing plans.  MTW reports can also used as an operational sales and 

marketing tool by identifying market leaders, enabling the reader to quickly grow sales to new clients 

and focus marketing budgets.   

 

This report includes:-  

• Market Size, PEST, SWOT & Trends – Historical, Current & Future 

Based on sales data from a representative proportion of the industry, this report provides market size 

by value over a ten-year period.  As they are based on quantitative data as well as qualitative input 

from the industry, our reports are more accurate than other qualitative based reports and offer better 

value for money.  By combining the best of both quantitative and qualitative input, we offer our 

clients greater confidence in our market forecasts as well as discussing key market trends and 

influences from a qualitative perspective.   
 

• Product Mix – Current & Future 

This report identifies the key product sectors in the market and provides historical, current and 
forecast market share estimates for each, alongside qualitative discussion on key trends for each 

segment of the industry.  With input for this report being both qualitative and quantitative we are able 

to offer an effective insight into the core components of the market, as well as forecasting future 

market shares.   
 

• Distribution Channel Mix – Current & Future 

The report identifies the key distribution channels that drive demand for this market and provide a 

current, historical & future market share estimate for each.  This enables the reader to identify the 
key driving forces behind current market demand and adapt business tactics accordingly.  With 

forecasts of market share by key channels also provided, the reader is able to undertake strategic 

decisions with greater confidence as well as basing marketing strategies on solid market intelligence.   
 

• Market Leaders Ranking  

This report identifies the key players in the market and ranks them by a number of criteria, including 

turnover and profitability.  This enables the reader to identify the most relevant potential key 

customers in a market, understand their current position in the market and quickly identify new 

targets.  Also, MTW provide a turnover estimate for every company included in the report, enabling 

the reader to develop market share estimates.   
 

• Company Profiles & Sales Leads 

This report includes a 1 page profile for each company including full contact details for developing fast 

sales leads; 4 years of the most recent key financial indicators; and MTW’s ‘at a glance’ chart, 

enabling the reader to quickly gauge the current financial health of a company.   
 

• Relevant Companies, Saving You Time 

MTW Research have been researching and writing market reports in these sectors since 1999 and as 

such we are able to develop a company listing which is more relevant to the market, rather than 

automatically selecting companies to be included by industry code.  Our reports represent excellent 

value for money and don’t bombard you with irrelevant financial data; they are designed to enable 

you to engage in fast and effective market analysis.  We focus on providing what’s important in an 

easy to reference and use format.    
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2. UK KITCHEN FURNITURE MARKET 

2.1  EXECUTIVE SUMMARY & MARKET OVERVIEW 

The UK Kitchen Furniture Market comprises of a wide range of products suitable 

for a variety of applications within a domestic kitchen environment.  Specifically, 
this report reviews the UK domestic kitchen furniture market between 2004 and 

2010 with forecasts to 2013 for:- 

 

•Fitted Kitchen Furniture – rigid & flat pack, all materials 

•Freestanding Kitchen Furniture - rigid & flat pack, all materials 

•Sinks & Integral Drainers – stainless steel, ceramic, composite 

•Worktops – laminate, solid surface (natural & composite) 

•Dining Tables – wooden, metal, stone & other materials 

•Bar Tables & Bar Stools – used in domestic kitchens, diners etc. 

 
The UK kitchen furniture market is currently valued at just over £1.1 billion in 

2010, with the majority of trade sources indicating that the market is now 

entering a more positive, albeit tentative growth phase following difficult trading 

conditions during the last 2 years.   

 

Slightly improved trading conditions during Q4 2009 offset the more substantial 

declines earlier in the year and resulted in the market closing an estimated 9% 
down on the 2008 value.  This reflects a decline which may have been more 

severe if not for a return to growth in the housing market and slowly improving 

economy in the latter stages of the year, with UK modestly recovering from 

recession and GDP rising.   

 

Near term prospects for the industry are relatively positive, with a steady rise in 

market value forecast for 2010 of around 3% by value.  In terms of macro-

economic issues, the economy should continue a track of slow recovery during 

the first half of the year, followed by a more positive upturn in H2 2010.  This, 

coupled with an improvement in the housing market and rising levels of 
consumer confidence should underpin some return to growth for the kitchen 

furniture market in the near term.   

 
The number of kitchen installations is estimated to have peaked in 2007 at just 

over 1 million, before contracting by some 5% in 2008 and a more substantial 

decline of 14% in 2009.  The level and pace of contraction highlights the severe 

trading conditions in the market in recent years with the UK economy having 
experienced the worst recession since the Second World War.    
 

Price competition has become an increasingly important feature of the market in 

the last 2 years.  Imports now account for almost 30% of all UK sales of wooden 

furniture units by value and around 60% by volume.  The EU accounts for 
around 90% of all UK imports, with Asia and Oceania accounting for around 9%.   

 

 

 

 

REPORT SAMPLE 
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The export market is expected to experience a slight bounce in the short term, 

as trading returns to a more stable pattern.  As such, between 2010 and 2013, 

demand should experience some growth, albeit modest, reaching around £30 

million by 2013. 

 

Freestanding units and worktops are estimated to account for around 11% each 

of the market by value in 2010, with product innovation and development in the 
natural and solid surface worktop market boosting this sector whilst the 

recession has negatively impacted on the higher value freestanding sector of 

the market.   

 

Bar tables and stools are a relatively new entrant in this market and have 

experienced rapid growth in recent years, particularly in terms of volume.  The 

stools and bar tables market is now estimated to account for around 10% of the 
total kitchen furniture market by value in 2010 or around £123 million.   

 

The sinks market has benefited from a growing emphasis on design trends, 

coupled with changes in washing and food preparation habits in recent years.  

This sector is currently estimated to account for around 9% of the UK kitchen 

furniture market in 2010, reflecting a value of around £106 million.   

 

Kitchen tables are currently estimated to account for around 7% of the market 

in 2010.  To year end December 2010, total sales of kitchen tables in the UK are 

estimated to reach around £79 million at manufacturers selling prices.   
 

Kitchen furniture specialists continue to maintain the majority distribution 

channel share by value of the kitchen furniture market in 2010, with this sector 

comprising of around 35% of total industry sales.  This channel primarily 

operates within the higher value end of the market, with most retailers having 

repositioned over the last 10-15 years.   

 
The second largest sector is accounted for by DIY retailers, with this sector 

accounting for around 26% of the market by value which would rise to an 

estimated 50% in volume terms, reflecting the higher level of imported products 

sold through this channel.  The DIY Multiples or ‘Sheds’ have made most 

headway in this market in recent years, with B&Q, Focus & Homebase having 

developed their kitchen furniture portfolio, though are now under threat from 

competing channels such as Tesco’s ‘Direct’ service.   

 

In terms of likely future prospects, our forecasts are for the market to 

experience more positive, real term growth in the medium to longer term.  The 

market is forecast to reach a value of around £1.35 billion in current prices by 

2014, reflecting annual growth of between 3-4%.   
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2.2  KITCHEN FURNITURE MARKET SIZE & TRENDS 2004-2013 

2.2.1  Kitchen Furniture Market Size 2004-2013 – Current Prices 

The UK Kitchen Furniture market encompasses a wide range of products and is 
estimated to be worth just over £xx.x billion in 2010 as illustrated in the 

following chart:- 
 

Figure 1: Kitchen Furniture Market – UK 2004 – 2013 By Value £m 

500

1000

1500

£M 1166 1188 1234 1292 1244 1129 1164 1203 1246 1295 1351

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

2014 

Fcst

 

Source: MTW Research / Trade Estimates 

 

The UK kitchen furniture market is currently valued at £1.16 billion in 2010 at 

manufacturers selling prices, reflecting a market which is now entering a 

tentative growth phase following difficult trading conditions during the last 2 

years.   
 

In line with the majority of the domestic furniture market, kitchen sales 

experienced a relatively lacklustre 2005, followed by healthy growth throughout 

most of the key product sectors to 2007, with annual rises of between 2-5% 

evident.  Sources indicate that the market peaked in terms of value during the 

first quarter of 2008 with the economic downturn being more profoundly felt by 

the industry during the second half of the year.   

 

The economic slowdown which took hold in Q2 2008 and subsequent negative 

impact on consumer confidence, housebuilding and house moving levels 
resulted in a rapid contraction in volume terms for the kitchen furniture market, 

with the market declining by some 4% in 2008, despite a relatively positive 

start to the year.   

 

Consumer expenditure on big ticket items continued to decline in H1 2009, with 

the kitchen furniture market being particularly affected as householders sought 

to defer larger purchases.  The rapid slowdown in the housing market also 
impacted the sector, with house moving levels often closely linked to purchases 

of new kitchen furniture.  The slowdown continued through the third quarter of 
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2009, though trade sources indicate that slowly improving economic conditions 

in Q4 2009 prompted some optimism in the market, with, if not an 

improvement in market value then a cessation of decline evident.   

 

Slightly improved trading conditions during Q4 2009 resulted in the year closing 

an estimated 9% down on the 2008 market value.  This reflects a decline which 

may have been more severe if not for a return to growth in the housing market 
and slowly improving economy in the latter stages of the year, with UK 

recovering from recession and GDP rising, albeit by a very modest 0.1% in the 

last 3 months of 2009.   

 

As highlighted in the above chart, the impact of the economic downturn on the 

kitchen furniture market has been severe. Our estimates are that the recession 

has potentially cost the industry in the region of £250 million of lost sales and 
growth relating to this sector specifically, reflecting a cost of around £10 million 

per month to the industry since the beginning of the recession in 2008.  The 

level of business failures in both the manufacturing and distribution sectors of 

the kitchen furniture have continued to rise in recent months, with the effects of 

the economic downturn likely to reverberate throughout the industry for several 

years.   

 

Near term prospects for the industry are more positive, with a relatively steady 

rise in market value forecast for 2010 of around 3% by value.  In terms of 

macro-economic issues, the economy should continue a track of slow recovery 
during the first half of the year, followed by a more positive upturn in H2 2010.  

This, coupled with an improvement in the housing market and rising levels of 

consumer confidence should underpin some return to growth for the kitchen 

furniture market in the near term.   

 

An accelerated pattern of growth is forecast for the industry from mid 2010 

onwards, with the market reaching a value of just under £1.35 billion by 2014, 
reflecting an anticipated growth rate of around 16% between 2010 and 2013.  

Whilst inflation growth will negate some of this growth, our forecasts are for the 

industry to grow in real terms from mid 2010 onwards.   

2.2.2 Kitchen Furniture Market Size 2004-2013 – Constant Prices 

The following chart illustrates the performance of the market value with 
consumer price index inflation stripped out since 2004, with forecasts to 2013:- 
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Figure 2: Kitchen Furniture Market – UK 2004 – 2013 Constant Prices £M 
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Source: MTW Research / Trade Estimates 

As illustrated, based on constant 2004 prices, the Kitchen Furniture market has 

been continually impacted by the rising cost of living, with real term market 

values contracting in 2005, followed by relatively modest growth of 1.3% and 

2.3% during 2006 and 2007 respectively.   

 

During 2008, the market experienced a decline in volume demand due to 

deferment of purchase by householders, a decline in new build demand and a 
rapid ‘flight to price’ by consumers across most product sectors.  Sources 

indicate that within the low-mid market sectors, this intensified price 

competition within an already highly price competitive market, resulting in 

declining average unit prices.   

 

The lower value kitchen furniture market has long suffered from the threat of 

lower cost imported products which has consistently driven average retail prices 
lower.  With consumer expectations of value already high within the low - mid 

market kitchen furniture sector, the recession brought about a fierce level of 

pricing pressure to the industry.  Retailers have been unable to maintain retail 

prices during the last 2 years, with heavy discounting and a focus on volume 

rather than margins being a strategy followed by several key distribution 

channels.   

 

In addition to heavy discounting, retailers have also sought to reduce sourcing 

costs by requiring lower prices from manufacturers.  Where retailers are not 

able to reduce sourcing costs in the UK, rising levels of imported products in this 
sector clearly demonstrate reduced levels of loyalty to UK manufacturers by 

retailers and consumers.   

 

There are currently around xxx,xxx installations of kitchens in the UK at 

present, as illustrated in the following chart:- 
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Figure 2: Number of Kitchen Furniture Installations 2004-2014  

500

700

900

1100

£M 864 896.7 949 1,013. 960.1 830.1 889.5 928.5 972.5 1,019. 1,080.

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

2014 

Fcst

 

Source: MTW Research / Trade Estimates 

With many of the product sectors now in a mature phase of their life cycle, the 

kitchen furniture market has become increasingly reliant on volumes stimulated 

from domestic new build applications, replacement applications and first time 

installations.   

 

As illustrated above, the number of kitchen installations is estimated to have 

peaked in 2007 at just over 1 million, before contracting by some 5% in 2008 
and a more substantial decline of 14% in 2009.  The level and pace of 

contraction highlights the severe trading conditions in the market in recent 

years with the UK economy having experienced the worst recession since the 

Second World War.    

 

New build applications are estimated to account for around 11% of the UK 

domestic kitchen furniture market in 2010 with this sector having reduced 
demand substantially in 2008 and 2009.  During 2007, total housing starts 

stood at 166,000 units, reflecting a relatively buoyant home building market.  

During 2008, this declined rapidly to 105,000 units and in 2009 a further 

contraction to around 95,000 units underlines the severity of the downturn in 

demand from this sector over the last 2 years.   

 

The decline in demand from the new build sector was offset to some extent by 

growth in demand in the housing rental market, with the property rental market 

a key end use sector for lower value, flat pack kitchen furniture.  Sources 

indicate that as householders were unable or unwilling to sell their homes, the 
rental market provided some stimulus as owners sought to refurbish kitchens 

quickly and cheaply in readiness for rental purposes.  However, whilst this 

sector provided some volume demand, it did not offset the levels of decline 

significantly due to the rapid withdrawal by the housebuilding market and 

slowdown in expenditure by consumers.   

 

Within the new build sector, the growth in the use of brownfield sites has also 
impacted on the kitchen furniture market.  Around 77% of new build homes are 
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now built on previously developed land, with the majority of these being flats.  

Smaller kitchen sizes to accommodate smaller household sizes have resulted in 

the number of units installed per kitchen declining in recent years, with a shift in 

emphasis toward higher value, design led products which offer space saving, 

functionality and versatility features.   

 

This trend toward higher quality kitchen furniture being specified has offered 
some value add opportunities for the market to exploit within the new build 

sector.  However, there are indications that this may also negatively impact on 

the replacement market in the longer term as kitchen replacement cycles may 

lengthen.    

 

Sources indicate that there has been a clear shift in demand patterns in the last 

2 years, with a polarisation of the market in terms of value / volume mix.  This 
is particularly evident when reviewing the distribution channels where retailers 

have established clear market positions in order to differentiate their portfolio.  

 

Kitchen specialists have sought to establish a more value oriented portfolio, 

generating perceived added value through the provision of rigid furniture, higher 

quality portfolios, and additional / improved service levels.  Within the higher 

volume sector, the DIY multiples have continued to develop ranges within the 

low – mid market flat pack sectors and take away ranges continue to be popular 

in the first time installation and lower value markets.  The distribution of lower 

value products is set to become increasingly competitive, with Tesco’s 
development of their portfolio in this market to include installation services.     

 

The majority of products within the kitchen furniture market are of a non-

commodity nature and as such are often deferrable in times of economic 

downturn.  Sources indicate that, despite initial hopes of an ‘improve don’t 

move’ trend during the recession where householders would refurbish rather 

than buy new homes, the level of consumer confidence was at such a low that 
many householders deferred purchase until there is clear evidence of an 

improved economic outlook, housing market and greater job security.  As such, 

sources indicate that there may be an element of ‘pent-up’ demand which may 

be released in the short term, which should provide a boost for the market.   

 

2.2.3 Future Prospects 

 

In terms of likely future prospects, our forecasts are for the market to return to 

modest levels of value growth in terms of current prices in 2010, with a more 

pronounced upturn more likely evident in the second half of the year.  However, 
with inflation currently forecast at around 2.3%, this growth will translate into 

growth of less than 1% in real terms, reflecting the likelihood of difficult trading 

conditions in the near term.   
 

By 2014, however, our forecasts are for the market to return to more positive 

growth territory in terms of ‘real prices’, with a total market value of around 

£1.35 billion forecast in current prices by 2014.  Volume demand is anticipated 

to return to growth in the near term, as a number of key factors drive demand, 

including:- 
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• Improved Housing Market –House moving prompting new kitchen refurbishment 

• Growth in house building market – 2010 forecasts of 150,000 units by year end.   

• Rising Consumer Confidence – Consumer less fearful of big ticket expenditure 

• Declining Unemployment – Improved job security prompting more confidence 

• Rising Business Confidence – Sustaining wage inflation & disposable incomes 

• ‘Pent-Up Demand’ – Many consumers have deferred purchases for 2 years now. 

• ‘Kitchen – Diners’ – Refurbishment of kitchens & trend to larger kitchen-diners 

• Working from Home –ad-hoc home working often done from the kitchen  

• ‘Status Symbol’ – Luxury kitchens are often aspirational purchases 
 

Consumers’ focus on value is likely to subside to some extent in the near to 

medium term, though price competition is likely to remain a key dampener of 
market growth in the low-mid market value sectors and the size and scope of 

the competing companies within the lower value retail channels is likely to 

sustain price competition.  Growth in volume demand from new build 

applications should offset this price sensitivity to some extent, though it is likely 

that manufacturers positioned in the higher value sectors of the market are 

likely to experience a more rapid return to value growth than other, less well 

differentiated suppliers.   

 

Differentiation is likely to become increasingly important to UK suppliers, as the 

threat of lower cost imports remain a clear issue in the market.  Consumer 

preferences appear to be shifting toward a preference for a higher value product 

which offers greater features and benefits.  The growing ability for UK suppliers 

to add value to their product portfolio should underpin the market in the near-

medium term, with consumers seeking key benefits such as:- 
 

• Adaptability – Use of furniture for several uses (eating, socialising, home office) 

• Flexibility – Furniture can be moved, changed, resized etc to suit task  

• Modular – Can be added to when required 

• Space Saving – Offers enhanced use of existing space 

• New applications – e.g. new food storage solutions, deeper drawers for pans etc 

• Design – Contemporary designs used to fit in with modern interior design 

• Longevity – Won’t become outdated or unfashionable 

• Functionality – Kitchen is fit for purpose and useful 

• Market Position – kitchen ‘fits’ with other rooms, e.g high value dining room etc 

• Environmental – Sustainable sources, ethical manufacturing / retailing etc 

• Sales Support – Availability, design, installation, delivery, after care service etc.   
 

These and other issues should offer improved opportunities for manufacturers 

and retailers to add value to their core product offering and offset the impact of 

lower cost imports to some extent.   
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2.3  KEY MARKET TRENDS IN THE KITCHEN FURNITURE MARKET  

2.3.1  PEST Analysis – Illustration of Key Market Forces 

There are a large number of macro market issues and trends which directly or 
indirectly influence the UK Kitchen Furniture market.  These issues typically relate to 

political, legal, economic, environmental, social and technological factors.  The 

following diagram provides a brief overview of some of these key issues which are 

currently impacting the market at present and those which may stimulate or dampen 

market growth in the future:- 
 

Figure 3: PEST Analysis for UK Kitchen Furniture Market in 2010 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: MTW Research Strategic Review 2010 

Whilst the above diagram is by no means exhaustive, it provides an illustration 

of some of the key issues impacting the market at present and in the future.   
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• National Minimum Wage 

• Employee Rights  

• Health & Safety 

• Manufacturing Obligations 

• Building Regulations 
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• Income Tax May Rise 

• Property Mkt Growth 

• Strength of Sterling 

ENVIRONMENT 
 

• Focus on Climate Change 

• Env Friendly Products  

• Ethical Trading Practices 

• Carbon Taxes 

• Recycling Of Old  Kitchen 
Furniture 

• Resistance To Large 
Carbon Footprint Imports 

SOCIAL 
 

• Ageing Population 

• Shift toward saving as 
consumers deleverage 

• Rising Population 

• Wage Aspirations & Earnings 

• Eating Habits 

• Family Unit Trends 

• More 1-2 Person Households 

• Growth in Flats 

• Use of kitchen for socialising 

• Design Trends 

TECHNOLOGICAL 
 

• Use of New Technology – 
LCD, MP3, LEDs etc 

• Enabling Occasional / Ad-
Hoc Home Working. 

• Impacting on Social Trends 

• Drives New Design Trends 

• Increased Awareness of 
Products Through Internet 

• Use of Web as a Channel 

 

 

 

REPORT SAMPLE  

 

 

REPORT SAMPLE 

 

 

 

REPORT SAMPLE 

 

 

 

REPORT SAMPLE 

 

 

 

REPORT SAMPLE 

 

 

 

REPORT SAMPLE 



© MTW Research 2010 

 15

2.3.2  Political & Legal Influences & Trends 

The current UK political landscape is presently determined by the results of the 
last general election which was held in early May 2005.  The Labour party was 

returned in 355 seats, reflecting 64 more seats than the other parties combined.  

However, whilst the number of MPs returned represented 55% of the total 

number of seats, it also reflected a decline of some 47 compared to the party’s 

performance in 2001.   

 

This lowest ever share of the UK vote by a winning party, at 35%, translated 

into a government with a nominal majority and one which was therefore 

considerably weaker than in previous years.  Just under 22% of the electorate 

having voted for the Labour party in 2005 and this has subsequently translated 

into a government which has apparently experienced a growing fragility in 

terms of ability to pass law or change policy without making some, or often 

fairly substantial concessions.  In early 2010,this trend is culminating in most 
opinion polls suggesting that there is likely to be a change in Government at the 

next general election.   

 

Current indications are that the next general election will be held in May 2010, 
with the majority of commentators suggesting that the current UK government 

has just begun its final term.  At present, the majority of opinion polls suggest 

that the next UK government will be a Conservative one, though increasingly, in 

early 2010, some polls are indicating that this is by no means a foregone 

conclusion with the Conservative party having just a 5-10 point lead and 

increasingly political commentators are putting forward the increasing likelihood 

of a ‘hung’ parliament.   

 

Within the context of the current economic fragility; a relative lack of mandate 

from the electorate in 2005; and an apparent growing dissatisfaction from the 

UK public toward Parliament from events such as the MP’s expenses fiasco, the 

current strength of the UK government is suggested by many to be at an all 

time low.  Following the Queen’s speech in January 2010, many commentators 
suggested that the government lacked the strength and time required in order 

to translate any of the proposed activities into law.   

 

In terms of impact on UK business, and more specifically the Kitchen Furniture 
market, the lack of political strength at present may be dampening 

opportunities for the UK economy to recover quickly from the recent downturn, 

with economic growth rising by just 0.1% in the last 3 months of 2009.  A lack 

of strong leadership may be in part suppressing business and consumer 

confidence, resulting in a slower return to growth for the overall UK economy.   

 

One key influence of current government policy on the UK furniture 
manufacturing industry has related to immigration and the use of migrant 

workers.  The use of foreign workers in the industry has grown rapidly in recent 

years, with around 30-40% of the industry now estimated to be comprised of 

non-indigenous workers.  The tightening of immigration controls and checks is 

indicated to have increased bureaucracy for furniture manufacturers and 

impacted on profitability to some extent.   
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Further, the influx of eastern European workers which characterised the ‘UK 

minimum wage economy’ in recent years has also reversed, partly due to the 

decline in the strength of the Pound as a result of Government policy.  With an 

apparent exodus from the UK of East European and particularly Polish workers, 

a decline in available labour is also indicated to have impacted industry 

profitability.  Whilst the recession has negated this impact to some extent in 

recent months, sources suggest that a lack of employees willing to work in the 
furniture manufacturing industry at minimum wage level is likely to be a key 

weakness in the industry in the medium term.   

 

Taxation policy is also likely to become an increasingly important aspect in the 

furniture industry in the near term, with Government policy directly impacting 

on consumer expenditure through taxation.  Current spending by the 

Government on ‘quantitative easing’, the 2.5% VAT reduction in 2009 and other 
fiscal measures will certainly result in reduced expenditure on public services in 

the medium term, as the UK economic deficit has grown rapidly in recent 

months, and there are growing indications of the likelihood of a rise in personal 

and corporation taxes in order to reduce the deficit more quickly.   

2.3.3  Economic Influences & Trends 

To the surprise of many commentators, the UK economy remained in recession 

during the third quarter of 2009 according to the UK government statistical 

office, with only a minimal increase of 0.1% in Q4, 2009 with many anticipating 

higher growth in GDP output, this news further dampened consumer confidence 

in many sectors of the UK economy in late January 2010. 

Gross Domestic Product 2004-2013 

The following chart illustrates the current and future prospects for the UK 

economy in terms of GDP growth at current prices:- 
 

Figure 4: UK Economic Annual Performance– GDP 2004-2013 
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Source: MTW Research / ONS 

As illustrated, the UK economy experienced particularly strong levels of growth 

during 2006 and 2007, with growth levels in excess of 6% per annum.  
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However, whilst the economy performed reasonably well in early 2008, a 

realisation in Q2 2008 of the high level of ‘toxic debt’ undertaken by US banks 

through sub-prime lending, coupled with the level of uncertainty in terms of to 

whom this debt had been sold resulted in a freezing of the global financial 

system dubbed the ‘credit crunch’.   

 

The ‘credit crunch’ quickly filtered to the UK banking system, resulting in the UK 
financial sector reaching crisis point in Q3 2008 with some sources suggesting 

that the collapse of a number of high street banks was averted by secret loans 

& part nationalisation by a just a few hours as investors rushed to recoup 

investments and withdraw savings.  As business confidence levels plummeted, 

output in the UK service economy in particular declined rapidly, followed by a 

subsequent contraction in the manufacturing sector.  Overall, the downturn in 

business confidence coupled with the freezing of the global banking sector 
resulted in an overall annual contraction in GDP of some 4.5%, with this decline 

sharply focussed on the last 2 quarters of 2009.    

 

With recent rises in retail spending and successive house price growth pointing 

to a growing level of consumer confidence, most estimates suggest are that the 

UK economy recovered from recession during the latter part of 2009, with some 

growth likely to become more substantive in Q1 2010.  House prices rose by 

0.5% in January 2010, representing a slowdown from the growth during the 

summer that saw prices increase by 6% between April and September 2009.  

Indications are that many fewer properties are being bought and sold than in 
“normal” market conditions. The first nine months of 2009 registered just over 

half a million transactions, an annualised turnover rate of only 3.6% of the 

housing stock, well below the 20-year average of 8.5%.  

 

Forecasts for the overall economy in 2010 are positive, albeit nominal, with 

growth of around 1% anticipated as sources indicate that a slow and prolonged 

recovery period is the most likely scenario.  The substantial level of expenditure 
by the Government during 2008 and 2009 will likely result in a rapid decline in 

public expenditure in the medium term, with GDP growth therefore increasingly 

reliant on the fragile private sector.   

 

Despite growing levels of ‘cautious optimism’, the Bank of England continued its 

policy of quantitative easing in January 2010 for fear of a ‘double-dip’ in the UK 

economy in early 2010.  This concern is echoed by the apparent continued 

refusal by the UK banks to increase business lending substantially, as they seek 

to divest their bad debts and build up cash reserves in the ongoing process 

described as ‘deleveraging’.  Both household and corporate sectors are 

undergoing a period of deleveraging, seeking to pay down debts and strengthen 

their balance sheets.   

UK Inflation 2004-2013 

Recent fears of deflation in the UK economy appear now to have passed.  The 

impact of QE on the economy is likely to result in some growth in terms of 

inflation in the short term, and this coupled with an anticipated rise in energy 

prices and growth in consumer expenditure overall in the near term should 

further boost Consumer Price Inflation.   
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2.4  SWOT ANALYSIS – Strengths, Weaknesses, Opportunities, Threats 

Following a strategic review of the kitchen furniture market, the following table 
identifies some of the key strengths & weaknesses evident in the market at 

present:- 

Figure 8: Key Strengths & Weaknesses in the Kitchen Furniture Market 2010-2013 

STRENGTHS WEAKNESSES 

• Inherent industry strength - 70% of kitchen furniture 
retailers have excellent / good credit rating. 

• Highly skilled uk manufacturing workforce able to 
produce high quality, differentiated products. 

• Focus on product development & innovation to 
continue to add value to core product offering. 

• Well defined market positions held by most UK 
manufacturers & retailers – clear strategies 

• UK manufacturers typically focused on higher value 
sector which should recover faster in 2010 

• Well established, experienced manufacturing base, 
able to react quickly to market & social trends.   

• High management retention rates in manufacturing 
sector reported at around 90-95%, resulting in skilled 
& experienced corporate management.   

• Efficient management information systems & IT 
systems used by majority of manufacturers & 
retailers to increase efficiencies, enhance service & 
add value. 

• Wide range of distribution channels enabling 
comprehensive coverage of UK market. 

• Sophisticated use of internet for marketing & e-
commerce by UK manufacturers & retailers 

• Most companies operate flexible and agile business 
models enabling them to shift focus according to 
changes in market demand.   

• UK market now typically split into 2 fairly distinct 
categories of low value / high value suggesting more 
defined business strategies are in place.  

    

• Indigenous workforce typically highly skilled with 
high wage aspirations reducing UK 
manufacturers’ ability to compete on price.   

• Low consumer loyalty in relation to other 
purchasing criteria such as design, price etc. 

• Low frequency of purchase by consumers results 
in lack of ongoing relationships between suppliers 
& consumers.   

• Workforce in lower skilled sectors of industry 
often lack motivation & result in high level of ‘staff 
churn’.   

• Lack of focus on differentiation evident by some 
smaller furniture manufacturers & retailers. 

• Substantial fragmentation in the kitchen retail 
channel resulting in lower buying power for 
independent retailers & more fragmented market 
for manufacturers to supply.  

• Minimal or no acceptance by consumers during 
2008 and 2009 of price rises of non-differentiated 
products.   

• Lower levels of profitability throughout industry 
result in lower levels of marketing & product 
awareness. 

• Majority of products are ‘deferrable purchases’ 
and therefore risk exposure to economic 
downturns is higher.   

• High consumer expectations of value within the 
mid market kitchen furniture sector. 

• Need to stock larger / bulky items of flat pack 
furniture results in larger stores / warehouses 
required – increasing costs for retailers and mfrs 
alike.  

• High fragmentation of distribution channels and 
large number of smaller retailers active within 
these channels – increase distribution, CRM and 
supply costs for manufacturers.    

 

 

Source: MTW Research Strategic Review 2010 
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Key opportunities and threats evident in the market at present include:- 

Figure 9: Key Opportunites & Threats in the Kitchen Furniture Market 2010-2013 

OPPORTUNITIES THREATS 

• Growth in Kitchen-diners & ongoing trend of integration 
of dining room into kitchen. 

• Maximising space remains paramount through 
innovation and product design 

• Changes in fashion, design trends etc provide ongoing 
stimulus for added value opportunities 

• Distributors introducing loyalty schemes may offer some 
tie in opportunities for manufacturers to develop closer 
relationships with retailers.   

• Use of kitchen for rising number of uses – eating, ad-hoc 
home office, homework, hobbies etc.   

• Growth in use of kitchen for entertaining, socialising. 

• Use of kitchen as a ‘status symbol’, new kitchens are 
perceived to add overall value to the home.   

• Use of separate dining room to display status through 
purchase of higher value furniture.   

• Recovery from economic downturn should stimulate rise 
in consumer confidence. 

• Growth in the integration of technology into furniture e.g 
LCD TVs, MP3s, LEDs, appliances 

• Technology stimulating new demands on furniture – e.g 
MP3 housing, TV accommodation, LEDs etc  

• Housemoving levels should return to growth, stimulating 
new purchases. 

• ‘Trading-up’ opportunities from consumers who 
purchased lower value products 5-10 years ago. 

• ‘Pent-up’ demand released from deferred purchases 
during recession. 

• Differentiation through features such as adaptability, 
flexibility, after care service, delivery, availability etc.  

• Use of environmental credentials to add value – 
sustainable sourcing, reduced carbon footprint, ethical 
trading etc.   

• Use of internet, mobile phones & new social networking 
technology to develop more effective communications & 
e-commerce. 

• Rising fuel costs in longer term may result in imports 
becoming less attractive to retailers.   

• Rising population, rising number of households 
increasing volume demand. 

• Availability of labour is rising in the short term as a result 
of the recession, reducing wage inflation. 

• Use of new management & motivation techniques to 
decrease ‘staff churn’.    

• Growing level of pricing pressure in lower value 
sectors from legacy of recession. 

• Decline in availability of lower paid labour for 
manufacturing as exodus of employees from East 
Europe return home.   

• High risk of exposure from foreign companies 
buying UK manufacturers & reducing investment. 

• Minimal or no acceptance by consumers of price 
rises of non-differentiated products.   

• High exposure to economic pressures which impact 
on consumer confidence levels. 

• Ongoing threat of lower cost imports. 

• Ongoing price sensitivity in non-differentiated 
sectors. 

• Threat of substitutes & competition from highly 
fragmented & competitive market.    

• Likelihood of rise in corporation & income tax. 

•  UK fiscal policy not viewed as strong at present, 
reducing investment from overseas 

• Rising share by lower value, volume retailers with 
high purchasing power, devaluing overall market.   

• Growing environmental obligations may increase 
manufacturing & distribution cost base whilst 
consumers resist price rises.   

• Growth in different consumer media resulting in 
wider range of fads/trends with less distinct trending 
patterns, e.g. TV, radio, magazines, internet, social 
networking etc. 

 

 
Source: MTW Research Strategic Review 2010 
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2.5  IMPORTS & EXPORTS OF FURNITURE 2004-2013 

 

The UK kitchen furniture market has been increasingly dominated by the level of 

lower cost imports in recent years, with this issue a key inhibitor of growth 

within the low-mid market sectors according to some sources.   

 

The following chart illustrates the level of imports of wooden kitchen furniture 
since 2004 and forecasts to 2014 in value terms:- 

Figure 10: Imports of Kitchen Furniture By Value 2004-2013 £M 
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Source: MTW Research / HM Customs 

As illustrated, total imports of wooden kitchen furniture units are currently 

estimated at around £131 million in 2010.  Imports are now estimated to 

account for almost 30% of all UK sales of wooden furniture units by value and 
around 60% by volume.  The EU represents around 90% of all UK imports, with 

Asia and Oceania accounting for around 9%.   

 

In 2004, total imports stood at just under £73 million.  Market penetration by 

the DIY multiples, furniture multiples such as IKEA and other lower value 

channels resulted in a dramatic growth in demand for lower cost imports as 

illustrated above.  Between 2004 and 2008, imports rose by almost 140%, 

reflecting the high level of pressure on the UK kitchen furniture manufacturers 

in recent years, particularly those positioned in the low-mid market sectors.   

 

Following a dip in demand during mid-late 2008 and the majority of 2009, 

imports are likely to return to growth in 2010, rising by an average of 5-8% per 

annum in the medium to longer term.  By 2014, our forecasts suggest that the 
total value of imports will reach just over £170 million, reflecting a return to 

pre-recession levels.   

 

Historically, export opportunities have offered some relief for UK manufacturers 
with this sector offering some reasonable demand as well as the domestic 

market.  The following chart illustrates the level of exports of wooden kitchen 

furniture since 2004 and forecasts to 2014 in value terms:- 
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Figure 11: Exports of Kitchen Furniture By Value 2004-2014 £M 
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Source: MTW Research / HM Customs 

The increasing dominance of lower value imports has impacted on a number of 

key export markets in recent years as illustrated in the above chart.  In 2010, 

total exports are forecast to be around £18 million, reflecting a slight 

improvement after the recession in 2008 and 2009.  However, since 2004, 

exports have at best remained static and contracted by some 56% over the last 

2 years highlighting the increasingly competitive nature of the foreign export 

markets for kitchen furniture.   

 

The export market is expected to experience a slight bounce in the short term, 

as trading return to a more stable pattern.  As such, between 2010 and 2013, 
demand should experience some growth, albeit modest, reaching around £30 

million by 2013.  Given historical trading patterns, it is unlikely that demand will 

exceed this level in the longer term and as such our forecasts are for a 

stabilising or slight decline of exports from 2014 onwards.   

 

The following chart illustrates the share by key target countries for kitchen 

furniture exports in 2010:-  

 Figure 12: Share by Key Export Region for Kitchen Furniture 2010  
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Source: MTW Research / HM Customs 
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3. PRODUCT TRENDS & SHARES 

3.1  Share by Key Product Sector – 2010, 2004 & 2013 

The share accounted for by each of the key sectors within the UK kitchen 

furniture market in 2010 is illustrated in the following chart:- 

Figure 13: Share by Product in Kitchen Furniture Market 2010 
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Source: MTW Research / Trade Sources 

As the above chart illustrates, the UK kitchen furniture market comprises of a 

wide range of product sectors with a variety of uses.  The largest sector of the 

market is accounted for by fitted units which are estimated to account for 

around 52% of the total market value in 2010.   

 

Freestanding units and worktops are estimated to account for around 11% each 

of the market by value in 2010, with product innovation and development in the 

natural and solid surface worktop market boosting this sector whilst the 

recession has negatively impacted on the higher value freestanding sector of 

the market.  The freestanding sector is currently estimated to be worth just 
under £120 million in 2010.   

 

Bar tables and stools are a relatively new entrant in this market and have 

experienced rapid growth in recent years, particularly in terms of volume.  The 

growth of this sector has complemented the trend toward the specification of 

breakfast bars and islands to accommodate changes in eating and entertaining 

habits.  The stools and bar tables market is now estimated to account for 
around 10% of the total kitchen furniture market by value in 2010 or around 

£xx million.   

 

The sinks market has also benefited from a growing emphasis on design trends, 

coupled with changes in washing and food preparation habits in recent years.  

This sector of the market encompasses a widening range of materials and 

designs and is currently estimated to account for around 9% of the UK kitchen 

furniture market in 2010, reflecting a value of around £106 million.   

 

Kitchen tables are currently estimated to account for around 7% of the market 
in 2010, though this sector continues to be pressured from a number of key 

issues relating to the threat of substitute products and changes in social habits.  
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To year end December 2010, total sales of kitchen tables in the UK are 

estimated to reach around £xx million at manufacturers selling prices.   

 

In order to illustrate historical trends, the following chart illustrates the share by 

key product sector in 2004:- 

Figure 14: Share by Product in Kitchen Furniture Market 2004 
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Source: MTW Research / Trade Sources 

As the chart illustrates, there has been minimal change in terms of product 

shares in recent years, though some sectors are indicated to have performed 

better than others with the fitted units sector having lost some share from 55% 

in 2004 to 52% in 2010.  This share loss is primarily attributed to ongoing price 

competition in the market, with a key differentiator in the low-mid markets 

often being price.   

 

The trend of fitted furniture losing share has been driven by the larger multiple 

retailers in recent years, with take away flat pack units being a fiercely fought 
market, particularly by the DIY multiples.  Whilst there has been some 

movement toward adding value of late, market development by retailers such 

as Tesco into this sector may also sustain this trend in the longer term.   

 
Between 2004 and 2007, the freestanding sector continued to gain share of the 

kitchen furniture market due to healthy performance in bespoke and higher 

value sectors.  The trend toward a preference of island units has also boosted 

this sector in recent years.  However, as with many other sectors of the UK 

economy, higher value products have been more severely impacted than lower 

value sectors and the freestanding sector was negatively impacted in terms of 

volume and volume demand during 2008 and 2009 as a result.   

 

The rapid growth of the bar tables and stools sector is clearly evident from the 

above chart, rising from 6% in 2004 to around 11% in 2010.  More casual 

entertaining trends, larger kitchens and more informal eating habits have 

prompted this sector to grow share in recent years.   

 
The following chart illustrates the forecast share for each key product sector 

within the kitchen furniture market in 2013:- 
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3.2  Fitted Kitchen Furniture Market 2004-2014 

The following chart illustrates the performance of the domestic fitted kitchen 
furniture market by value since 2004 and forecasts to 2013:- 

Figure 16: Fitted Kitchen Market by Value 2004-2014 £M 
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Source: MTW Research / Trade Estimates 

As illustrated, the UK fitted kitchen furniture market is estimated to have declined 

by around 9% in 2009, contracting to a value of around £601 million at 

manufacturers selling prices.   
 

The lower-mid market fitted furniture sector is estimated to have gained some 

share of the overall market during 2008 and 2009 as the market experienced a 

rapid rise in pricing sensitivity.  In line with many other sectors of the UK 

economy, consumer preferences have shifted more toward low-mid price points 

within the kitchen furniture sector with sales also increasingly being driven by 

purchases borne out of necessity where pricing sensitivity is often much higher.   
 

One key issue in the fitted kitchen market has been the rise in significance of 

lighting and improving the overall level of light in kitchens.  Sources indicate that 

this has driven growth in the specification of gloss finishes which reflect light and 

generally improve lighting overall without necessarily increasing the number of 

light sources in the kitchen.  Kickboard and wall unit lighting also remain popular 

as a way of providing effective accent and task lighting.   

 

There has also been an increasing trend toward the use of bolder colours as well 

as gloss finish, which consumers are using to contrast against more neutral wall 
colours.  To complement the use of more vivid colours, consumers are also 

indicated to be specifying darker woods which are perceived to offer more stylish, 

contemporary features.   

 

Sources indicate that another key trend in the fitted furniture market is a trend 

toward softer lines, with right angles being increasingly replaced by subtle curves 

and a more ‘ergonomic’ feel.  Curves at the end of unit runs and in island 
applications are rising in popularity, with this trend providing a useful tool for 

suppliers to add perceived value.   
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The trend toward more informal dining in the kitchen continues, with younger 

households in particular indicated to be increasingly hosting dinner parties in the 

kitchen, rather than the more traditional dining room.  This trend is being 

supported by home owners ‘knocking through’ into dining rooms and extending 

the kitchen into a place for entertaining as well as preparing food.  This in turn has 

increased the size of kitchens in the mid-higher value sector of the market 

boosting the fitted furniture market to some extent.   
 

Sources indicate that there has been an increase in cooking, eating and 

entertaining at home in the last 2 years, with consumers increasingly making use 

of the kitchen for entertaining.  The growth in cooking and entertaining has 

increased demand for more dedicated and improved food storage solutions in 

kitchens and led to product development in this area.  As such, there has been a 

growth in the specification of larder cabinets in the mid-high value sectors which 
has provided some stimulus for the market.   

 

Another key issue which has provided some value stimulus in the fitted furniture 

sector relates to consumers’ growing concerns regarding environmental issues.  

This issue is set to become increasingly important in the medium to longer term, 

with suppliers indicating that ‘green issues’ are becoming increasingly important in 

the purchase decision making process for consumers.  With some suppliers now 

offering fitted kitchen furniture manufactured from 95% recycled material content 

and rising pressure from the government through quangos such as the Waste 

Resources Action Prgramme (WRAP), suppliers’ environmental obligations in 
relation to their ‘green credentials’ are likely to increase rapidly.   

 

The above issues are likely to underpin growth in the medium to longer term and 

a return to more ‘normal’ demand patterns in the housebuilding sector should 

offer some optimism for the industry in terms of both volume and value.   By 

2014, the fitted kitchen furniture market is set to reach a value of just over £680 

million at msp, reflecting growth of some 12% over the 2010 value of £601 
million.   
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3.3  Freestanding Kitchen Furniture Market 2004 – 2014 

The following chart illustrates the performance of the domestic freestanding 
market by value since 2004 and forecasts to 2014:- 

 

Figure 17: Freestanding Market by Value 2004-2014 £M 

100

120

140

160

180

£M 129.8 132.4 138.7 147.8 141.2 117 118.8 120.8 124.8 131.5 134.2

2004 2005 2006 2007 2008 2009
2010 

Fcst

2011 

Fcst

2012 

Fcst

2013 

Fcst

2014 

Fcst

 

Source: MTW Research / Trade Estimates 

The freestanding kitchen furniture market is estimated to be worth around £117 

million by year end December 2009, reflecting an annual decline of 17%, 
following an initial contraction in value of some 4% during 2008.   

 

Between 2004 and 2007, the freestanding market experienced relatively healthy 

growth of between 2-6% per annum, boosted by the trend toward a preference 

toward higher value bespoke kitchens in general coupled with an increase in 

popularity of island designs.  However, the impact of the recession was clearly 

felt in this sector, with consumers deferring higher value purchases as job 
security, lack of available borrowing and declining house prices conspired to 

reduce consumer confidence.  

 

During 2008 and 2009, consumers sought to reduce expenditure which reduced 

the attractiveness of the freestanding sector, with a growing preference toward 

lower value fitted products instead.  As such, the freestanding sector is 

indicated to have underperformed against the market overall and lost share 

during the4 last 2 years.   

 

There is a likelihood of an element of ‘pent-up’ demand now present in this 
sector, which should offer some reasonable optimism for the market in the short 

term.  There are also a number of key differentiators which provide added value 

opportunities for suppliers of freestanding products, such as higher quality, 

bespoke design, higher service levels etc.  Given these issues, sources indicate 

that this sector should experience a relatively rapid return to growth in the short 

term, given a strengthening of growth in the overall UK economy.   

 
As kitchens have become larger in recent years, the opportunity to add islands 

has increased.  These products are rising in popularity as they offer increased 

storage space, provide seating areas and offer a larger, more flexible  
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At A Glance - Key Financial Indicators
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4. KITCHEN FURNITURE MANUFACTURER PROFILES 
The following section identifies some of the key UK manufacturers & importers and 

provides a 1 page profile with key performance indicators for each.  It should be 

noted that whilst we endeavour to include all the major players in the market, 

inclusion or otherwise in the following section does not necessarily indicate a 

company’s relevance in the market.   

4.1  Kitchen Furniture Manufacturers Profiles & KPIs 

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Address 

Sample Address 

WEST MIDLANDS 

B90 4LH 

Tel: Sample 

Sample Ltd is a public limited with 

share capital company, 

incorporated on 05 July 1939. The 

company’s main activities are 
recorded by Companies House as 

“A group engaged in the design, 

development, manufacture, sale 
and service of premium brand cookers, refrigerators and other kitchen and 

household products.”  In early 2010, the company has an estimated 2770 

employees.  To year end December 2009, Sample Ltd is estimated to have achieved 

a turnover of around £290 million.  Pre-tax profit for the same period is estimated at 
around £15 million.  

 

The following table briefly provides a top line overview on Sample Ltd Group:- 

Company Name Sample Ltd 

Brief Description of Activities A group engaged in the design, development, manufacture, sale 
and service of premium brand cookers, refrigerators and other 
kitchen and household products. 

Parent Company N/A 
Ultimate Holding Company N/A 
Estimated Number of Employees  2770 
Senior Decision Maker / Director Sample Contact 

The following table illustrates the company’s key indicators for the last 4 years:- 

Sample Ltd- 4 Year KPIs to Year End 31/12/08 

Key Indicator £ Year End 31/12/06 
(Year1)  

Year End 31/12/07 
(Year2) 

Year End 31/12/08 
(Year3) 

Year End 31/12/09 
(Year4) 

Fixed Assets £272,100,000 £324,000,000 £213,800,000 £219,000,000 

Current Assets £233,400,000 £245,300,000 £283,400,000 £149,100,000 

Current Liabilities £133,300,000 £137,400,000 £92,000,000 £92,400,000 

Long Term Liabilities £73,500,000 £98,400,000 £50,200,000 £61,000,000 

Net Worth £298,700,000 £333,500,000 £355,000,000 £214,700,000 

Working Capital £100,100,000 £107,900,000 £191,400,000 £56,700,000 

Profit per Employee  £7,570 £4,574 £4,564 £5,193 

Sales per Employee £81,528 £46,341 £49,324 £100,757 
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At A Glance - Key Financial Indicators
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Sample Ltd Limited - Company Overview & ‘At a Glance’  

Sample  

Sample Ltd Road 

Prestwich 

LANCASHIRE 
M25 3HU 

Tel: Sample Ltd 

 

Sample Limited is a private limited 

with share capital company, 

incorporated on 06 February 1979. 

The company’s main activities are 

recorded by Companies House as 

“The manufacture and supply of domestic fitted kitchens.”  In early 2010, the 

company has an estimated 190 employees. 
 

To year end December 2009, Sample Ltd is estimated to have achieved a turnover of 

around £6.8 million.  Pre-tax profit for the same period is estimated at around £0.40 

million.  

 

The following table briefly provides a top line overview on Sample Ltd Limited:- 

Company Name Sample Ltd 

Brief Description of Activities The manufacture and supply of domestic fitted kitchens. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  190 

Senior Decision Maker / Director Sample Contact 

The following table illustrates the company’s KPIs for the last 4 years:- 

Sample Limited - 4 Year KPIs to Year End 31/03/08 

Key Indicator £ Year End 31/03/05 
(Year1)  

Year End 31/03/06 
(Year2) 

Year End 31/03/07 
(Year3) 

Year End 31/03/08 
(Year4) 

Fixed Assets £1,440,000 £2,555,000 £2,717,000 £3,226,000 

Current Assets £2,693,000 £2,504,000 £2,875,000 £2,597,000 

Current Liabilities £2,510,000 £2,548,000 £2,952,000 £2,921,000 

Long Term Liabilities £172,000 £923,000 £1,035,000 £907,000 

Net Worth £1,451,000 £1,588,000 £1,605,000 £1,995,000 

Working Capital £183,000 -£44,000 -£77,000 -£324,000 

Profit per Employee  £1,384 £1,011 £61 -£989 

Sales per Employee n/a n/a n/a n/a 
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5. DISTRIBUTION CHANNELS SHARE & TRENDS 

5.1  Share by Key Distribution Channel 2010, 2004 & 2014 

The share accounted for by each of the key distribution channels within the UK 

kitchen furniture market in 2010 is illustrated in the following chart:- 
 

Figure 196: Share by Distribution Channel for Kitchen Furniture Market 2010 
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Source: MTW Research / Trade Sources 

It should be noted that due to an element of overlap between a number of 

channels, estimating the share by channel is particularly complex and the above 

should therefore be regarded as guideline estimates only.   

 

Given these complexities, however, our estimates are that the kitchen furniture 

specialists sector continues to maintain the majority share by value of the 

kitchen furniture market in 2010, with this sector comprising of around 35% of 

total industry sales.   

 
The specialist kitchen retailers sector remains dominated by smaller 

independent retailers operating on a local or regional basis with a small number 

of brands stocked.  This sector primarily operates within the higher value end of 

the market, with most retailers having repositioned over the last 10-15 years.  

This repositioning was brought about by the inability of smaller retailers to 

compete on price with channels such as the DIY multiples, catalogue stores and 

mail order operations.  Further, high street retailers are often unable to offer 
the level of stockholding or showroom space offered by competing channels and 

were therefore forced to move into a lower volume, higher value market 

position in order to survive.   

 

The second largest sector is accounted for by DIY and hardware retailers, with 

the larger national DIY multiples having rapidly gained share in a number of 

sectors of the UK furniture market in recent years.  In 2010, this sector 

accounts for around 26% of the market by value which would rise to an 

estimated 50% in volume terms, reflecting the higher level of imported products 

sold through this channel.  The DIY Multiples or ‘Sheds’ have made most 
headway in this market in recent years, with B&Q, Focus & Homebase 

developing their kitchen furniture portfolio in recent years.  With an increasing  
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In order to provide a historical context, the 2004 share for each of the key 

channels illustrated in the following chart:- 

 

Figure 197: Share by Distribution Channel for Kitchen Furniture Market 2004 
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Source: MTW Research / Trade Sources 

As illustrated, there has been substantial changes in terms of channel share in 

the kitchen furniture market in recent years with much of this change due to the 

growth in lower value imports and the shift to a ‘two-tier’ market in value 

terms.  As the industry has become increasingly polarised in terms of price, 

retailers have sought to establish clear strategies and market positions based on 

volume, quality and price.   

 

According to trade sources, those channels which have primarily focused on 

lower value products have outperformed those channels with a higher value 

focus in recent years.  However, this trend has slowed as retailers focused on 
higher value products have developed their portfolios to offer greater 

differentiation through additional services and benefits.   

 

The most significant change highlighted by the above chart is the loss of share 
by the specialist channel, which is comprised mainly of smaller independent 

retailers.  This sector was relatively slow to react to the threat of new entrants 

from competing distribution channels who were able to offer lower prices, faster 

or immediate delivery and arguably a more contemporary product portfolio.  As 

such, in 2004 kitchen furniture retailers accounted for an estimated 44% of the 

market which by 2010 has contracted to around 36%.   

 

The decline in share by furniture retailers is contrasted by the rapid share gain 

by the DIY retailers and more specifically the DIY multiples.  During the last 5-6 

years, the sheds have followed an aggressive store expansion policy, coupled 

with the development of new store formats such as B&Q’s ‘Warehouse’ format.  

These stores enable substantial stockholding of flat pack ranges and larger 

showrooms and therefore provide the consumer with a wider choice, immediate 
availability and lower prices due to the multiples’ higher purchasing power.   

 

Further the DIY multiples have continued to target the ‘softer’ home 

improvement market, with females a key target market in recent years.  This 
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switch to ‘home adornment’ rather than ‘home improvement’ lends itself to 

increasing kitchen furniture portfolios, with Homebases’ recent strategy of 

installing mezzanine floors to accommodate larger kitchen furniture ranges one 

such example.   

 

The furnishing multiples / high street and department stores sector is typically 

positioned within the higher value / lower volume market position, with stock 
holding and product choice lower than that available from competing channels.  

These channels are more focused on quality and branding in order to create 

additional perceived differentiation, though often the lack of merchandising 

space is a key inhibitor for retailers in this sector.  Given these issues, this 

sector has lost some minimal share of the market in recent years from 26% in 

2004 to current levels of around 24%.    

 
The development of the Internet has resulted in much lower barriers to entry for 

new retailers to establish a retail presence and offer a relatively wide portfolio of 

products.  Lower overheads through the lack of a high street presence also 

enable retailers in this sector to compete more effectively on price.  However, 

indications are that consumers often require a ‘tactile purchase’ in terms of 

purchasing kitchens, with pictures on a computer screen often not enough to 

influence the purchase decision.   

 

Also, CAD design services offered by ‘brick and mortar’ kitchen retailers are also 

suggested to be a key inhibitor for value share gain by the online sector in the 
longer term.  This channel has been more successful in the lower value sector of 

the kitchen furniture market, where consumer purchasing decisions are less 

involved.  Nevertheless, low prices, fast delivery, high availability and wide 

product choice should sustain this sector’s volume growth in the medium to 

longer term.   

 

The development of supermarkets into non-commodity goods markets has also 
been a key issue in the UK furniture market in recent years, with companies 

such as Tesco recently announcing a kitchen installation service to complement 

their Direct kitchen ranges.  This channel has positioned in the higher volume 

sector of the market and are likely to gain share from the DIY multiples by 

offering full design, supply  & installation coupled with keen pricing and wide 

product choice.   

 

In terms of future prospects, the following chart illustrates the forecast share for 

each key channel in 2013:- 
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5.2  Kitchen Furniture Retailers Market – Industry Structure 

The following section reviews the UK kitchen furniture retail market in 2010 in 
terms of industry structure and provides key performance indicators for the 

largest channel of the UK kitchen furniture market.   

5.2.1  Market Mix by Growth/Decline Over Last 12 Months 

The following chart illustrates the share accounted for by the number of 

companies reporting either a rise, contraction or static sales during the last 12 

months:- 

 

Figure 199: Market Share by Kitchen Furniture Retailer Sales Growth / Decline 2009 

Rapid Growth

31%

Static / Decline

56%
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Source: MTW Research / Company Accounts 

For the preceding 12 months to January 2010, our estimates suggest that more 

than 30% of the market experienced growth which could be described as ‘rapid’, 

with sales rising by more than 10% per year.  Further, around 13% of the 

kitchen furniture retail market is estimated to have experienced some sales 

growth over the last 12 months.   

 
However, whilst the above chart identifies more than 40% of the market grew 

sales over the last 12 months, sources indicate that this reflects a superficially 

positive illustration of the current trading environment and one which may not 

necessarily highlight a number of key issues in the market at present.   
 

One such issue is that of those companies reporting growth over the last 12 

months, the majority are smaller companies with turnovers much lower than 

the average.  Obviously, double digit growth for a company with a turnover of 

just £100,000 has little impact on the overall size of the market and trade 

sources suggest that this may be the case in this scenario.  Therefore, whilst 

there are a relatively larger number of smaller companies reporting healthy 

growth, in actual monetary terms these rises are less impressive and were not 

enough to underpin real term market sales growth over the last year.   

 
Approximately 60% of the market reported either static or a contraction in 

overall sales during the last 12 months to January 2010, reflecting a substantial 

dertioration in trading conditions over the last 12 months.  Also, indications are 
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that this sector typically consisted of some larger companies, where even a 

small decline in revenue will have a fairly dramatic impact on the market.  

5.2.2  Industry Share by Credit Rating in 2010 

Credit ratings also provide a crucial indicator as to an organisation’s 

performance and underlying health.  When combined with other companies and 

viewed on an industry wide basis, credit ratings also offer an effective insight 

into the fundamentals of a market.  The following chart illustrates the share 

accounted for by kitchen furniture retailers in terms of credit rating in January 

2010:- 

 

Figure 200: Market Share by Credit Rating in the Kitchen Retail Industry 2010 
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Source: MTW Research / Company Accounts 

Credit ratings are a crucial indicator of the financial health of a company and 

when combined, as in the above chart, provide a graphic illustration of the 

current financial health of the overall furniture retail market at present.   

 
As illustrated, just under 60% of the industry is viewed as having either an 

‘excellent’ or ‘good’ credit rating, reflecting a core strength in the market in 

terms of financial standing, though indications are that this has deteriorated in 

recent months.  The share of companies with healthy credit ratings is in part 

due to the relative maturity of the market, with a large proportion of the 

companies active having a long standing trading history and therefore well 

established client base.   
 

However, declining loyalty levels and the impact of the recession is also evident 

in the above chart, with 18% of the sector regarded as having a low credit 

rating with suppliers advised to provide credit to these companies with caution.  

Indications are that as current profitability levels grow during 2010, it is likely 

that this sector of the market may contract in the medium term.   

 

At present, around 12% of the estimated 4,600 companies active in the kitchen 

furniture retail market are viewed as being at immediate risk of failure, 

reflecting just over 550 individual companies.  Whilst many of these are either 
new companies or very small, this sector is indicative of the highly competitive 

and pressured market in which kitchen furniture retailers operate.   
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5.2.3  Industry Mix by Age of Companies in 2010 

The following chart illustrates the share by age of companies within the UK 
furniture retail market as at January 2010:- 

 

Figure 201: Market Share by Company Age in the Kitchen Retail Market 2010 
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Source: MTW Research / Company Accounts 

The kitchen furniture retail sector is dominated by companies that are more 

than 10 years old with more than 75% of companies falling into this category in 

2010, reflecting a mature industry with an established trading history and 

experience.  Due to relatively high barriers to entry in the market, the number 

of new companies being established in recent years is fairly low with around 4% 

of the market estimated to be accounted for by companies with less than 6 

years of trading experience.  Sources indicate that these companies typically 

account for those with lower credit ratings and are typically smaller operations.   

 

Given the rising pricing pressure in the market, the number of new entrants is 
indicated to have declined in recent years, with sources suggesting that this in 

part reflects declining levels of profitability leading to a less attractive business 

proposition for smaller operations.  This figure is expected to remain static or 
even fall in the short term given the static levels of industry profitability and the 

reluctance by the UK banking sector to offer substantial credit to new start-ups 

at present due to the credit crisis.   

 
Companies between 6-9 years old currently represent just over 21% of the 

market in early 2010, though along with start-ups, these companies remain in 

the most vulnerable position at present due to a combination of low profitability 

in the sector and relative lack of liquidity.  This sector’s problems are also 

exacerbated by the current lack of credit available to businesses with these 

issues likely to result in a growing number of business failures in the near term, 

particularly given indications that larger companies are less willing or able to 

acquire smaller companies at present.   

 

Despite these negative factors within the market, around 75% of the industry is 

accounted for by well-established companies with more than 10 years trading 

experience.  These companies are generally well financed, have better cash flow 
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and are more likely to possess key strengths such as more prominent customer 

awareness, wider product choice, and generally stronger order books.   

 

 

5.2.4 Industry Share by Number of Employees in 2010 

The following chart illustrates how the kitchen furniture retail industry is 

segmented by number of employees as of January 2010:- 
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5.4  Kitchen Furniture Retailers Ranking & Turnover Estimates 

5.4.1  Kitchen Furniture Retailers Listing 

The following identifies key market players active at present:- 

Figure 214: Kitchen Furniture Retailers Company Listing 

Abbey Kitchen & Bathrooms  
Adam Furniture Group Plc 
Allied Manufacturing Company  
Alno 
Alternative Plans 
Apex Interior Systems  
Archcourt  
Arkad Services  
Artisan Bespoke Furniture  
Ashley Ann 
Bespoke Kitchens Systems  
Better Kitchens  
Boa Style 
Bodel Manufacturing  
Browns  
Bsf Solid Surfaces  
Capricorn Kitchen Studios  
Cavendish Equipment  
Chamois Furnishings  
Changing Rooms Leicester   
Chantry Kitchens  
Chenez  
Clarity Arts  
Clive Christian 
Commodore Kitchens  
Contract Kitchen New Milton   
Contract Kitchens 
Cordiners Kitchens & Bedrooms  
Counter Production  
Countryside Kitchens  
Court Homemakers 
Crown Products (Kent)  
Cupboard Love UK 
Custom Design 
Custom Kitchens (Poole)  
David Johnston Design 
Dayrooms  
De Mornay Boyes  
Dennis & Robinson  
Design Interiors  
Direct K B B  
Dream Doors  
DTW Installations 
Duo Design & Build  
Eclipse Kitchens & Bedrooms  
Edwardian Kitchen Co  
Empire Kitchen Co 
English Hardwood Design  
F D Kitchens 
Falcon Interiors  
Figura  
Finefix  
Fontoura Worktops 
G & A Solutions  

George Morrison  
German Kitchen Solutions 
Hallmark Kitchens  
Hardleys Kitchens & Bedrooms 
Harvey Jones 
Hayburn Wood Products  
Himley Kitchens  
HK Group 
Homeform Group 
Ibstock Kitchen Company . 
Ideal Distribution  
Ikas World Of Kitchens 
Imperial Cabinet Co 
Intamarble  
James Theobald  
John Lewis Of Hungerford Plc 
Johnson & Johnson Furniture 
Joinery & Timber Creations (65)  
Just Granite 
K D R Kitchen Factory  
Kazfam Kitchen Systems 
Kendal Domus Design  
Kitchen & Bathroom World  
Kitchen Art  
Kitchen Consultants  
Kitchen Culture 
Kitchen Finesse  Highland   
Kitchens  
Kitchens & Bathrooms Direct 
Kitchens With Klass  
Knightsbridge Kitchens 
Kutchenhaus 
Leangrange  
Leanvale  
Lines & Jones  
Lochside Installations 
Mag Kitchens & Bathrooms  
Magnet Limited 
Marpatt Plc 
Masterpieces  
Mereway Contracts  
Mimar  
Monzie Joinery 
Moores Furniture Group  
Murray & Murray 
Naturewood  
New Kitchen & Bathroom Centre 
Newcastle Furniture Co. 
Nicholas Anthony 
Nobilia Gb  
Norwood Interiors  
Ochre 
Offspec Kitchens 
Omega Kitchens (Leicestershire)  

Optiplan Kitchens 
Palazzo Dream Kitchens (Scotland)  
Peter Haining Kitchens  
Philip Dowse Interiors  
Plain English Design 
Plasman Laminate Products  
Poggenpohl Group UK 
Prentice Furniture 
Pullman Furniture  
Q A (Ironbridge)  
Ravensdale Indoor Living 
Raventree 
Readesign Kitchens Limited 
Reface Scotland 
Richford Design  
Rivendell Of Winchester  
Robinson & Cornish  
Roundel Manufacturing  
Roundhouse Design  
SFG Products  
Sigma 3  Kitchens   
Simplicity Interiors  
Spekva Uk  
Spen Valley Kitchens  
Sterling Designs  
Stoneham Plc 
Such Designs  
Sussex Kitchen Designs  
System 6 Kitchens  
T & S Bespoke Kitchens  
Talk Kitchens & Bathrooms  
The Complete Kitchen Co. 
The Kitchen Centre (Newcastle)  
The Kitchen Range 
Thwaite Holme Kitchens & Bedrooms  
Topline Distribution 
Tradestyle Cabinets  
Trans-Form Kitchens (East Anglia)  
Treyone Woodcraft  
Twenty5 Design  
Ultima Furniture Systems  
Underwood Kitchens  
Unibase Cabinet Systems 
VC Industries  
White Rose Interiors  
Whitehall Fabrications  
William Ball 
Wood Style Kitchens & Bedrooms  
Woodbridge Interiors  
Woodcraft 
Wooden Heart Warehouse  
Woodwork Traditional Handmade 
Furniture  
Worktop Fabrications

Source: MTW Research / Trade Sources 
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The following section ranks the companies identified above by various key 

financial indicators.  It should be noted that each company will have varying 

degrees of activity within this sector and will include an element of variation in 

terms of product and service portfolio.   

 

Where possible, we have used the financial information reported by each 

company.  However, for small and medium sized companies reporting 
obligations are less strict and these companies are not obliged to disclose 

turnover, profit before tax and other information such as number of employees 

etc.  Where this data does not exist, MTW have provided an estimate based on 

previous performance, industry averages, other financial indicators and 

background knowledge of the industry.   

 

Whilst we endeavour to attain high levels of accuracy, it should be borne in 
mind, therefore, that the rankings and other information provided within this 

report may contain an element of estimation.   
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5.4.2  Kitchen Furniture Retailers Ranking By Turnover 

The table illustrates our estimates of the turnover rank for each company:- 

Figure 215: Kitchen Furniture Retailers Ranked By Turnover 2009 

1. Magnet Limited 

2. Moores Furniture Group  

3. Homeform Group 

4. Crown Products (Kent)  

5. William Ball 

6. Allied Manufacturing Company  

7. Joinery & Timber Creations  

8. Commodore Kitchens  

9. Alno 

10. Mereway Contracts  

11. Dennis & Robinson  

12. Marpatt Plc 

13. Sigma 3  Kitchens   

14. Poggenpohl Group UK 

15. Raventree 

16. Offspec Kitchens 

17. Harvey Jones 

18. James Theobald  

19. Alternative Plans 

20. Worktop Fabrications  

21. Spen Valley Kitchens  

22. F D Kitchens 

23. Chamois Furnishings  

24. Hallmark Kitchens  

25. Johnson & Johnson Furniture 

26. Plasman Laminate Products  

27. Nobilia Gb  

28. Roundhouse Design  

29. Whitehall Fabrications  

30. John Lewis Of Hungerford Plc 

31. Plain English Design 

32. Apex Interior Systems  

33. Unibase Cabinet Systems 

34. Ideal Distribution  

35. Ashley Ann 

36. Stoneham Plc 

37. Ultima Furniture Systems  

38. Bodel Manufacturing  

39. The Complete Kitchen Co. 

40. Roundel Manufacturing  

41. Finefix  

42. Sterling Designs  

43. Mag Kitchens & Bathrooms  

44. Cavendish Equipment  

45. Prentice Furniture 

46. Adam Furniture Group Plc 

47. Kitchen Consultants  

48. George Morrison  

49. Abbey Kitchen & Bathrooms  

50. Q A (Ironbridge)  

51. Capricorn Kitchen Studios  

52. Norwood Interiors  

53. Direct K B B  

54. Counter Production  

55. Design Interiors  

56. VC Industries  

57. Contract Kitchens 

58. Hayburn Wood Products  

59. Falcon Interiors  

60. Just Granite 

61. Lines & Jones  

62. Masterpieces  

63. Hardleys Kitchens & Bedrooms 

64. Robinson & Cornish  

65. System 6 Kitchens  

66. Cordiners Kitchens & Bedrooms  

67. Clarity Arts  

68. Archcourt  

69. Kitchen Culture 

70. Dayrooms  

71. Murray & Murray 

72. Bsf Solid Surfaces  

73. Kutchenhaus 

74. Woodcraft 

75. Woodwork Traditional Handmade 
Furniture  

76. Pullman Furniture  

77. Philip Dowse Interiors  

78. Eclipse Kitchens & Bedrooms  

79. Leanvale  

80. Chenez  

81. Underwood Kitchens  

82. Leangrange  

83. Topline Distribution 

84. Court Homemakers 

85. Wooden Heart Warehouse  

86. Custom Design 

87. Newcastle Furniture Co. 

88. Intamarble  

89. Ravensdale Indoor Living 

90. Reface Scotland 

91. Omega Kitchens (Leicestershire)  

92. Imperial Cabinet Co 

93. Treyone Woodcraft  

94. Monzie Joinery 

95. Artisan Bespoke Furniture  

96. Wood Style Kitchens & Bedrooms  

97. Kitchens  

98. Knightsbridge Kitchens 

99. Peter Haining Kitchens  

100.Kitchen Art  

101.Dream Doors  

102.Optiplan Kitchens 

103.Chantry Kitchens  

104.Kitchen & Bathroom World  

105.Bespoke Kitchens Systems  

106.Cupboard Love UK 

107.Edwardian Kitchen Co  

108.Empire Kitchen Co 

109.Ikas World Of Kitchens 

110. Thwaite Holme Kitchens & 
Bedrooms  

111. SFG Products  

112. Lochside Installations 

113. English Hardwood Design  

114. HK Group 

115. Himley Kitchens  

116. David Johnston Design 

117. The Kitchen Range 

118. Talk Kitchens & Bathrooms  

119. De Mornay Boyes  

120. Trans-Form Kitchens (East Anglia)  

121. DTW Installations 

122. Clive Christian 

123. K D R Kitchen Factory  

124. Naturewood  

125. Richford Design  

126. Kazfam Kitchen Systems 

127. Such Designs  

128. New Kitchen & Bathroom Centre 

129. Contract Kitchen New Milton   

130. Countryside Kitchens  

131. Kendal Domus Design  

132. Palazzo Dream Kitchens (Scotland)  

133. T & S Bespoke Kitchens  

134. German Kitchen Solutions 

135. Boa Style 

136. Kitchen Finesse  Highland   

137. Kitchens With Klass  

138. Figura  

139. Spekva Uk  

140. Ochre 

141. Simplicity Interiors  

142. Custom Kitchens (Poole)  

143. Changing Rooms  Leicester   

144. Kitchens & Bathrooms Direct 

145. Woodbridge Interiors  

146. Duo Design & Build  

147. Rivendell Of Winchester  

148. Better Kitchens  

149. G & A Solutions  

150. Readesign Kitchens Limited 

151. Twenty5 Design  

152. Ibstock Kitchen Company . 

153. Fontoura Worktops 

154. The Kitchen Centre (Newcastle)  

155. Mimar  

156. Browns  

157. Tradestyle Cabinets  

158. Nicholas Anthony 

159. Sussex Kitchen Designs  

160. White Rose Interiors  

161. Arkad Services

 Source: MTW Research / Company Accounts 
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5.4.3  Kitchen Furniture Retailer Turnover Estimates 2009 

The following table illustrates the estimated turnover for each company for 2009:- 

Figure 216: Kitchen Furniture Retailer Sales Estimates 2009 £M 

Trading Name 2009 Turnover 

Magnet Limited £360.0 

Homeform Group £160.0 

Moores Furniture Group  £70.0 

Allied Manufacturing Company  £30.0 

Alno  £30.0 

Joinery & Timber Creations  Ltd £25.0 

Crown Products (Kent) Ltd £22.0 

Commodore Kitchens Ltd £21.0 

Mereway Contracts Ltd £20.0 

Sigma 3  Kitchens  Ltd £20.0 

Dennis & Robinson Ltd £17.0 

Raventree £12.8 

Alternative Plans £12.0 

William Ball £12.0 

Offspec Kitchens £11.0 

Poggenpohl Group  Uk  Ltd £11.0 

Harvey Jones £9.5 

James Theobald Ltd £9.0 

Plasman Laminate Products Ltd £9.0 

Worktop Fabrications Ltd £9.0 

Spen Valley Kitchens Ltd £8.2 

F D Kitchens £8.1 

Chamois Furnishings Ltd £8.1 

Hallmark Kitchens Ltd £8.0 

Johnson & Johnson Furniture Plc £8.0 

Nobilia Gb Ltd £6.8 

Roundhouse Design Ltd £6.5 

Whitehall Fabrications Ltd £5.4 

John Lewis Of Hungerford Plc £5.0 

Stoneham Plc £5.0 

Plain English Design £5.0 

Apex Interior Systems Ltd £4.7 

Unibase Cabinet Systems £4.6 

Ideal Distribution Ltd £4.3 

Ashley Ann £4.2 

Ultima Furniture Systems Ltd £3.8 

Bodel Manufacturing Ltd £3.7 

The Complete Kitchen Co.Ltd £3.7 

Roundel Manufacturing Ltd £3.7 

Finefix Ltd £3.3 

Sterling Designs Ltd £3.3 

Mag Kitchens & Bathrooms Ltd £3.3 

Cavendish Equipment Ltd £3.2 

Marpatt Plc £3.2 

Prentice Furniture £3.1 

Adam Furniture Group Plc £3.0 

Kitchen Consultants Ltd £2.8 

George Morrison Ltd £2.7 

Trading Name 2009 Turnover 

Abbey Kitchen & Bathrooms Ltd £2.7 

Q A (Ironbridge) Ltd £2.7 

Capricorn Kitchen Studios Ltd £2.6 

Norwood Interiors Ltd £2.4 

Kitchen Culture £2.4 

Direct K B B Ltd £2.3 

Counter Production Ltd £2.3 

Design Interiors Ltd £2.3 

VC Industries Ltd £2.2 

Contract Kitchens £2.0 

Hayburn Wood Products Ltd £2.0 

Falcon Interiors Ltd £2.0 

Just Granite £2.0 

Lines & Jones Ltd £1.9 

Hardleys Kitchens & Bedrooms £1.9 

Robinson & Cornish Ltd £1.9 

System 6 Kitchens Ltd £1.9 

Cordiners Kitchens & Bedrooms Ltd £1.9 

Clarity Arts Ltd £1.8 

Archcourt Ltd £1.7 

Dayrooms Ltd £1.7 

Murray & Murray £1.6 

Bsf Solid Surfaces Ltd £1.6 

Kutchenhaus £1.6 

Such Designs Ltd £1.5 

Woodcraft £1.5 

Woodwork Traditional Handmade 
Furniture Ltd £1.5 

Pullman Furniture Ltd £1.4 

Philip Dowse Interiors Ltd £1.4 

Eclipse Kitchens & Bedrooms Ltd £1.4 

Leanvale Ltd £1.4 

Chenez Ltd £1.4 

Underwood Kitchens Ltd £1.3 

Leangrange Ltd £1.3 

Topline Distribution £1.3 

Court Homemakers £1.2 

Wooden Heart Warehouse Ltd £1.2 

Masterpieces Ltd £1.2 

Custom Design £1.2 

Newcastle Furniture Co.Ltd £1.2 

Intamarble Ltd £1.2 

Ravensdale Indoor Living £1.1 

Reface Scotland £1.1 

Omega Kitchens (Leicestershire) Ltd £1.1 

Imperial Cabinet Co £1.1 

Treyone Woodcraft Ltd £1.1 

Monzie Joinery £1.0 
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Trading Name 2009 Turnover 

Contract Kitchen  New Milton  Ltd £1.0 

Artisan Bespoke Furniture Ltd £0.9 

K D R Kitchen Factory Ltd £0.9 

Wood Style Kitchens & Bedrooms Ltd £0.9 

Kitchens Ltd £0.9 

Knightsbridge Kitchens £0.9 

Peter Haining Kitchens Ltd £0.8 

Kitchen Art Ltd £0.8 

Dream Doors Ltd £0.8 

Optiplan Kitchens £0.8 

Chantry Kitchens Ltd £0.8 

Kitchen & Bathroom World Ltd £0.7 

Bespoke Kitchens Systems Ltd £0.7 

Cupboard Love Uk Ltd £0.7 

Edwardian Kitchen Co Ltd £0.7 

Empire Kitchen Co £0.6 

Ikas World Of Kitchens £0.6 

Thwaite Holme Kitchens & Bedrooms  £0.6 

SFG Products Ltd £0.6 

Lochside Installations £0.6 

English Hardwood Design Ltd £0.6 

HK Group £0.5 

Himley Kitchens Ltd £0.5 

David Johnston Design £0.5 

The Kitchen Range £0.5 

Talk Kitchens & Bathrooms Ltd £0.4 

De Mornay Boyes Ltd £0.4 

Trans-Form Kitchens (East Anglia) Ltd £0.4 

DTW Installations £0.4 

Clive Christian £0.4 

Naturewood Ltd £0.4 

Richford Design Ltd £0.4 

Kazfam Kitchen Systems £0.4 

New Kitchen & Bathroom Centre £0.3 

Countryside Kitchens Ltd £0.3 

Kendal Domus Design Ltd £0.3 

Palazzo Dream Kitchens (Scotland) Ltd £0.3 

T & S Bespoke Kitchens Ltd £0.3 

German Kitchen Solutions £0.2 

Trading Name 2009 Turnover 

Boa Style £0.2 

Kitchen Finesse  Highland  Ltd £0.2 

Custom Kitchens (Poole) Ltd £0.2 

Kitchens With Klass Ltd £0.2 

Figura Ltd £0.2 

Spekva Uk Ltd £0.2 

Ochre £0.2 

Simplicity Interiors Ltd £0.1 

Changing Rooms  Leicester  Ltd £0.1 

Kitchens & Bathrooms Direct £0.1 

Woodbridge Interiors Ltd £0.1 

Duo Design & Build Ltd £0.1 

Rivendell Of Winchester Ltd £0.1 

Better Kitchens Ltd £0.1 

G & A Solutions Ltd £0.1 

Readesign Kitchens Limited £0.1 

Twenty5 Design Ltd £0.1 

Ibstock Kitchen Company Ltd. £0.1 

Fontoura Worktops £0.1 

The Kitchen Centre (Newcastle) Ltd £0.1 

Mimar Ltd £0.0 

Browns Ltd £0.0 

Tradestyle Cabinets Ltd £0.0 

Nicholas Anthony £0.0 

Sussex Kitchen Designs Ltd £0.0 

White Rose Interiors Ltd £0.0 

Arkad Services Ltd £0.0 

  

  

  

  

  

  

  

  

  

  

  

 

 

Source: MTW Research / Company Accounts 
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5.4.4  Kitchen Furniture Retailers Ranking by Profitability 

The following table illustrates the profit ranking for each retailer in 2009:- 

Figure 218: Kitchen Furniture Retailers Ranked By Profit 2009 

 

1. Magnet Limited 

2. Homeform Group  

3. Moores Furniture Group Ltd 

4. Allied Manufacturing Company  

5. Alno Ltd  

6. Joinery & Timber Creations (65) Ltd 

7. Crown Products (Kent) Ltd 

8. Commodore Kitchens Ltd 

9. Mereway Contracts Ltd 

10. Sigma 3  Kitchens  Ltd 

11. Dennis & Robinson Ltd 

12. Raventree 

13. Alternative Plans 

14. William Ball 

15. Offspec Kitchens 

16. Poggenpohl Group  Uk  Ltd 

17. Harvey Jones 

18. James Theobald Ltd 

19. Plasman Laminate Products Ltd 

20. Worktop Fabrications Ltd 

21. Spen Valley Kitchens Ltd 

22. F D Kitchens 

23. Chamois Furnishings Ltd 

24. Hallmark Kitchens Ltd 

25. Johnson & Johnson Furniture Plc 

26. Nobilia Gb Ltd 

27. Roundhouse Design Ltd 

28. Whitehall Fabrications Ltd 

29. John Lewis Of Hungerford Plc 

30. Stoneham Plc 

31. Plain English Design 

32. Apex Interior Systems Ltd 

33. Unibase Cabinet Systems 

34. Ideal Distribution Ltd 

35. Ashley Ann 

36. Ultima Furniture Systems Ltd 

37. Bodel Manufacturing Ltd 

38. The Complete Kitchen Co.Ltd 

39. Roundel Manufacturing Ltd 

40. Finefix Ltd 

41. Sterling Designs Ltd 

42. Mag Kitchens & Bathrooms Ltd 

43. Cavendish Equipment Ltd 

44. Marpatt Plc 

45. Prentice Furniture 

46. Adam Furniture Group Plc 

47. Kitchen Consultants Ltd 

48. George Morrison Ltd 

49. Abbey Kitchen & Bathrooms Ltd 

50. Q A (Ironbridge) Ltd 

51. Capricorn Kitchen Studios Ltd 

52. Norwood Interiors Ltd 

53. Kitchen Culture 

54. Direct K B B Ltd 

55. Counter Production Ltd 

56. Design Interiors Ltd 

57. VC Industries Ltd 

58. Contract Kitchens 

59. Hayburn Wood Products Ltd 

60. Falcon Interiors Ltd 

61. Just Granite 

62. Lines & Jones Ltd 

63. Hardleys Kitchens & Bedrooms 

64. Robinson & Cornish Ltd 

65. System 6 Kitchens Ltd 

66. Cordiners Kitchens & Bedrooms Ltd 

67. Clarity Arts Ltd 

68. Archcourt Ltd 

69. Dayrooms Ltd 

70. Murray & Murray 

71. Bsf Solid Surfaces Ltd 

72. Kutchenhaus 

73. Such Designs Ltd 

74. Woodcraft 

75. Woodwork Traditional Handmade  

76. Pullman Furniture Ltd 

77. Philip Dowse Interiors Ltd 

78. Eclipse Kitchens & Bedrooms Ltd 

79. Leanvale Ltd 

80. Chenez Ltd 

81. Underwood Kitchens Ltd 

82. Leangrange Ltd 

83. Topline Distribution 

84. Court Homemakers 

85. Wooden Heart Warehouse Ltd 

86. Masterpieces Ltd 

87. Custom Design 

88. Newcastle Furniture Co.Ltd 

89. Intamarble Ltd 

90. Ravensdale Indoor Living 

91. Reface Scotland 

92. Omega Kitchens (Leicestershire) Ltd 

93. Imperial Cabinet Co 

94. Treyone Woodcraft Ltd 

95. Monzie Joinery 

96. Contract Kitchen  New Milton  Ltd 

97. Artisan Bespoke Furniture Ltd 

98. K D R Kitchen Factory Ltd 

99. Wood Style Kitchens & Bedrooms Ltd 

100. Kitchens Ltd 

101. Knightsbridge Kitchens 

102. Peter Haining Kitchens Ltd 

103. Kitchen Art Ltd 

104. Dream Doors Ltd 

105. Optiplan Kitchens 

106. Chantry Kitchens Ltd 

107. Kitchen & Bathroom World Ltd 

108. Bespoke Kitchens Systems Ltd 

109. Cupboard Love Uk Ltd 

110. Edwardian Kitchen Co Ltd 

111. Empire Kitchen Co 

112. Ikas World Of Kitchens 

113. Thwaite Holme Kitchens & Bedrooms  

114. SFG Products Ltd 

115. Lochside Installations 

116. English Hardwood Design Ltd 

117. HK Group 

118. Himley Kitchens Ltd 

119. David Johnston Design 

120. The Kitchen Range 

121. Talk Kitchens & Bathrooms Ltd 

122. De Mornay Boyes Ltd 

123. Trans-Form Kitchens (East Anglia)  

124. DTW Installations 

125. Clive Christian 

126. Naturewood Ltd 

127. Richford Design Ltd 

128. Kazfam Kitchen Systems 

129. New Kitchen & Bathroom Centre 

130. Countryside Kitchens Ltd 

131. Kendal Domus Design Ltd 

132. Palazzo Dream Kitchens (Scotland)  

133. T & S Bespoke Kitchens Ltd 

134. German Kitchen Solutions 

135. Boa Style 

136. Kitchen Finesse  Highland  Ltd 

137. Custom Kitchens (Poole) Ltd 

138. Kitchens With Klass Ltd 

139. Figura Ltd 

140. Spekva Uk Ltd 

141. Ochre 

142. Simplicity Interiors Ltd 

143. Changing Rooms  Leicester  Ltd 

144. Kitchens & Bathrooms Direct 

145. Woodbridge Interiors Ltd 

146. Duo Design & Build Ltd 

147. Rivendell Of Winchester Ltd 

148. Better Kitchens Ltd 

149. G & A Solutions Ltd 

150. Readesign Kitchens Limited 

151. Twenty5 Design Ltd 

152. Ibstock Kitchen Company Ltd. 

153. Fontoura Worktops 

154. The Kitchen Centre (Newcastle) Ltd 

155. Mimar Ltd 

156. Browns Ltd 

157. Tradestyle Cabinets Ltd 

158. Nicholas Anthony 

159. Sussex Kitchen Designs Ltd 

160. White Rose Interiors Ltd 

161. Arkad Services Ltd 

 

Source: MTW Research  
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5.4.5  Kitchen Furniture Retailers Ranking by Assets 

The following illustrates the rank by total assets for each company in 2009:- 
 

Figure 219: Kitchen Furniture Retailers Ranked By Assets 2009 
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At A Glance - Key Financial Indicators
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5.5  Kitchen Furniture Retailers Profiles, KPIs & ‘At a Glance’ 

Sample Ltd - Company Overview & ‘At a Glance’  

Sample Road 

Sample 

Sample 

Tel: Sample 

 

Sample Ltd is a limited company, 

incorporated on April 5, 1995. The 

company’s main activities are 

recorded by Companies House as 

“Manufacture of other furniture”  

In early 2010, the company has an 

estimated 20-30 employees. 

 

To year end December 2009, Sample Ltd is estimated to have achieved a turnover of 
around £2.7 million.  Pre-tax profit for the same period is estimated at around £0.10 

million.  

 

The following table briefly provides a top line overview on Sample Ltd:- 

Company Name Sample Ltd 

Brief Description of Activities Manufacture of other furniture 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  20-30 

Senior Decision Maker / Director Stuart Sample 

The following table illustrates the company’s key performance indicators for the last 

4 years:- 

Sample Ltd - 4 Year KPIs to Year End 31/12/08 

Key Indicator £ Year End 31/12/05 
(Year1)  

Year End 31/12/06 
(Year2) 

Year End 31/12/07 
(Year3) 

Year End 31/12/08 
(Year4) 

Fixed Assets £62,000 £114,000 £128,000 £101,000 

Current Assets £1,049,000 £1,175,000 £1,316,000 £901,000 

Current Liabilities £272,000 £318,000 £283,000 £222,000 

Long Term Liabilities £0 £0 £0 £0 

Net Worth £839,000 £971,000 £1,161,000 £780,000 

Working Capital £777,000 £857,000 £1,033,000 £679,000 

Profit per Employee  n/a n/a n/a n/a 

Sales per Employee n/a n/a n/a n/a 
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At A Glance - Key Financial Indicators
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Sample Group Plc - Company Overview & ‘At a Glance’  

Sample Road 

Sample 

Tel: Sample 

 

Sample Group Plc is a limited 

company, incorporated on June 

17, 1973. The company’s main 

activities are recorded by 

Companies House as “The 

manufacture of kitchen, bedroom 

and bathroom furniture.”  In early 

2010, the company has an 

estimated 50-60 employees. 

 
To year end December 2009, Sample Group Plc is estimated to have achieved a 

turnover of around £3.0 million.  Pre-tax profit for the same period is estimated at 

around £0.11 million.  

 

The following table briefly provides a top line overview on Sample Group Plc:- 

Company Name Sample Group Plc 

Brief Description of Activities The manufacture of kitchen, bedroom and bathroom furniture. 

Parent Company n/a 

Ultimate Holding Company n/a 

Estimated Number of Employees  50-60 

Senior Decision Maker / Director Lille Sample 

The following table illustrates the company’s key performance indicators for the last 

4 years:- 

Sample Group Plc - 4 Year KPIs to Year End 31/12/08 

Key Indicator £ Year End 31/12/05 
(Year1)  

Year End 31/12/06 
(Year2) 

Year End 31/12/07 
(Year3) 

Year End 31/12/08 
(Year4) 

Fixed Assets £679,000 £586,000 £533,000 £733,000 

Current Assets £1,323,000 £1,388,000 £1,460,000 £963,000 

Current Liabilities £1,001,000 £1,259,000 £1,531,000 £1,320,000 

Long Term Liabilities £84,000 £14,000 £8,000 £215,000 

Net Worth £917,000 £701,000 £454,000 £161,000 

Working Capital £322,000 £129,000 -£71,000 -£357,000 

Profit per Employee  -£603 -£5,019 -£5,830 -£6,478 

Sales per Employee £66,897 £72,547 £73,792 £71,326 

 


