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Panel Composition
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Urbanicity
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Generation Gender
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Home Improvement Shopping
Behaviors




43% of homeowners report making a home
improvement purchase within the past year. More
than half (51%) of Millennials did so.

% Who made a home improvement purchase in the past year

51%

43% 44%
39%

31%

mAll mGenZ Millennial m Gen X Boomer

Have you made any home improvement purchases in the past year?



More than half of the purchases (51%) were made in

a store. Among online purchases, delivery (30%)
was preferred to pickup (19%) by nearly 2 to 1.

Home improvement purchase methods

59%

56%
519 53%
44%,
0
30% 32% -
I 259, 27%

In the store Online for delivery
mAll mGenZ mMillennial mGen X mBoomer

Approximately what percentage of your home improvement purchases in the

past year have been made in the following ways. Total must equal 100%.

19%

24%

21%
16%

Online for store pick up

10%



The two most influential reasons for
purchasing products in store are the ability to

handle the products (30%) and the ability to
quickly assess the offering (26%).

Most influential on purchasing home improvement products in-
store

30%
26%

The ability to It's easier to get It's an It's easier than It's energizing | feel | spend It's a quick easy Im not
touch and feel a feel for the opportunity to shopping online to be around  less money way to pick up comfortable
products before range of get out of the other people when shopping a few items shopping online
purchasing available house in a store
products in
store
mAll
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Which of the following has the greatest influence on your decision to purchase some or all

of your home improvement products in the store?




Handling the product is far more important to
Boomers (51%) than it is to other generations. 25%
of GenZ cited getting out of the house as their
primary motivation for shopping in store.

Most influential on purchasing home improvement products in-store

51%
30% 30%
° 27% 26% 27% gumn
o
22% 22% o 20%
19%
16% 14%
10% 9%, 9% 10% 89, 10% 10%
IR E- HE-R
The ability to touch and feel products It's easier to get a feel for the range of  It's easier than shopping online It's a quick easy way to pick up a few
before purchasing available products in store items

mAll mGenZ Millennial m Gen X Boomer

Which of the following has the greatest influence on your decision to

purchase some or all of your home improvement products in the store?

25%

8%

40/0 . 3%

It's an opportunity to get out of the
house

6%
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Beyond the primary reason for shopping in-store,
respondents cited assessing the assortment (73%),
ease of picking up a few items (68%) and handling
the product (65%) as influential or very influential on

their decision to shop in store.
Influence of other factors that are not the “most influential”

73%

o
68% 65%

It's easier to get a feel It's a quick easy way to The ability to touch and It's an opportunity to get It's easier than | feel | spend less It's energizing to be

54%

46%

40% 39%,

32%

Im not comfortable

for the range of pick up a few items feel products before out of the house shopping online money when shopping around other people shopping online
available products in purchasing in a store
store
m All

How influential are the following on your decision to make some or all of your home

improvement purchases in the store?



GenZ stands out as being less concerned about
assessing the offering (53%) and much more
focused on getting out of the house (89%).

Influence of other factors that are not the “most influential”

85%
80%

73%

I I | I

It's easier to get a feel for the range of available It's a quick easy way to pick up a few items The ability to touch and feel products before
products in store purchasing

mAll mGenZ Millennial m Gen X Boomer

65% 65%

61%

53%

49%

How influential are the following on your decision to make some or all of

your home improvement purchases in the store?

11

89%

60% 589

54%

28%

It's an opportunity to get out of the house
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In-store shopping has not returned to pre-COVID

norms. 29% of respondents report shopping in-store
less now than before COVID while only 17% report

shopping in-store more often.

In-store home improvement shopping now vs. before COVID-19

79%
68%

0
99% 51%

38%

20%
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About the same Somewhat more Much more shopping in store now

Much less shopping in store now than Somewhat less
before COVID than before COVID

mAll mGenZ Millennial m Gen X Boomer

How does your in-store home improvement shopping now compare to the

in-store home improvement shopping you did before COVID?



Most people (85%) expect their home improvement

shopping behaviors to remain the same post COVID.
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Expected in-store home improvement shopping after COVID-19 vs. now

85% 597 87%

82%
16%
1% 09 2% 3% 0% 4% 4% 2% 20/

76%
]

Much less shopping in store in the Somewhat less About the same
future than now

mAll mGenZ Millennial m Gen X Boomer

Assuming COVID can be brought under control, how do you think your in-store home improvement

shopping will compare then to the in-store home improvement shopping you’re doing now?

10%

Somewhat more

8% 6%

6% 5%
3% 0% 0% S

Much more shopping in store



Not surprisingly, Home Depot (64%) and Lowe’s
(54%) are the most popular shopping destinations,
but many people have made at least a portion of
their purchases from Walmart (53%) and Amazon
(46%).

Retailer purchased home improvement products in the last 2 years

64 %

53% 53%
46%
27%
21%
. 15% 14%

Home Depot Lowe’s Walmart Amazon Target Ace, True Value Menards Harbor Freight
or Do-lt-Best

m All

At which of the following stores or store types have you purchased home

improvement products in the past 2 years?

10%

Farm & Fleet
Store

8%
L

Northern Tool

1%

Other

14



15

Much of the action at Walmart and Amazon is being
driven by GenZ (60%, 69%) and Millennials (65%,

52%).

Retailer purchased home improvement products in the last 2 years

68% 67%
64% 640/0 62% ° °

65%
60%

53% 53% 53% 519%

50%

46%

0

Home Depot Lowe’s Walmart

mAll mGenZ Millennial m Gen X

At which of the following stores or store types have you purchased home

improvement products in the past 2 years?

69%

52%
45%
32%
27%
21% 20% 21%
I 5 I

Amazon Ace, True Value or Do-lt-Best

46%

Boomer



Home Depot (29%) and Lowe’s (26%) retain a
strong hold on store preference. At 29%,

Home Depot is preferred more than 2 to 1 over
Amazon (14%) and Walmart (14%).

Home improvement retailer preference

29%

26%
14% 14%
7%

(0]

. ] - ==
Home Depot Lowe’s Amazon Walmart Target Menards Ace, True Harbor
Value or Do- Freight

It-Best
m All

At which of the following would you most prefer to buy home improvement

products?



Among generations, however, the story is quite
different. Amazon enjoys particular favor among
GenZ (43%) for home improvement products.

Home improvement retailer preference

43%

40% 40%

29%

19%
16%
12%

. &
Home Depot Lowe’s Amazon

mAll mGenZ Millennial m Gen X Boomer

14%

14%

8%

At which of the following would you most prefer to buy home improvement

products?

14%

7%

21%

Walmart

17%
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COVID-19
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60% of respondents report living in a community
that has a mask requirement of some form.

Interestingly, 6% are unsure of the rules where they
live.

Area living in have a mask mandate in public locations

51%

0 45%
447 42% X
38% 39% 38%

35%
32%
25% 24%
o
16% 18% 169
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Yes, for everyone Yes, for the unvaccinated

mAll mGenZ Millennial m Gen X Boomer

Does the area in which you live have a mask mandate for public places like

the grocery store, sporting events, etc.?

6% 5%

7%

Unsure

4%

5%
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The vast majority of respondents (84%) report
wearing a mask at least some of the time.

Wear a mask in public places

63% 63%

58%

53%

44%

26% 27%
I : I :

Yes, always Yes, sometimes
mAll mGenZ Millennial m Gen X Boomer

40%

Do you wear a mask when you are in public places?

16%

16%

14%

No

20%

14%
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58% of people live in a community which has a

mask requirement for school-age children. People

without children often aren’t aware of the policies in

effect.

Local community has a mask mandate for school-aged children

66%

60%
58%  57% °
48%
23%
No

mAll mGenZ Millennial m Gen X

18% monm _20%

Does the community in which you live have a mask mandate for school-age

children?

28%

Boomer

20%

25%

19%

Unsure

15%

24%
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Nearly three-quarters of respondents (73%) feel
masks should be required Iin school.

% Who think children should wear masks in school

7%

73% 3%

63%

mAll mGenZ Millennial m Gen X Boomer

Do you think children should have to wear a mask to school?

2%

22



66% of respondents feel that the decision on
whether school-age children should wear masks
should be the purview of local authorities, not the
governor.

Mask mandate authority: governor or local school officials

0
69% r2%

60% 60%
40% 40%
34% 319%

Local school authorities should have control The Governors should have control
mAll mGenZ Millennial m Gen X Boomer

66%

Some governors have banned mask mandates for schools. Do you think that should be the

governor’s decision or should the authority belong to the local school authorities?

28%
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Summary

Home
Improvement
Shopping
Behaviors
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43% of homeowners report making a home improvement purchase within the
past year. More than half (51%) of Millennials did so.

More than half of the purchases (51%) were made in a store.

— Among online purchases, delivery (30%) was preferred to pickup (19%) by nearly 2 to 1.

The two most influential reasons for purchasing products in a store are the ability

to handle the products (30%) and the ability to quickly assess the offering (26%).

— Handling the product is far more important to Boomers (51%) than it is to other generations.

— 25% of GenZ cited getting out of the house as their primary motivation for shopping in-

store.
Beyond the primary reason for shopping in-store, respondents cited assessing
the assortment (73%), ease of picking up a few items (68%) and handling the

product (65%) as influential or very influential on their decision to shop in-store.

— GenZ stands out as being less concerned about assessing the offering (53%) and much

more focused on getting out of the house (89%).
In-store shopping has not returned to pre-COVID norms. 29% of respondents
report shopping in-store less now than before COVID, while only 17% report

shopping in-store more often.
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— Most people (85%) expect their shopping behaviors to remain the same post
COVID.

— Not surprisingly, Home Depot (64%) and Lowe’s (54%) are the most popular
shopping destinations for home improvement products, but many people have

made at least a portion of their purchases from Walmart (53%) or Amazon (46%).

— Much of the action at Walmart and Amazon is being driven by GenZ (60%, 69%) and
Millennials (65%, 52%).

Summary

— Home Depot (29%) and Lowe’s (26%) retain a strong hold on store preference.

Home
Improvement
Shopping
Behaviors - cont.

At 29%, Home Depot is preferred more than 2 to 1 over Amazon (14%) and

Walmart (14%).

— Among generations, however, the story is quite different. Amazon enjoys particular favor
among Gen Z (43%).




Summary

COVID-19
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60% of respondents reported living in a community that has a mask requirement
of some form. Interestingly, 6% are unsure of the rules where they live.

The vast majority of respondents (84%) report wearing a mask at least some of
the time.

58% of people live in a community that has a mask requirement for school-age
children. People without children often aren’t aware of the policies in effect.
Nearly three-quarters of respondents (73%) feel masks should be required in
school.

66% of respondents feel that the decision on whether school-age children should

wear masks should be the purview of local authorities, not the governor.



