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of European handymen by means of phone interviews with registered
handyman companies across 7 major European markets.
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USP
About target group & methodology

Surveying handyman companies...

Handymen are a multi-skilled person or small companies that are active in construction,
repair and maintenance activities. Interviewed companies have a maximum of 4 full-time
employees (including the owner) and are involved in at least 3 building construction
activities.

... selected from a country-representative database

The sample for this study is built based on available phone records that are matching the
general definition of a ‘professional handyman’ in each country. These records are bought
through sample providers or yellow pages. Respondents are selected randomly from the
built-up sample; the interviewed respondents can vary from wave to wave.

... through phone interviews, by native-speaking agents

Phone surveys are the best approach for obtaining a sufficient sample from construction
target groups in order to provide insights that can be relied on. These phone calls are made
by fixed fieldwork partners, located in the respective countries.

... centralised and continuous quality control

Interviews in each country are monitored by the USP project team throughout the
fieldwork period. We implement our extensive experience in order to make sure the answers
are of high quality and provide the insights that meet the goal of the project.
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Handyman Insight Monitor

Management Summary




Management Summary

“USP European Handyman Insights Monitor”

We know so little about professional
handymen

A handyman is broadly defined as a person who is skilled in a
variety of general construction, repair and maintenance works and
who does this as a profession or as a hobby.

Professional handymen are an important target group in building
construction, but because they are part of such a broadly defined
population, the professional handyman is hard to define and reach
out to.

As a result, professional handymen are a rarely researched target
group and very little is known about their business and behaviour.

This monitor aims to solve that by profiling the professional
handyman.

UsP

Who are they, and where and how to
target them?

Last year’s research’s results indicated the overwhelming diversity
among handymen, but above all the lucrative potential due to the
large size of this market.

To understand this vast and varying group a bit better, this year’s

monitor aimed to segment the handymen in several groups based
on their professional and information seeking behaviour and their

views on sustainability.

Ultimately, this overview of handymen personas will provide you

with a deeper understanding of how to reach, touch and tickle the
handyman with your brand message.

Handyman Insight Monitor 2022 | Page 5



Key insights

a potentially lucrative group of
professionals to target

As a key stakeholder in the XXX market, handymen have XXX across
the seven European countries.

They are involved in XXX activities from XXX, meaning they use X>
On average, handymen buy XXX% of the products they 1':e
themselves. This gives them XXX over various product. = 1 make.
them highly relevant to manufacturers of these = “icts

But XXX

This research identified XXX segm . ~ft a2 mer vhicn are
defined by XXX related to topi.  like X.

UsP

A highl: .« avar. = .~ "older with

B N EXE
X XXX XXX %

months of fully activity field of the products are
booked agenda self-purchased
..but XXX
'Ijl'!e The caring The flexible
traditional
hand handyman handyman
andyman
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Key insights

...with different XXX

XXX: As the level of professional experience differs slightly per
segment, interest in news and developments also differs. That
is why some actively search for information more than others.

Also, some care about a certain aspect more than others. All
handymen care about XXX, for instance, but some care abct
XXX. On other aspects, like the XXX, differences are ey
larger.

XXX: Additionally, the type of media chanr. 2 he Ay
use can also differ per segment. X rer kel 2uLs
XXX than the traditional and tt ~an. ¢ ¢ ‘o1 sta..ce.

That is why it is importar 2 reaa »for ore extensive
knowledge th* ., via.  bette Inderstanding of the subtle
or more obv. s differ  ces * _.nsegments in different
areas.

Eag to know

Wants to deliver
top quality

Cares for
environment-
friendliness

Online-oriented

traditiona
W Yman

00

OO0

00O

00O

00® = highlyrelevant

OOO =not at all relevant

Tl caring
he.idyman

00O
00O
00O

00O

The flexible
handyman

OO0

OO0

OO0

OO0

UsP

The curious
handyman

OO0

OO0

OO0

OO0

Handyman Insight Monitor 2022 | Page 7



Handyman Insight Monitor

Profile of the handyman




Age distribution in 2023
Q:May | please note your age?

Total

Poland

ltaly

United Kingdom
Spain

France
Germany

Netherlands

Generation Generation Baby
Y X Boomers

T T N
EEEDEPE N\\ %
— 1% S\~
BK a. \ ¥
— N - -

59.0
57.0
55.0
53.0
51.0
49.0
47.0
45.0
43.0
41.0
39.0
37.0

35.0

Age trend 2022-20..o

UsP

54.0
53.0

52.0

51.0

50.0
49.0

48.0

2022

Netherlands

» 54.0

_ 530 Germany

» 52.0

» 51.0

> 50.0 France

» 49.0 .

> 48.0 Spain
United Kingdom
Italy
Poland

2023
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Years of experience in 2023
Q: How many years of experience do you have as a professional handyman?

Up to 5 years 6-10 years 11-20 years More than 20 years Aill not st

ot I N M W "

Netneriancs I M= \®
Germany W N BT
oo PN N\ \ VI T
- AN Y

revce [EEE WA\ \. L T

unied Kingeorm [, . O " P S T
TSNSy -

. \
eneraton ¥ . N S S MR
[N
eneraion x| RN W= = S T
Baty Boomers | I = I

Average

X

UsP
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Size of portfolio in months
Q: How big is your current order book portfolio in months?

Total

Netherlands
Germany

Spain

ltaly

France

United Kingdom

. Olai

7-12 months More than 12 mo h.

I o ¥ _a N

el N -
s -
U\ WA
.

X

UsP

Average
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Type of projects

Q:Can you divide your turnover between new build, renovation, and maintenance work?

Total

Netherlands
Germany
Spair

[taly

Fre e
lited K ydom
Poland

New build Re vation Maintenance work

TN . VS

BT N . VI ST
DU W\ D T
B\ N\ \ N I T [
W\ I ST [
)

UsP
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UsP

Provided services - Installation
Q: How often does your company do the following installation and repair jobs?

At least once a week At least once a month At least once in three At I} 'st'C me in £ Pmonths We do not provide these
months services
Plumbing Flectrica ork HVAC

P IEA A

o IEDIETRETNIE. A Y
orce IR IR Whod IET
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UsP

Provided services - Finishing
Q: How often does your company do the following installation and repair jobs?

At least once a week At least once a month At least once in three At lea, | orfii 3in six{ tonths We do not provide these
months services

Painting Floor. Tiling

P IEA A

o IEDIETRETNIE. A Y
orce IR IR Whod IET
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UsP

Provided services — Building shell construction
Q: How often does your company do the following installation and repair jobs?

At least once a week At least once a month At least once in three At leag on¢ . six Wionths We do not provide these
months services
Roofing Facade’/ exteri cladd. 1 Insulation

P IEA A

o IEDIETRETNIE. A Y
orce IR IR Whod IET
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Other provided services

Q:What other types of installation and repair jobs does your company do?

Total

Drywalling
Dormer solutions

Brick laying/ masonry

Sanitary (e.g. kitchen,
bathroom)

Roof window solutions
Building extensions
Skylight solutions

PV/ solar panel
Landscaping

Other

Don't know

| ES

France

X%

X%

X%

X%

(%

%

X%

X%

X%

X%

X%

Germany

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

Italy

X8

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

Neti

[}
C

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

nds

van

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

Spain

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

UsP

United
Kingdom

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%

X%
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UsP

Introduction to Behavioural Segmentation of Handymen

Going beyond traditional segmentation focusing on demographics and
firmographics, behavioural segmentation enables understanding handymen
XXX, using insights derived from their actions like orientation and
purchasing behaviour or response to a product, service or trend.

The objective is to identify customer segments that enable you to
understand how to address the particular needs or desires of a group
of handymen and discover opportunities to optimise their customer
journeys.

Before we distinguish different segments of handymen in the following =
important to note that the segmentation is based on a certain - ~t ot
behavioural statements that are identified through statistical . . is.

Therefore, it is also important to note that there ar~ ~me  /« aps =tw 1
categories and that certain aspects arethe s~ 1e1 = In ac seqy 2nt,
the XXX

That decision power makes thi~ ha, tentia. luc ative group of
professionals to target. T' subtle *m <= oF ous differences
between the following segm ts will ¢ vide ...cights that will help find the
best way to reach, touch ar. ‘ickle 1e handymen with your brands
and products.

How < dc 1is segmentation:

Input: Data from 1200+ surveys

Fa »>ranalysis
ientifying the =" .ying factors to
compos = uistinct segments.

Cluster analysis

Defining segments based on the factors. All
respondents are homogenous within one
segment and heterogenous from others.

A segmentation of the
handyman behavior
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The traditional handyman

Personification of segment:

With an average age of XXX, the traditional handyman is slightly older
than the others. Also, he has slightly XXX, and rely on experience he
does.

cota
The traditional handyman uses his experience to provide his clients with
advice beyond what is expected and to do a neat and tidy job. Basically,
the traditional handyman XXX, using XXX that guarantee XXX. XXX, for Fre
which the traditional handyman shows less interest.

Netherlands

Given his experience, he XXX. Consequently, he rarely # 'ow. ‘., “a | Germany

does XXX search for information much. Althoughkedo = eti X, n United kingdom

occasion, he barely uses XXX mediaand yecruiw, < My o 'm Spain
marketing his business online. XXX.

ltaly

Poland

Relevance of segi

She ¢ all local t

25%

25%

25%

25%

25%

25%

jin

25%

dyma

\1-:

rompanies

USP



USP
The caring handyman

Personification of segment: Relevance of segi  t:

The caring handyman shares quite a few characteristics with the

traditional one. He is also slightly XXX and slightly XXX and not really She  ‘alllocalt. dyma ‘:ompanies
XXX. Like the traditional handyman, the caring handyman focuses on
relatively few activities and strives to do them in the best possible way. Jotal

Unlike the traditional handyman, however, the best possible way is not

necessarily the way he has always done it. That is why the carinz Fre 25%
handyman XXX. Netherlands 25%
The caring handyman cares for using XXX the m~ Ir. ¢ tic t Germany 25%
caring for XXX, the caring handyman serious'v ce * for he X United kingdom 25%
impact of his work, meaning he is most likely = v . a -om =2 XXX Spain 259,

products, even if they are more expensive.
ltaly 25%

jin

Poland 25%



USP
The flexible handyman

Personification of segment: Relevance of segi  t:

The flexible handyman is a bit XXX than the caring and traditional
handymen, but actually offers a wider variety of jobs and activities and is She  “alllocalt. dyma :ompanies
more likely XXX. This makes him a rather busy XXX that mainly wants to

get the job done according to the clients’ wishes and standards. Jotal ‘ - I'a
Compared to the others, the flexible handyman XXX and is slightly less

likely to buy the materials and products himself. Although he is slight!: Fre

less interested in XXX, he does care XXX. Also, he is more likely ©  se Netherlands 25%

XXX and may even buy some online.

rem Germany

Given the variety of his activities, the flexible hardym:  es X,. To United kingdom

stay informed on all of them, he uses XX> . s h, *he exple Spain
handyman is much more XXX thantheca ga . © na :andymen.

haly

Poland



. USP
The curious handyman

Personification of segment: Relevance of segi  t:

Consisting of about a third of the entire population of handymen, the

curious handymen form the largest group. The curious handyman She  ‘alllocalt. dyma :ompanies
performs XXX, which includes the most XXX work of all handymen
groups. cota

Like the flexible handyman, the curious handyman is a bit XXX. He does
offer more extensive advice to his clients, however, and cares mor- Fre > 25%
about and XXX. What the curious handymen care less for XX} 1d Netherlands 050,
they are even less willing to pay for XXX than the traditional b~ dym.

Germany 25%

The curious handyman truly stands out with X¥X of ' de . 'on. e United kingdom 25%
XXX in the market the most and is most likely tc '« X, "« ann >, XXX Spain 559

to stay up to date. His XXX compared to oti ' grc »>s.
ltaly 25%

jin

Poland 25%



USP
The XXX handyman represents the largest, whereas the XXX
handyman represents the smallest population of handvmen

European map out

Distributi fth ¢ Go mountriet
There are, of course, clear country [Distribution of the segments { G.. »ountrie

differences: T .. nal e g The flexible The curious

yandym. handyman handyman handyman
More than half of XXX handymen belong to the curious

roat [ N I T TN N
handyman group. .
in. om

by curious handymen, but flexible handymen also occupy

XXX handymen population is quite heterogeneou's, wit _ . : . .

the curious handymen being the largest group . »Th Spain
el doglopmaid bt W Germany
except that the caring handymen az quite ¢ :ino. . A

handymen stand out with the Iarqu]_ \pu|at|\ of i vible Netherlands
handymen and the small== _og  tion fthe! ditional

group. The largest popui on of tiitior " caring Poland
handymen can found i "XX.
andymen can be found |
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STATEMENT
“I market my business through online platforms”

Strongly agree Agree Neutral Disagree Stronaly dis: ree ‘Noc nion

Total | NECE IET A T . 7| el

Netheriands | EERED NN M AR 7 T
Germany NN T W 7 M T
spein NEEEECT T VA \ W Y I

ety A W\ W e I

France [NEE. WA \ YE. W ST M T

United Kingdom N, IR N YA T M S T
Poiand [ R "W T T ) T

The curious handym. . [N Wt IR SO7% S 7 A
The flexible handymar 99" /a7 IO 73 I
The traditional handyman .SREET T 7% 7 A
The caring handyman AR NN 7 73 I

UsP
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UsP

STATEMENT
“| often advise my clients or colleagues to use environment-friendly products”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Total - [T NN ST . L 7 ST TN

Netherlancs S I P I 7 T
Germany T T Wi 72 T
spain EEEA NN V0 \ W e T

ey R . W N N S e T

France N\ . T 7 T

United Kingdom PR, A N\ Y T T 7 T
Poiand . EEL. M. sl 7 7 T

The curious handyme . [N "Emc8 IR 7Y 7] 7 T
The flexible handyman' "\ _/SRCEN INRTT7A) 7 (e T
The traditional handyman KT INRTE7) (7 e T
The caring handyman | EEREES 7Y (7 7 TS
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UsP

STATEMENT
“| always offer my customers advice that goes beyond what is expected of me”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Total | NRCE IETY A . . 74 T

Netneriands ~ EECTY MRS MO 71 T T
Germany | NEERET MENRTTA L Wi 7 S I
spain EEEA NP W |\ W S T

ey AR . W V. B ST e I

France N\ B T 7 I

United Kingdom PR, WA N Y\ 78 I ) T
Poiand I EEL WA "t O 7 T

The curious handyme. . [N Tems:Z% IR IN"7% SO 7 A
The flexible handyman . V_/SKCER I IO 73 T
The traditional handyman - RIS T 7% 7 A
The caring handyman AR NI 7 73 I

Handyman Insight Monitor 2022 | Page 27



UsP

STATEMENT
“l always use products that | have experience with”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Total G W S REENNTT B

Netheriancs [ EEEY IR e BEEAR. T T
Germany N W T I B
spein EEECANPE VG | W X I

ey EEECER W O\ B ST e I

France [IDPER. N \ WA "2 T S T

United Kingdom R, Nk o™ Y. SN A7 S A
Poiand I\ WA TR oSN I S T

The curious han man | | REE I 7% I I
The flexible handy.»n._/SNCERY I S 73 I
The traditional handyman RIS T S 7 I
The caring handyman KA I 7 73 I
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UsP

STATEMENT
“| often recycle the products and tools that | use”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Tota TR W SR

Netheriands  [NEERE IEENEEA TN BRI
Germany N W T T
span EEEANPN. G '\ W S A

T ST T

France PN, N N W T T ) I

United Kingdom PN Na "N N 73 7 N
Pon. I N "I MY I S I

The curious hanc. nan | ERET NS SO 72 I
The flexible handy " oSN I S 7 S T
The wraditional handyman | NRET MY S ) T
The caring handyman - | NI S 7 S T
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UsP

STATEMENT
“| always use the appropriate Personal Protective Equipment (PPE) for each activity”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Tota TR W SR

Netheriands  [NEERE IEENEEA TN BRI
Germany N W T T
span EEEANPN. G '\ W S A

T ST T

France PN, N N W T T ) I

United Kingdom PN Na "N N 73 7 N
Pon. I N "I MY I S I

The curious hanc. nan | ERET NS SO 72 I
The flexible handy " oSN I S 7 S T
The wraditional handyman | NRET MY S ) T
The caring handyman - | NI S 7 S T
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UsP

STATEMENT
‘| always use materials and accessories that guarantee a neat and tidy job”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

Tota TR W SR

Netheriands  [NEERE IEENEEA TN BRI
Germany N W T T
span EEEANPN. G '\ W S A

T ST T

France PN, N N W T T ) I

United Kingdom PN Na "N N 73 7 N
Pon. I N "I MY I S I

The curious hanc. nan | ERET NS SO 72 I
The flexible handy " oSN I S 7 S T
The wraditional handyman | NRET MY S ) T
The caring handyman - | NI S 7 S T

Handyman Insight Monitor 2022 | Page 31



Handyman Insight Monitor

Management Summary
Profile of the handyman
Segmentation
Professional behaviour
Buying behaviour

Orientation behaviour and media usage

‘.-'.}:q‘.-- :



UsP

STATEMENT
“l often watch videos about product features and applications”

Strongly agree Agree Neutral Disagree Strongl, dis. wee No opinion
|

Tota TR W SR

Netheriands  [NEERE IEENEEA TN BRI
Germany N W T T
span EEEANPN. G '\ W S A

T ST T

France PN, N N W T T ) I

United Kingdom PN Na "N N 73 7 N
Pon. I N "I MY I S I

The curious hanc. nan | ERET NS SO 72 I
The flexible handy " oSN I S 7 S T
The wraditional handyman | NRET MY S ) T
The caring handyman - | NI S 7 S T
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UsP

STATEMENT
“It is hard for me to keep up with the innovations in the market”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N . W A e I

span [N, WA\ T S s T

ay PR, N\ N " T o A

rrance PN, W "W Yol I ) A

e kine N, N oY PO ) A
sanc Wt Y SO 7% 7 I
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UsP

STATEMENT
“I often use digital tools and apps to learn about product features and applications”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT
“| often look for work-related information through online channels”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT
‘| always follow the latest developments about new products and tools”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT Preferer .
“I regularly follow trainings and demonstrations” Q:Pa you pre. .onlin. orin-person trainings and demonstrations?
Strongly agree = Agree | Neutral @ Disagree | Strongly disagree n-.  ~on | Online Neutral

\
\

ey AL % )
rrance [EEEEIPNER, B N |
poand [N NN W

Germany
soar | IRET I

)%

. B

>

Question on preference asked if regularly following tranings and demostrations: n=x (ltaly n=x; Spain n= x; Germany n= x; UK n= x; Poland n= x; Netherlands n= x; France n= x)
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UsP

Media usage
Q: How often do you use the following information sources for work-related information?

Traditional media Often Sometimes Total Usana

Advice from the staff at the purchase point A

Manufacturers' sales representative - 70

Printed manufacturers' magazines “ - 70%

Events organised at the purchase point ‘a \ ‘ , 70%

Tradeshows [KESA \ ‘ \&‘ _ 70%

Printed professional magazines m \‘ \ ‘ 70%
Digital m« ‘a Dfte Sometimes Total Usage

Websites of = uie rer. ) 7 s, KA

Websites of building n. =rial st »s 70%

Digital tools/ apps from mar. arers 70%

Social media channels 70%

Professional forums 35% 70%
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UsP

Media usage
Advice from the staff at the purchase point

Often Sometimes Total Usage

\
cemry A A\ W
soor N W\ \ N -
BTN
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Media usage
Events (e.g. trainings, demonstrations) organised at the purchase point

Often Sometimes Total Usage

\
cemry A A\ W
soor N W\ \ N -
BTN

UsP
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UsP

Media usage
Printed manufacturers' magazines

Often Sometimes Total Usage Mc t.. ~ortant forrnation

Q:' hat the tup three most important types of information you
wal ana .. the manufacturers' magazines?
Netherlands m \‘ 5 Information no. 1 xXx% Informationno. 2 = xx% Information no.3  xx%
\
Germany N \‘\ u 70% Information no.1 XX% Informationno. 2 = xx% Information no.3  xx%
Spain ‘k\\‘ \_ 70% Information no.1 XX% Informationno.2  xx%  Informationno.3  xx%
ltaly W“ 70% Information no.1 xx% Informationno.2 = xx%  Informationno.3 = xx%
France ‘ - 70% Informationno.1 xx%  Informationno.2 = xx%  Informationno.3 = xx%
United Kingdom 70% Information no.1 XX% Informationno. 2 xx%  Informationno.3  xx%
Poland 70% Information no.1 XX% Information no. 2 XX% Information no.3 = xx%
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UsP

Media usage
Manufacturers' sales representative

Often Sometimes Total Usage M t. "\ti.one\. ‘ontact moments .
Q: wr tyations do you prefer to be in contact with a

sal  cprescntative of the manufacturer?

Netherlands m \‘ b Situation no. 1 xXx% Situationno. 2 = xx% Situationno.3  xx%
\
Germany N \‘\ “ 70% Situation no. 1 XX% Situationno.2 = xx% Situationno.3 = xx%
Spain ‘k\\‘ \_ 70% Situationno. 1 xx% Situationno. 2 = xx% Situationno.3  xx%
N
United Kingdom 70% Situationno. 1 xx% Situationno. 2 = xx% Situation no.3  xx%
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UsP

Media usage
Printed professional magazines

. Mc t. ~tioned ‘rinied professional magazines*
Often Sometimes Total Usage Q:| hict  »fessiunal magazines do you read?

Netherlands m \‘ b Magazine no. 1 XX% Magazine no. 2 XX% Magazine no.3  xx%
\

Germany N \‘\ “ 70% Magazine no. 1 XX% Magazine no.2 = xx% Magazine no.3 = xx%

Spain ‘k\\‘ \_ 70% Magazine no. 1  xx% Magazine no.2  xx% Magazine no.3 = xx%

*Only professinoal magazines above 5% are shown.
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UsP

Media usage
Tradeshows

. Mc t. ~tione. rade shows
Often Sometimes Total Usage Q:| hicc  »deshows do you plan to visit in the next 2

yee

Netherlands m \‘ b Tradeshow no. 1 XX% Tradeshowno.2 = xx%  Tradeshowno.3  xx%
\
Germany N \‘\ “ 70% Tradeshow no. 1 XX% Tradeshowno.2 = xx%  Tradeshowno.3  xx%
Spain ‘k\\‘ \_ 70% Tradeshowno.1  xx%  Tradeshowno.2 xx%  Tradeshowno.3 = xx%
ltaly W“ 70% Tradeshow no. 1 Xx%  Tradeshowno.2 = xx%  Tradeshowno.3  xx%
N
rance [EIN D T o Tradeshowno. 1 w6 Tradeshowno.2 o6 Tradeshownod s

*Only tradeshows above 5% are shown.
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Media usage

Websites of building material shops (e.g. builders' merchant, DIY stores)

Total

Netherlands
Germany

Spain

ltaly

France

United Kingdom
Poland

Often Sometimes Total Usage

35% 70%

35% 135% gl B
NN\ W -
35% 3% WAL AN O RO
35% 4 WA RN $ ol
EZE W 2 . O 7o%
EF - \W 70%
D Wl 7 70%

UsP
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Media usage
Websites of manufacturers

Often Sometimes

Total 70%

Germany [N . W\ W -
spain [ 7 | W N BN 7o%

ey [ WA .\ L N A 7o

France TR WA . % T 7o

United Kingdom |ESD - O WD 70%
Polanc W B A

Total Us=2ne

UsP
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Media usage
Professional forums

Often Sometimes Total Usage

Total 70%

Germany [N . W\ W -
spain [ 7 | W N BN 7o%

ey [ WA .\ L N A 7o

France TR WA . % T 7o

United Kingdom |ESD - O WD 70%
Polanc W B A

UsP
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Media usage
Digital tools/ apps from manufacturers

Often Sometimes Total Usage

Total 70%

Germany [N . W\ W -
spain [ 7 | W N BN 7o%

ey [ WA .\ L N A 7o

France TR WA . % T 7o

United Kingdom |ESD - O WD 70%
Polanc W B A

UsP
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Media usage
Social media channels (e.g. YouTube, Facebook)

Often Sometimes Total Usage

Total 70%

Germany [N . W\ W -
spain [ 7 | W N BN 7o%

ey [ WA .\ L N A 7o

France TR WA . % T 7o

United Kingdom |ESD - O WD 70%
Polanc W B A

UsP
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Handyman Insight Monitor

Management Summary
Profile of the handyman
Segmentation
Professional behaviour
Buying behaviour

Orientation behaviour and media usage

‘.-'.}:q‘.-- :



UsP

STATEMENT
“| always buy the latest products and tools”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

rorat | I I, W ) A

Netheriands DN N T T
Germary [REPPN. % '\ W o I
oo [ VA \ W Ve T o A

vy T N NN N, N 7 o A

rrance I NN, Y. "ol A 7 A

united ¢ som N, "GP Y SO 7 ) I
o | Y T % s A
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UsP

STATEMENT
“| always buy environment-friendly products even if they are more expensive”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT
“I only buy brands that care for the environment”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT
“| always buy the best quality product even if it is more expensive”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

STATEMENT
“I order most of my products online”

Strongly agree Agree Neutral Disagree Strongl, dis. ee No opinion
|

T W IR

Germany T N G . W A e I

span [N, WA\ T S s T

ay PR, "N\ N " o A

rrance PN, W "W Yol I 7 A

e kine o N, N oY 7 ) A
o et Y SO 7 7 I
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UsP

Handyman purchasing power
Q: What share of the products and materials do you/ does your company buy yourself/ itself for the jobs yowdo [rathel, han ¢l omer or main contractor buying]?

All (100%) @ Half or more (250%) None ( %) Average

O,

cermary AN N \ 23 |
Spai ALY B
ay PR A\ W TS B
rerce PV WA R B
A W

Handyman Insight Monitor 2021 | Page 57



UsP

Share of handymen purchasing [product group] at a total level Most common purchase chanit 5 >rproc¢ = _jic atatotal level *

Q: Do you/ does your company buy the following product groups yourself/ Q: Where do you mostly bualproduct’ »up] f¢ the jobs you do?

. . 5

itself for the jobs you do General builders'  Specialise Lo ars' L ctly.om DIY Hardware Pure online
merchant mer¢ nt ma .iacturers stores stores shop

Power tools and accessories |[EUED ol BB T o | o | 0% o
Tapes EEIA B“ -

o
Foorn [EEER
Electrical materils [0

* Question on purchase channels asked only if purchasing the product.
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph.

(o))

Insulation Materials

!

Paint products

Tile

B
P

0%

K
)

Roofing products
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UsP

Share of handymen purchasing paint products per country Most common purchase chant 5 rpain. © _.ac per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing flooring products per country Most common purchase chan: 5 rfloor - .o. :ts per country

Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
o General builde~ dalise, wit o Directly from DIY Hardware Pure online
7o of handymen merchai Terc, it manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing tiles per country Most common purchase chan:® 5 rtiles = ou vy
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing adhesives and sealants per country Most common purchase chant 5 vradhe - _a. s3sealants per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,,not one specific” categories are not shown in the graph.

I
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UsP

Share of handymen purchasing tapes per country Most common purchase chanit 5 rtape. = Jo ity
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing power tools per country Most common purchase chan: 5 rpow« ° _.is, »country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing roofing products per country Most common purchase chan: 5 rroofi - ou s per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing facade products per country Most common purchase chanit 5 facal -Q. 3 per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing insulation materials per country Most common purchase chant 5 rinsu. ° .n. _rials per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde~ dalise, wit o Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing sanitary products per country Most common purchase chant 5 rsanit = _.o. >ts per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde dialise wt L Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Share of handymen purchasing electrical materials per country Most common purchase chant 5 relect - .in. ials per country
Q: Do you/does your company buy the following product groups? Q: Where do you mostly bustiles for ti. siobs ¥ U do?
General builde~ dalise, wit o Directly from DIY Hardware Pure online

% of handymen
merchai aerc, manufacturers stores stores shop

| EE VP I N T

* Question on purchase channels asked only if purchasing paint products: n=xx (Netherlands n= xx; Germany n= xx; Spain n= xx; Italy n= xx; France n= xx; UK n=xx; Poland n= xx; ).
* The total share of the purchase channels does not add up to 100% because the ,other”, ,don't know” and ,not one specific” categories are not shown in the graph

I
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UsP

Employees distribution in 2022
Q: Yourself included, how many full-time employees does your company have in total?

1 employee 2 employees xmplo es

» LE3
¥

N
N
e, RN\ Y IS
\ !
o NN\ I S
ENNYS -
>
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