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Three distinct customer routes to complete projects

DIY

Local Trade Design & 
Installation

Extension Loft Conversion Driveway Bathroom Kitchen Tiling Painting Hang a shelf Gardening

Same end consumers, same stores, same product offering

High skill/High cost Low skill/Low cost
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The trade customer is a key 
strategic growth lever for Wickes

• Significant addressable 
market*

• Our most strategically 
valuable customers

• 10x spend vs DIY

• Growing market share

* UK Labour Force Survey (as at Dec-23), comprising 412 Standard Occupational Classification codes, of which 32 correspond to TradePro target market 4

Carpenters

Decorators

Roofers

Landscape 
gardeners

Glaziers

Plumbers

Plasterers

Bricklayers

Electricians

c.2.3m 
trade 

professionals in 
UK market

Floorers
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Our TradePro base has more than doubled since 2018
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A broad customer base, skewed towards smaller general builders
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Other

Tiler

Kitchen fitter

Bathroom fitter

House builder

Plasterer

Plumber or heating engineer

Painter & decorator

Repair & maintenance

Electrician

Landscaper/gardener

Landlord

Carpenter/joiner

Property developer

General builder/jobbing builder

Handyman

TradePro trade type %
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Expectations of retailers and merchants are high…

Price Quality Availability Convenience

For tradespeople, time is money
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Own brand
c.60% of 

sales in 2023

Save me money
Simple 10% discount 

scheme

Save me time
30 min 

Click & Collect

Stock availability
Curated range,  

greater stock depth

Wickes TradePro scheme gives them more of what they want

Underpinned by digital leadership
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Trade expectations are higher than DIYers’ and we have 
successfully closed the gap in customer satisfaction

79%
80%

85%

87%

89%

73%
74%

80%

84%

86%

2020 2021 2022 2023 2024

CSAT: Top 2 Box (Excellent & Good)

DIY Trade

14The channel of Customer Satisfaction (CSAT) shown refers to self service



The TradePro growth story

0

100,000

200,000

300,000

400,000

500,000

2018 2019 2020 2021 2022 2023

Number of active customers +96% since 2018

2018 2019 2020 2021 2022 2023

Number of transactions +125%

2018 2019 2020 2021 2022 2023

Sales +169%

0

5

10

15

20

2018 2019 2020 2021 2022 2023

Average frequency of visit maintained

A
ve

ra
g

e
 v

is
it

s
 p

e
r 

ye
a

r
15



YoY Growth

Active rates in 2023 driven by 3 customer groups, all growing

476kTotal +19%

332k
82% of 2022 shoppers

Active in prior year +19%

113kNew this year +17%

31kReactivated this year +27%
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When a tradesperson signs up to the scheme, 
we see a positive shift in buying behaviour

Customer behaviour 6 months before TradePro vs 6 months 

after joining (c.15,000 customers)

+173%

Transactions

+111%

Growth in sales
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Cross channel use drives increased spend

£105

£332

£604
£736

£927

£1,408

£1,783

C&C Only Delivery Only C&C and Delivery Store Only C&C and Store Delivery and Store All Channels

Channel

Average customer annual spend by fulfillment channels shopped
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We work with partners to broaden reach and engagement
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Sponsorship of the darts coverage on Sky
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Reach the trade in the sports pages
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Partnership with trade-only radio station, Fix Radio
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Sponsor Breakfast shows on Absolute Radio
On air 4am - 10am every week day
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Further trade growth opportunities beyond 2024

1. Share of wallet 2. Trade 2.0
3. End-customer 

demand
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1. Share of wallet headroom

Category P

Category O

Category N
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% share of wallet

Opportunity to grow proportion of spend with Wickes
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1. Share of wallet headroom

Opportunities to increase spend using behavioural analytics to understand the drivers of value
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2. Trade 2.0

TradePro
loyalty scheme

Digital evolution
B2B TradePro

expansion

.co.uk
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A range of rewards New functionality Signing up federations



3. Confidence in trade pipeline of work

Trade pipelines remain robust, with c.50% having worked lined up for 3+ months
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TradePro - Key strategic growth lever

• Local trade remains a structural growth driver in home improvement

• Growing trade customer base through distinctive proposition

• Proprietary and market-leading machine learning drives deeper relationship 

and extracts greater lifetime value

• Starting to build the proposition into new channels for future growth

• Continuing to invest in key strategic value customers
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Disclaimer

This presentation has been prepared by Wickes Group Plc. To the extent it includes 
forward-looking statements, these statements are based on current plans, estimates, 
targets and projections, and are subject to inherent risks, uncertainties and other factors 
which could cause actual results to differ materially from the future results expressed or 
implied by such forward-looking statements. Neither Wickes Group Plc, nor any of its 
officers, Directors or employees, provides any representation, assurance or guarantee that 
the occurrence of the events expressed or implied in any forward-looking statements in 
this presentation will actually occur. Wickes Group Plc does not undertake any obligation, 
other than in accordance with our legal and regulatory obligations, to update or revise any 
forward-looking or other statement, whether as a result of new information, future 
developments or otherwise.
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