DIY Consumer Marketing
Trends Report

CHAPTER 1

Key Insights and Trends

Building material manufacturers stand to hugely benefit by truly understanding the motivating factors
and purchasing habits of DIY consumers. This information is a must-have when it comes to building an
informed marketing strategy for your company.

In our first follow-up survey since 2017, my team at Archen News has surveyed DIYers from across the
country to find out how they’re shopping for building materials, what influences their purchasing
decisions, and what kind of support they’re looking for from their chosen brands.

One of the biggest changes we’ve seen is in DIYers' increased refusal to hire a contractor; you’ll see that
the numbers are significantly higher in 2018.

To help inform their projects and gain inspiration, DIYers have turned to a new content source online.
Pinterest is now the number one place DIYers go for inspiration for projects, having surpassed Google,
YouTube, and every other social media platform (including Instagram).

This is a major jump from 2015. When hiring a contractor for a project, however, the biggest source of
inspiration has become the home of someone they know.



MOBILE FIRST

Another major discovery in this year’s survey is the massive shift in DIYers utilizing smartphones for
projects. This may not sound like a big surprise, but it’s essential for manufacturers to grasp just how
universal mobile is.

Making a mobile-friendly online presence is no longer optional.

DIYers use their smartphones at every step during the life of their project, including gathering
inspiration, researching purchasing decisions, and accessing tutorials.

PROFILING THE DIY CONSUMER

We surveyed more than 850 DIYers within the US, more than 70% of whom live in a house and own their
property.

Their age ranges from 18 to 70, with nearly 58% of respondents married, and half of them with children
currently living at home.

43% of respondents earn between $50,000 and $100,000 each year. Another 27% earns between
$25,000 and $49,000.
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AGE

1%

B 18-20
B 21-30

31-40
19%
M 41-50
H 51-60

Bl 61-70+

INCOME

People are DIYing home projects across the board, and it doesn’t matter how much they earn.



What is your combined household income?

LESS THAN $25,000
$25,000 - $50,000 28%
$50,000 - $75,000 27%

$75,000 - $100,000

MORE THAN $150,000

27% of respondents reported earning between $25,000 and $50,000 a year, while another 27% earns
between $50,000 and $75,000. Nearly 20% of respondents earn over $100,000.



CHAPTER 2

Social Media

FACEBOOK IS STILL HUGE

What social media platforms do you use?

FACEBOOK 88%
YOUTUBE

PINTEREST 48%
INSTAGRAM 43%

TWITTER 40%

HOUZZ 5%

0THER 4%
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Facebook is obviously the most widely adopted social platform for general use, but not for DIYers
looking for home improvement content—they go to Pinterest and YouTube first.

WHERE DIYERS FIND INSPIRATION



Where do you get your inspiration for DIY projects?

PINTEREST 41%
YOUTUBE 40%
SEARCH ENGINE [GOOGLE, YAHDO] 40%
MAGAZINES 38%

v 36%

FACEBOOK 30%

MAJOR RETAILER’'S WEBSITES [LIKE LOWE'S) 21%

INSTAGRAM 14%
RETAILERS 13%
BLOGS 11%

nin=l 6%

HouZZ BN

YouTube and Pinterest are the top social media resources for DIYers looking for inspiration or project
help. The focus on visuals and in-depth information available on these platforms make them perfectly
designed to engage the DIYer. Despite this popularity, however, YouTube and Pinterest are often
overlooked by building materials marketers.



CHAPTER 3

DIY Projects

WHY THEY DIY

The top three reasons for DIY projects include making a living space more enjoyable, general updates
due to wear and tear, and updating the look of a space.

Why do you make improvements to your home?

8%

General updates as needed due to wear
and tear of the home

B Fix an issue with the space
B Increase value of your home
36%

Getting your house ready to sell

B Update the look of the space

[ Make the living space more enjoyable

13%

Only 8% of DIY projects are taken on to fix something that’s broken. Over 77% of DIY projects are
“elective.” Meaning, DIYers are taking on projects to get more out of their home and make their living
space more enjoyable. As a building materials manufacturer, you should focus on the overall impact
your products have on a space, not just the bottom-dollar value. You need to appeal to the DIYer’s
desire to create a home that is uniquely theirs.



SHORT SELLING CYCLES

DIYers aren’t planning their projects very far in advance; in fact, over 77% of respondents start within six
months.

How far in advance do you plan your projects?

B 0-3 Months

4-6 Months

7-12 Months

a7%

I typically don’t plan
ahead. I start projects when
I feel inspired.

That means the content you share to attract and convert DIYers needs to be timely. You only need to
post about one season ahead. This information can also help you identify hot leads. If you notice the
same lead visiting the same content or product pages on your site within a couple weeks or months,

they should be put into the appropriate nurture campaign because they will be buying within weeks!



TOP DIY PROJECTS FOR 2018

DIYers are tackling similar projects to those they worked on in 2015, choosing up to three renovations
they plan on implementing this year.

Projects planned for 2018

PAINTING 48%
LANDSCAPING 32%

BATHROOM 28%

OUTDOOR DECK/SPACE 26%

CLOSET/ORGANIZATION 19%
BEDROOMS 17%
DOORS AND/OR WINDOWS SR

LIVING ROOM 10%

The 2018 projects represent spaces that DIYers find the most valuable as well as projects they think
they’ll be able to complete successfully. Creating how-to content for these top projects is a great way to
get DIYers interested in your brand.



BUDGET

42% of DIYers plan to spend between $2,500 and $10,000 on home improvements in 2018.

How much do you plan to spend on home improvements in 2018?

5% 2%

Less than $500
$500 - $1000

17%
$1,000 - $2,500

$2,500 - $5,000

$5,000 - $10,000

$10,000 - $15,000
16%

$15,000 - $25,000

B More than $25,000

9%

DIYers aren’t afraid to spend when it comes to doing their own home improvements. Over 23%
anticipate their 2018 budgets falling between $2,500 and $5,000, while over 18% has earmarked $5,000
to $10,000. Another 18% of respondents anticipated an annual budget between $1,000 and $2,500.

Income is the main indicator of how much a DIYer will spend on their project—more than project type
or time lived in their residence. If you sell high-end products, make sure you’re targeting the right
demographic, and don’t leave out DIYers just on the assumption they’re cheap.

Another important finding is that over 67% of DIYers make and stick to their home renovation budget.
So financial planning tools like cost calculators can serve as a useful resource for this demographic.



CHAPTER 4

DIYing versus Hiring a Pro

DIY: AGROWING MOVEMENT

DIYers prefer not to hire contractors.

Do you do all of the work yourself?

I will only do the project(s)

39% myself (DIY)

I will complete some of the
project(s) myself and hire a
contractor for some of the
project(s)

In 2015, 44% of DIYers said they would do all of their DIY projects themselves without the need to hire a
contractor. In 2018, that number jumped to 61%. That's a 41% increase in just a few years.

The continuing DIY trend is due at least in part to the availability of information. There are tons of online
tools and tutorials to help DIYers complete the projects they want without needing a professional. That
means there’s a huge need for building materials manufacturers to create content that specifically
speaks to DIYers.



HIRING A CONTRACTOR

Fewer people plan on hiring a professional for their DIY projects in 2018, and many don’t plan on hiring
a contractor at all.

Projects to hire a contractor for in 2018

BATHROOM 16%
KITCHEN 13%

FLOORING 13%
OUTDOOR/DECK SPACE 10%

DOORS/WINDOWS 10%

PAINTING 8%
BEDROOMS 5%
ADDITIONS 5%

ADDING SMART TECH Bk

OTHER 4%

Although the projects that will include professionals are similar to the ones DIYers will take on
themselves, it’s safe to assume these projects will be larger in scale and possibly include more technical
skills like electrical or plumbing.

Building material manufacturers can capitalize on this trend by providing content that shows DIYers how
they can do a lot of the heavy lifting themselves on a large project, then where it’s smart to bring in a
professional for technical parts.



WHY DIYERS HIRE CONTRACTORS

Respondents primarily turn to contractors only when a project is outside their personal skill set.

Contractor vs DIY
11%

Iwant better craftsmanship, I couldn't
do it as well myself

20%
Idon't know how to do the project myself

Idon't have the time to do-it-myself

I don't have the tools necessary for the project

It's too difficult of a project for me to
159 take on myself
(1]

Other

37%

13%

DIYers are turning to pros when the projects they need are too complex or require specific skills. But if
they can tackle it on their own, they will.

When targeting DIYers, make sure you're offering plenty of how-to articles and videos. They’re more
likely to pick a product that emphasizes ease over time, since most would rather put in the effort
themselves rather than hire a pro for a task that seems like too much for an amateur.



CHAPTER 5

Inspiration and Research

HOW DIYERS FIND PROJECT INFORMATION

DIYers research both projects and brands online.

Where do you start researching your DIY project?

11%

Online

In-Store

By talking to family
and friends

About 78% of DIYers start their research online, and 88% of DIYers research about a product online
before visiting a store to buy.

And 63% of DIYers research both product types and brands at the same time.



Does brand name matter?

B 1only research the products
and tools I will need for the
project, I do not care about
the brand

B [ research both the products
and the brands

I only research about
brands

That means even if your products aren’t sold online, an engaging, well-rounded online presence is the
only way you’re going to reach the DIYer. Even if your product isn’t sold in big box retailers, you can get
noticed by DIYers online by focusing on your search rankings.

INSPIRATION SOURCES

Pinterest is the number one place DIYers go for inspiration for projects they plan to tackle themselves



Where do you get your inspiration for DIY projects?

PINTEREST 41%
YOUTUBE 40%
SEARCH ENGINE [GOOGLE, YAHDO] 40%
MAGAZINES 38%

v 36%

FACEBOOK 30%

MAJOR RETAILER’'S WEBSITES [LIKE LOWE'S) 21%

INSTAGRAM 14%
RETAILERS 13%
BLOGS 11%

nin=l 6%

HouZZ BN

It ranks higher than Google, YouTube or any other social platform, and way more than Instagram.
Pinterest is where social and search meets. It’s the perfect platform for DIYers to search for specific
projects or just browse general DIY ideas. Building material manufacturers need to be active and
engaging on Pinterest.



Where do you get your inspiration for contractor jobs?

FAMILY & FRIENDS 30%

PINTEREST 28%
v 27%

MAGAZINES 259,

MAJOR RETAILER’S WEBSITES [LIKE LOWE'S) 23%

YOUTUBE 21%
FACEBOOK 18%

RETAILERS 13%

MANUFACTURER'S WEBSITE (TREX.COM) [ NIL7A
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When it comes to projects where DIYers plan to hire a contractor, Family & Friends jump to the number
one spot for inspiration. Possibly they see something in a friend’s house that they like and want to
replicate the look in their own home.

THE TIME TO INSPIRE

Inspiration is important year-round.



When do you look at inspirational tools?

B Allyearround

B Only whenIam aboutto
start a project

DIYers are looking at project ideas whether or not they plan to tackle that project anytime soon. Nearly
76% of respondents report looking for inspiration all year round.

RESEARCH TO GET THE JOB DONE

YouTube jumped from the 4th most used in 2015 to the number one reference tool for DIYers who

know what project they want to complete.



What research materials do you use to help complete a DIY project?

YOUTUBE 49%
SEARCH ENGINE [GODGLE, YAHOO) 48%
FAMILY & FRIENDS 32%

MAJOR RETAILER'S WEBSITES [LIKE LOWE'S] 32%

GO INTO A RETAIL STORE AND ASK FOR ADVICE 28%

INSTRUCTION MANUAL IN PRINT 23%

MANUFACTURER'S WEBSITE [TREX.COM] 20%

MAGAZINES 18%
™ 17%
BOOKS 12%

BLOGS 10%

il S %
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This growing trend underscores the importance of how-to videos and other YouTube tutorials.

The findings also indicate that DIYers heavily depend on Google. Google is their number two resource
whether they’re looking for general inspiration or have their mind made up on what project they want
to complete and are looking into specifics. That means you have multiple chances in their buyer journey
to show up in relevant search rankings.

Social Media Bonus Tip: Both Pinterest and YouTube can populate as top search results in Google when
people look for DIY projects, so if you properly tag your social content, you can show up not only on the
social platform, but in Google as well.



RESEARCH ON DEVICES

The majority of research, even specific how-to steps, is being done on smartphones.

What devices are DIYers using?

SMARTPHONE 80%

LAPTOP

TABLET

If your website is hard to navigate on a phone or isn’t mobile-responsive, you are losing sales.

IMPORTANCE OF HOW-TO VIDEOS

90% of DIYers watch online how-to videos to help with their DIY Projects.

100

Providing helpful tutorial and how-to videos is a must for all brands targeting DIYers. Make sure the

content is clear, engaging and easily viewed on all devices.



Do you watch how-to videos to help with DIY projects?
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B No

Social Media Bonus Tip: These videos make for great social content. Don’t wait for DIYers to find you
online. Target them through social ads and use your helpful videos to get their attention while growing
your brand awareness.

IN-STORE MOBILE RESEARCH

Over 79% of DIYers have looked up additional information about products—other than price—while in a
store.



Do you use your phone in store to look up other info on
your home improvement project other than price?

21%

B Yes

B No

In addition to providing easy access to product information details, make sure your online brand image
is positive. Having well ranking reviews and product comparisons help DIYers feel confident in your
product and could potentially make or break a sale within seconds.

CHAPTER 6

What DIYers Want from a Manufacturer’s
Website

INFORMATION YOUR WEBSITE NEEDS

Pricing information and customer reviews are practically neck and neck when it comes to what DIYers
are looking for on product websites.



What information is most helpful with your DIY project?

PRICING INFORMATION 59%
CUSTOMER REVIEWS 58%

HOW TO VIDEOS 51%

CONPARING LIKE PRODUCTS 36%

PRODUCT PICTURES 36%

COMPARING LIKE BRANDS 17%
WARRANTY INFORMAIUIYEN [2L7A

:JIa[ele]2 3930 MMENDATION 7%,
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DIYers want to know what it’s like to use your product and what others think about it.

Don’t let their desire for price scare you. They’re not looking just for bargains: they want quality over
price, and seeing where your product lands on the pricing scale compared to similar competing products
is a step in their evaluation.

They typically want to buy middle priced products to feel like they’re getting the most for their
investment. Plus, we know DIYers like to stick to their budgets, so knowing pricing information upfront
can help them create an accurate plan.

When it comes to online reviews, they don't just want them to help them in their online research, but
it’s the number one piece of information that helps them decide on what product to purchase.

WEBSITE FRUSTRATIONS

“Lack of information” is the top complaint DIYers have about manufacturers’ websites.

Other notable issues include confusing site navigation, difficulty finding what you’re looking for, lack of
pricing information, and no reviews listed on the site.



DIYers are accustomed to shopping and researching online, which means they won’t waste their time on
overly complex websites. If your site isn’t setup to help customers get the info they need (and fast),
they’re going to leave and go elsewhere.

CHAPTER 7

DIYers and Brands

BRAND LOYALTY ISN'T A GIVEN

Less than 1% of DIYers research projects and products based on brands alone.

Does brand name matter?

B [ only research the products
and tools I will need for the
project, I do not care about
the brand

B [ researchboth the products
and the brands

I only research about
brands

The bottom line is that DIYers are not brand-loyal. They’re looking for the best product for their project
or the product that tells their story the best.

However, almost 30% of DIYers listed having a familiar name brand as a key influencer to purchase. So
while they may not only look into your brand, if you are continually and effectively targeting them with



valuable information and helping them reach their DIY project goals, they’ll be more likely to purchase
from you when the time comes.

SOCIAL MEDIA INTERACTION

DIYers are more accustomed to interacting with brands now than they were three years ago.

Interacting with brands on social media

10%

B I'mnotlikely to interact with a
brand on social media at all

B I'm more likely to respond to some-
thing a brand is doing on social media
4o, (ex. “like” a post)
o
I'm more likely to initiate an
interaction with a brand on
social media (ex. tagging brand
in a post)

B I'm more likely to initiate an
interaction and respond to
something with a brand on
social media

While they may not be the first to initiate an interaction, 32% of DIYers said they’re likely to interact
with brands online. That’'s a 27% increase from 2015.

SOCIAL MEDIA INFLUENCE

47% of DIYers have started a project or purchased a product they first saw a brand or blogger post about
on social media.



SOCial media [l Yes. I havestarted a project based on a

brand's social media

[ Yes, I have purchased a product based on a
0o, 2% brand's social media

B Ves, I have both started a project and
LA bought a project based on a brand's social
media

B No, I have never started a project or bought a
product based on a brand's social media

31%

B Yes, I have started a project based on a
blogger's social media

o

13% Yes, I have purchased a product based
on a blogger's social mediabased on a
brand's social media

12% 12% [ Yes, I have both started a project and bought
a project based on a blogger's social media

[ No,Ihave never started a project or
bought a product based on a blogger's
social media

Your social presence isn’t just about telling your audience about your available products. It should
showcase the possibilities of what DIYers can achieve with your product in the projects they want to
tackle. Partnering with DIYer influencers is a great way to expand your reach and show DIYers that your
brand gets what they’re looking for.



CHAPTER 8

Purchase Influences

QUALITY IS KEY

71% of DIYers prefer higher quality products over a lower price point.

Quality vs Price

B Quality

B Price

Saving money on projects by DIYing has nothing to do with being cheap and everything to do with
getting the look they want. Positioning your product and brand as high-quality and high-value is the best
way to get the DIYers attention and win their business. DIYers want to feel like they get a good bang for
their buck.



WHAT DEFINES QUALITY

Durability is key to DIYers when it comes to assessing quality.

What quality means to DIYers?

2% 2%
3%

3%

33%

7%

7%

15%

23%

Durability
Reliability
Features & Functions

Look & Feel of
the Product

Material Type
Customer Reviews

Brand Name

Familiarity with the
brand/product

Eco-friendliness

Warranty

They expect products to last and perform as expected. Convincing DIYers to buy a cheaper, less reliable

product will hurt your brand and future purchase persuasion. You can also use these perceptions of

quality in positioning your product as the best choice.



SUSTAINABILITY IS IN DEMAND

Over 65% of respondents said they’re willing to pay more for a sustainably sourced product.

Pay more for environmentally sustainable brands?

B Yes

B No

Sustainable is the new green. Millennial in particular love a brand with a story and being able to share
that story when complimented on or asked about their project.

If your brand has a special spin on your commitment to the environment, make sure it’s shared! But be
aware that generic “Green” labels, terms and promises will be scrutinized by DIYers. The more specific
you can be, the better.

RECYCLED MATERIALS BECOMING NORMALIZED

Just 55% of DIYers are willing to pay more for products made from recycled materials.



Pay more for products made of recycled materials?

459, B Yes

B No

Products that use recycled material in part or whole are more and more common in the market place,
which is great. But due to their prevalence and the current focus on decreasing environmental impact,
DIYers are more likely to expect recycled materials to be similarly priced to products that do not include
recycled materials.

ENERGY EFFICIENCY IS IMPORTANT

Nearly 92% of respondents said they’re willing to pay more for products that will help them save money
on utilities.



Pay more for products that save you money on utilities?

8%

B Yes

B No

If your product can save money and resources for DIYers down the line, make the message clear.
Emphasize both the reduced impact on the environment as well as reduced monthly bills to create the

strongest argument for choosing your brand.

SMARTPHONE SYNCING ON THE RISE

Over 54% of DIYers are willing to pay more for a product that can sync with their smartphone and
provide updates or alerts.



Pay more for phone syncing home improvement products?

B ves
46%
B No

This is a 25% jump compared to 2015. Although it’s still not a large majority, if your product is similarly
matched to your competition, allowing consumers to control your product and get alerts from their
phone could be the tipping point to chose you over the competition.



VALUE OVER TOXICITY

A whopping 82% of DIYers would rather pay more for a product that are less toxic.

Pay more for products that are known to be better for your
home/environment?

18%

B ves

B No

82%

Obviously, toxicity is top-of-mind for today’s DIY Consumer. Clearly state how your product is void of
well-known toxins like BPA, Formaldehyde, and others to help consumers feel more confident buying
your product.



