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European Handyman Insight Monitor

THE GOAL

The European Handyman Insight Monitor provides key insights that help 
manufacturers and merchants to understand the business and behaviour 
of European handymen by means of phone interviews with registered 
handyman companies across 7 major European markets. 

THE RESEARCH TOPICS 2022-2023

1. Profiling the handymen

2. Media usage

3. Behavioural segmentation

COUNTRY SCOPE
(number of interviews conducted)

PROJECT TEAM

THE TIMELINE

Zeynep Kutsal

Consultant Team Lead

+31 641939122

kutsal@usp-mc.nl

Dirk Hoogenboom

Research consultant

+31 652098924

hoogenboom@usp-mc.nl

UK (133)
Germany (200)
The Netherlands (200)

France (200)
Spain (200)
Italy (200)
Poland (200)

Oct ‘22 Nov ‘22 Feb ‘23 Mar ‘23

Research set-up
Market input & alignment 
with customers

Fieldwork
By native-speaking call 
agents and quality check

Analysis and report 
delivery
Incl. customised presentation Petra Skokic

Senior Research

Analyst

skokic@usp-mc.nl
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About target group & methodology

Surveying handyman companies…

… selected from a country-representative database

… through phone interviews, by native-speaking agents

… centralised and continuous quality control

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.

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. 

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.

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.
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Handyman Insight Monitor

Management Summary

Profile of the handyman

Professional behaviour

Buying behaviour

Orientation behaviour and media usage
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Management Summary
“USP European Handyman Insights Monitor”

We know so little about professional 

handymen
Who are they, and where and how to 

target them?

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. 

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. 
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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 XXX. 

On average, handymen buy XXX% of the products they use 

themselves. This gives them XXX over various products and makes 

them highly relevant to manufacturers of these products. 

But XXX

This research identified XXX segments of handymen, which are 

defined by XXX related to topics like XXX.

1

XXX
months of fully 
booked agenda

XXX
activity field

XXX% 
of the products are 
self-purchased

A highly relevant stakeholder with

The 

traditional 

handyman

The caring 

handyman

The flexible 

handyman

The curious 

handyman

…but XXX

25% 25% 25% 25%
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Key insights

2 …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 about 

XXX. On other aspects, like the XXX, differences are even 

larger. 

XXX: Additionally, the type of media channel the handymen 

use can also differ per segment. XXX, are more likely to use 
XXX than the traditional and the caring ones, for instance. 

That is why it is important to read on for more extensive 

knowledge that will provide a better understanding of the subtle 
or more obvious differences between segments in different 

areas. 

The traditional 

handyman

The caring 

handyman

The flexible 

handyman

The curious 

handyman

Eager to know

Wants to deliver 

top quality

Cares for 

environment-

friendliness

Online-oriented

= highly relevant

= not at all relevant
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Handyman Insight Monitor
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Age distribution in 2023
Q:May I please note your age?

...

...

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

Total

Poland

Italy

United Kingdom

Spain

France

Germany

Netherlands

52.0 52.0

53.0 53.0

49.0 49.0

54.0 54.0

48.0 48.0

51.0 51.0

50.0 50.0

35.0

37.0

39.0

41.0

43.0

45.0

47.0

49.0

51.0

53.0

55.0

57.0

59.0

2022 2023

Generation 

Y

Generation 

X

Baby 

Boomers

Don’t want 
to say

Age trend 2022-2023

Netherlands

Germany

France

Spain

United Kingdom

Italy

Poland
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...

...

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

21%

21%

21%

21%

21%

21%

21%

21%

21%

21%

21%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Generation Y

Generation X

Baby Boomers

Up to 5 years 6-10 years 11-20 years More than 20 years Will not say

x

x

x

x

x

x

x

x

x

x

x

x

Average

Years of experience in 2023
Q: How many years of experience do you have as a professional handyman?
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32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

32%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Up to 6 months 7-12 months More than 12 months Don’t know

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

x

x

x

x

x

x

x

x

Average

...

...
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33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

New build Renovation Maintenance work

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

...
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20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

At least once a week At least once a month At least once in three 
months

At least once in six months We do not provide these 
services

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

...

...

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Plumbing Electrical work HVAC

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%
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At least once a week At least once a month At least once in three 
months

At least once in six months We do not provide these 
services

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

...
...

Painting Flooring Tiling

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%
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At least once a week At least once a month At least once in three 
months

At least once in six months We do not provide these 
services

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

Roofing Façade/ exterior cladding Insulation

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

...
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...

...

Total France Germany Italy Netherlands Poland Spain
United 

Kingdom

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

x% x% x% x% x% x% x%

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

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

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



Handyman Insight Monitor 2021 | Page 17

Handyman Insight Monitor

Management Summary

Profile of the handyman

Segmentation

Professional behaviour

Buying behaviour

Orientation behaviour and media usage
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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, it is 
important to note that the segmentation is based on a certain set of 
behavioural statements that are identified through statistical analysis. 

Therefore, it is also important to note that there are some overlaps between 

categories and that certain aspects are the same for all. In each segment, 
the XXX

That decision power makes this such a potentially lucrative group of 
professionals to target. The subtle or more obvious differences 
between the following segments will provide insights that will help find the 
best way to reach, touch and tickle the handymen with your brands 
and products. 

Introduction to Behavioural Segmentation of Handymen

01

02

03

Input: Data from 1200+ surveys

Factor analysis
Identifying the underlying factors to 

compose distinct segments.

Cluster analysis
Defining segments based on the factors. All 

respondents are homogenous within one 
segment and heterogenous from others. 

Country analysis
Unveiling the relevance of each 

European segment for each 
individual country.

A segmentation of the 
handyman behavior

How we do this segmentation:
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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.

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 

which the traditional handyman shows less interest.   

Given his experience, he XXX. Consequently, he rarely follows XXX and 

does XXX search for information much. Although he does use the XXX on 

occasion, he barely uses XXX media and you will rarely find him 

marketing his business online. XXX.

The traditional handyman

Relevance of segment:

Share of all local handyman companies

25%

25%

25%

25%

25%

25%

25%

25%

Total

France

Netherlands

Germany

United kingdom

Spain

Italy

Poland
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Personification of segment:

The caring handyman shares quite a few characteristics with the

traditional one. He is also slightly XXX and slightly XXX and not really

XXX. Like the traditional handyman, the caring handyman focuses on

relatively few activities and strives to do them in the best possible way.

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

necessarily the way he has always done it. That is why the caring

handyman XXX.

The caring handyman cares for using XXX the most. In addition to

caring for XXX, the caring handyman seriously cares for the XXX

impact of his work, meaning he is most likely to buy and promote XXX

products, even if they are more expensive.

The caring handyman

Relevance of segment:

Share of all local handyman companies

25%

25%

25%

25%

25%

25%

25%

25%

Total

France

Netherlands

Germany

United kingdom

Spain

Italy

Poland
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Personification of segment:

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

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.

Compared to the others, the flexible handyman XXX and is slightly less

likely to buy the materials and products himself. Although he is slightly

less interested in XXX, he does care XXX. Also, he is more likely to use

XXX and may even buy some online.

Given the variety of his activities, the flexible handyman uses a XXX. To

stay informed on all of them, he uses XXX. As such, the flexible

handyman is much more XXX than the caring and traditional handymen.

The flexible handyman

Relevance of segment:

Share of all local handyman companies

25%

25%

25%

25%

25%

25%

25%

25%

Total

France

Netherlands

Germany

United kingdom

Spain

Italy

Poland
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Personification of segment:

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

curious handymen form the largest group. The curious handyman

performs XXX, which includes the most XXX work of all handymen

groups.

Like the flexible handyman, the curious handyman is a bit XXX. He does

offer more extensive advice to his clients, however, and cares more

about and XXX. What the curious handymen care less for XXX, and

they are even less willing to pay for XXX than the traditional handymen.

The curious handyman truly stands out with XXX of all. He follows the

XXX in the market the most and is most likely to use XXX channels, XXX

to stay up to date. His XXX compared to other groups.

The curious handyman

Relevance of segment:

Share of all local handyman companies

25%

25%

25%

25%

25%

25%

25%

25%

Total

France

Netherlands

Germany

United kingdom

Spain

Italy

Poland
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The XXX handyman represents the largest, whereas the XXX 

handyman represents the smallest population of handymen

European map out
[Distribution of the segments across countries]

The traditional 

handyman

The caring 

handyman

The flexible 

handyman

The curious 

handyman

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

27%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

Total

United
kingdom

Italy

Spain

Germany

Netherlands

Poland

France

There are, of course, clear country 
differences:

More than half of XXX handymen belong to the curious 
handyman group. 
XXX and XXX handymen populations are also dominated 
by curious handymen, but flexible handymen also occupy 
a substantial share of them.  
XXX handymen population is quite heterogeneous, with 
the curious handymen being the largest group of all. The 
XXX’ handymen population is also relatively diverse, 
except that the caring handymen are quite a minority. XXX
handymen stand out with the largest population of flexible 

handymen and the smallest population of the traditional 
group. The largest population of traditional and caring 

handymen can be found in XXX.
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Professional behaviour

Buying behaviour
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Handyman Insight Monitor 2022 | Page 25

STATEMENT
“I market my business through online platforms”

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...

...

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...

...

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...
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STATEMENT
“I always use products that I have experience with”

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...
…
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STATEMENT
“I often recycle the products and tools that I use”

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman
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STATEMENT
“I always use materials and accessories that guarantee a neat and tidy job”

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

The caring handyman
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Handyman Insight Monitor

Management Summary

Profile of the handyman

Segmentation

Professional behaviour

Buying behaviour

Orientation behaviour and media usage
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...

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

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...

...

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

The curious handyman

The flexible handyman

The traditional handyman

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...
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STATEMENT
“I always follow the latest developments about new products and tools”

...

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion
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STATEMENT
“I regularly follow trainings and demonstrations”

...

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

1…

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

33%

34%

34%

34%

34%

34%

34%

34%

34%

In-person Online Neutral

Preference*
Q:Do you prefer online or in-person trainings and demonstrations?

Question on preference asked if regularly following tranings and demostrations: n=x (Italy n=x; Spain n= x; Germany n= x; UK n= x; Poland n= x; Netherlands n= x; France n= x)
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Media usage
Q: How often do you use the following information sources for work-related information? 

...

Traditional media Often Sometimes Total Usage

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

70%

70%

70%

Advice from the staff at the purchase point

Manufacturers' sales representative

Printed manufacturers' magazines

Events organised at the purchase point

Tradeshows

Printed professional magazines

Websites of manufacturers

Websites of building material shops

Digital tools/ apps from manufacturers

Social media channels

Professional forums

Digital media Often Sometimes Total Usage
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Often Sometimes Total Usage

Media usage
Advice from the staff at the purchase point

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Media usage
Events (e.g. trainings, demonstrations) organised at the purchase point

...

Often Sometimes Total Usage

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Media usage
Printed manufacturers' magazines

...

Often Sometimes Total Usage

Information no. 1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Information no.1 xx% Information no. 2 xx% Information no.3 xx%

Most important information
Q: What are the top three most important types of information you 
want to find in the manufacturers' magazines?
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Media usage
Manufacturers' sales representative

...

Often Sometimes Total Usage

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Most mentioned contact moments
Q: In what situations do you prefer to be in contact with a 
sales representative of the manufacturer?

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%

Situation no. 1 xx% Situation no. 2 xx% Situation no.3 xx%
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Media usage
Printed professional magazines

...

Often Sometimes Total Usage
Most mentioned Printed professional magazines*
Q: Which professional magazines do you read?

*Only professinoal magazines above 5% are shown.

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%

Magazine no. 1 xx% Magazine no. 2 xx% Magazine no.3 xx%
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Media usage
Tradeshows

...

Often Sometimes Total Usage

*Only tradeshows above 5% are shown.

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Tradeshow no. 1 xx% Tradeshow no. 2 xx% Tradeshow no.3 xx%

Most mentioned trade shows
Q: Which tradeshows do you plan to visit in the next 2 
years?
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Often Sometimes Total Usage

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

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Often Sometimes Total Usage

Media usage
Websites of manufacturers

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Often Sometimes Total Usage

Media usage
Professional forums

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Often Sometimes Total Usage

Media usage
Digital tools/ apps from manufacturers

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Often Sometimes Total Usage

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

...

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

35%

70%

70%

70%

70%

70%

70%

70%

70%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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Handyman Insight Monitor

Management Summary

Profile of the handyman

Segmentation

Professional behaviour

Buying behaviour

Orientation behaviour and media usage
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STATEMENT
“I always buy the latest products and tools”

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

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

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...
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STATEMENT
“I order most of my products online”

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

20%

20%

20%

20%

20%

20%

20%

20%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

19%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Strongly agree Agree Neutral Disagree Strongly disagree No opinion

...
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...

Handyman purchasing power
Q: What share of the products and materials do you/ does your company buy yourself/ itself for the jobs you do [rather than customer or main contractor buying]?

All (100%) Half or more (≥50%) Less than half (<50%) None (0%) No opinion Average

xx%

xx%

xx%

xx%

xx%

xx%

xx%

xx%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

20%

20%

20%

20%

20%

20%

20%

20%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland
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...

...

50%

50%

50%

50%

50%

50%

50%

50%

50%

50%

50%

Power tools and accessories

Adhesives and sealants

Tapes

Insulation Materials

Façade products

Flooring

Paint products

Tiles

Roofing products

Electrical materials

Sanitary products

Share of handymen purchasing [product group] at a total level
Q: Do you/ does your company buy the following product groups yourself/ 
itself for the jobs you do?

Most common purchase channels per product group at a total level *
Q: Where do you mostly buy [product group] for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

10%

* 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.
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...

50%

50%

50%

50%

50%

50%

50%

50%

Total

Netherlands

Germany

Spain

Italy

France

United Kingdom

Poland

Share of handymen purchasing paint products per country
Q: Do you/does your company buy the following product groups?

Most common purchase channels for paint products per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers
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stores

Pure online 

shop
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* 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



Handyman Insight Monitor 2021 | Page 60

...

Share of handymen purchasing flooring products per country
Q: Do you/does your company buy the following product groups?

Most common purchase channels for flooring products per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop% of handymen
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* 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
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Most common purchase channels for tiles per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing tiles per country
Q: Do you/does your company buy the following product groups?

% of handymen
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* 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
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Most common purchase channels for adhesives and sealants per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing adhesives and sealants per country
Q: Do you/does your company buy the following product groups?
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* 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.
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Most common purchase channels for tapes per country 
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing tapes per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for power tools per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing power tools per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for roofing products per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing roofing products per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for facade products per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing facade products per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for insulation materials per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing insulation materials per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for sanitary products per country
Q: Where do you mostly buy tiles for the jobs you do?

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing sanitary products per country
Q: Do you/does your company buy the following product groups?
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* 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
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Most common purchase channels for electrical materials per country
Q: Where do you mostly buy tiles for the jobs you do? 

General builders' 

merchant

Specialised builders' 

merchant

Directly from 

manufacturers

DIY 

stores 

Hardware 

stores

Pure online 

shop

Share of handymen purchasing electrical materials per country
Q: Do you/does your company buy the following product groups?
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* 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
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1 employee 2 employees 3 employees 4 employees

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