
CAMPAIGN OBJECTIVES
Improvements for comfort and livability

Improve your investment
Tackle projects on your to-do list
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DIRECT or AGENCY
Direct and agency

PRIMARY ECONOMIC DRIVERS
Low interest rates

Disposable income
Improving the investment in the home

Selling the home

ABOUT

Stores in this industry sell  a range of home repair and maintenance goods, such as 
hardware, tools, electrical goods, lumber and structural material for construction and 
renovations. Home improvement companies purchase goods from manufacturers and 
wholesalers and sell them to end users, such as do-it-yourself consumers and 
professional contractors. (1)

BUSINESS CHALLENGES

With 2020 behind us, there is plenty to be excited about for the home improvement 
industry. Professional contractors can look to capitalize on low interest rates, a growing 
housing market and increasing demand for home remodels. Certainly, the pandemic 
impacted most businesses in some shape or form, but for many home improvement 
companies, 2020 was their best year yet. Additionally, companies have struggled with a 
roller coaster of supply chain issues, either with supplies that were not available or 
supplies that took months to arrive and resulted in large cost increases. (2)

Seventy-six percent of homeowners in the United States have carried out at least one 
home improvement project since the start of the pandemic. (2) One thing is for sure: 
With all  of the time spent at home, people had a lot of time to think about how they 
could improve their l iving environment. 2020 was the year of “home-basing” for nearly 
everyone. Also, many in the large, aging baby-boom generation are already thinking 
about “aging in place”and making home improvements rather than buying a new 
home. (3)

The homebuyer today is more likely to be female and single without children. Twenty-
one percent of homeowners plan to sell  their home in the next 12 months. 
Homeowners either want a more comfortable home and/or want to make repairs 
before they sell. They want their home to be both fulfi l ling and a smart investment. (3)

DIY projects will  l ikely decline as vacations, entertainment and kids activities restart 
post-pandemic, making way for bigger contractor-led projects, such as complete kitchen 
and bath remodels, additions and other specialized trade work for the home interior. (5)

In more good news for the industry, 2021 is benefitting from the third federal stimulus 
check distribution of the past two years. In a recent survey of 1,200 homeowners, 57% 
anticipate using stimulus check windfalls for home improvement projects. (4)

The total home improvement market is expected to grow 1.5% in 2021. This is a great
opportunity for consumers to hire professionals for projects that were not tackled in 
2020. (3)
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HOW TO USE THIS ONE-SHEET
Your knowledge of this industry’s
trends can be a great conversation 
starter as you seek to compare these 
trends with what’s being experienced 
locally by your prospects and clients.

Review the data in this one-sheet 
before you meet with your clients as 
a way to have a conversation about 
their business challenges and 
opportunities for market growth.

Use that conversation to uncover 
ideas and solutions to help your 
clients get ahead of future consumer 
spending by positioning themselves 
as the best local choice in their 
category.

https://www.hiri.org/
https://www.nahb.org/
https://www.homeinnovation.com/
https://www.hgtv.com/
https://www.ibisworld.com/united-states/market-research-reports/home-improvement-stores-industry/
https://www.bbb.org/article/business/23982-bbb-business-impact-report-2021-home-improvement-industry-trends
https://www.hiri.org/index.php?option=com_dailyplanetblog&view=entry&year=2020&month=10&day=22&id=74:home-basing-trends-insights-on-homeowners-most-valuable-investment
https://www.prnewswire.com/news-releases/57-of-surveyed-homeowners-will-use-stimulus-check-for-home-improvement-301243651.html
https://www.rab.com/secure/viewArticle.cfm?id=29210&from=thePitch
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SUGGESTED PROMOTIONAL ANGLES
For DIY projects and promoting local home improvement retailers, 
digital advertising tactics include video and over-the-top (OTT) 
advertising. Online video consumption is on the rise nationwide, as 
people have been spending more time at home. Ads that visually 
demonstrate how easy it can be to take on home improvement 
projects without hiring professionals can entice people to purchase.

For Commercial Home Improvement Businesses:
With many consumers relying on referrals when selecting a 
professional, the right marketing strategy can help businesses win 
new customers. Consumers comparison shop online, so digital 
messaging solutions will be crucial. Effective digital advertising 
tactics for this category often include display, SEM, video, OTT and 
geofencing. Also, businesses should make their cl ients’ success 
stories shareable on social media.

The graph below compares the percent of total DIY remodeling projects undertaken in 2020 to those that were do -it-yourself in 2018. 
Categories are ordered, top to bottom, by greatest percentage point increase in DIY activity. However, the expansions and contractions 
of the DIY market are not equal by project. Where danger is high, or special skills or tools are needed, professionals are us ually 
called. Categories with shorter learning curves, such as interior doors, painting and storage solutions, saw the biggest jump gi ven the 
2020 economic climate. What does this mean for 2021? Possibly that all  categories could be fair game to professionals as it was prior to 
the pandemic, as consumers get back to travel, out-of-the-home activities and limited “extra time” on their hands.

WHAT CAN WE LEARN FROM THE DIY SURGE IN 2020?

Source: Home Innovation Research Labs, Was 2020 Really the Year of the DIY’er?, Feb. 2021

Home Improvement & Home Services

Possible Promotional Angles:
There is so much friction in the buying process for a consumer, 
from finding a service provider, negotiating a deal, making sure 
they’re insured, etc. Promoting how a company can alleviate 
these pain points can be key.

Also, with the supply chain issues of material shortages and/or 
price increases, it’s important that companies that may offer 
better service, but with a higher price, get their fair share of 
consumers.

• “Check the Box.” Run a promotion around finishing or 
accomplishing languishing home to-do projects.

• “Get Back to the Things You Love.” As the pandemic 
continues to abate, message around hiring fully 
vetted/insured/highly reviewed companies for 
improvement projects to save time for things such as travel, 
entertainment, vacation, etc.

• “Zen Your Den.” Improve your home to maximize comfort 
and peace of mind in your investment.

GREATEST
% increase in DIY 

projects 
(2018 to 2020)

LOWEST
% increase in DIY 

projects 
(2018 to 2020)

https://aspire.marketron.com/turn-to-ott-as-video-consumption-rises/
https://www.homeinnovation.com/trends_and_reports/trends/was_2020_really_the_year_of_the_diyer
https://www.homeinnovation.com/-/media/Images/Blog/Blog_MR_2020_0921.png

