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THE GOAL

The Painter Insight Monitor provides key insights that help manufacturers
and others to understand the business and behaviour of the painter. This
is done by means of 1,898 phone interviews, divided over 12 major
European markets.

THE RESEARCH TOPICS 2024

1. Profile of the professional painter and trend
tracking (recurring yearly)

2. Role of Sustainability in painters’ projects
and product choice

3. Brand performance scans (recurring yearly;
provided as a separate report file)
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About the target group and methodology

Researching registered professional painting companies...

Selected respondents need to have authority over the purchase decision on paint and non-
paint products.

... Whilst ensuring a certain degree of paint specialisation

Companies that indicate to spend less than 10% of their working time on painting are not
eligible for participation. On average, interviewed companies spend 77% of their time on
painting.

... selected from a country-representative database

USP possesses an updated, international database of professional painting companies,
which is representative for the painter population in each country.

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

Phone surveys are the best approach for obtaining a sufficient sample 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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Report reading guide

The historical trend is shown (if available)...

...and data comparison with previous years has been provided for all available measurements.

DATA in this report has been prepared...

....by statistical analysis standards, which should be taken into account when reading the report:
= Only (sub)samples of size n>=50 represent a methodologically sufficient base for most reliable conclusions.

= Data shown for (sub)samples 30<n<50 are an indication of market trends, while even lower samples (n<30)
represent only a qualitative level of insights.

= Observed changes on country level compared to total European level are marked in green or red font if the
country shares are in calculation 20% higher or 20% lower than the European share, while means are marked in
green or red font if the means are 0,5 higher or 0,5 lower.

= Year-on-Year (YoY) data change compared to the previous year is marked with green arrows A indicating a
positive trend or red arrows V¥ indicating a negative trend.

= Observed YoY changes are marked in green or red font if the trend change is bigger than 20%, higher or lower in
2024, while means are marked in green or red font if the means are 0,5 higher or 0,5 lower.

Open-ended questions with spontaneous answers are...
...reported by recoding all answers under the list of most often mentions, with data processing:

= All other random answers together under ‘Other, namely’. ‘Other, namely’ and ‘Don’t know’ results are not
reported but only mentioned for total European level in the footnote on the respective slide (in addition of
information about some country level if the shares of those answers are high there).

= Some most-often-mentioned answers were merged when going from all products categories to paint
products/consumables/power tools because of their small shares or smaller sample sizes.

The appendix provides...
..additional slides with more detailed overviews of results on some of the questions.
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About the theme topic: Sustainability

Why is the sustainability topic relevant for your business?

Like in many other industries, sustainability has become increasingly important in the
European painters' sector due to global concerns about the environment, resource
conservation, and social responsibility.

Investigating sustainability is a strategic decision that benefits manufacturers in terms of
market competitiveness, regulatory compliance, and long-term business sustainability.

The paint/consumables/power tools industry can contribute to sustainability and play a
significant role in creating a more environment-friendly industry through various practices
and innovations.

However, the role and importance of sustainability varies from market to market, and it is
crucial to understand the specific market needs and expectations to make the right strategic
decisions.

Painter Insight Monitor 2024 will focus on understanding
the specific needs, preferences, and challenges faced by
painters when it comes to sustainable products.

The report will shed some light on the topics below:
U Painters’ perception of sustainability and sustainable products

U The penetration of sustainability in product choice of different categories
(paint/consumables/power tools)

U Considerations for sustainability in product choice (e.g. ingredients/ materials, packaging,
manufacturing process etc.) 6
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Key Insights

[ Recommendation |

QLorem ipsum dolor sit amet.

Et dolore explicabo est quidem minus non doloribus voluptas eum iusto sunt eos similique quos
eos magni temporibus id omnis accusamus. Ut numquam repudiandae et aperiam omnis eum
pariatur sunt est eligendi sunt est illo quia qui accusamus aperiam ut sint nemo.

ULorem ipsum dolor sit amet
Lorem ipsum dolor sit amet. Est possimus harum et aliquam expedita ea expedita perspiciatis

est fugit nemo et nostrum iste sit eligendi harum et enim molestiae.

U Et quod nobis eos quasi numguam et dolores magnam

Lorem ipsum dolor sit amet. In possimus recusandae vel vitae autem ut aliquid odio quo velit
deleniti ut quia nihil sed repellendus aspernatur et autem suscipit.
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Profile of the
European
Professional
Painter

Average age

May | ask your age for statistical purposes?

Generation Y (up to 42) = Generation X (43-58) ® Baby boorpers

Building types

Can you divide your company's total paintin ~ bs (100%  er ...

E?ﬁ
TOTAL New build Renovation

(]

TOTAL 50% 50%

Company size

Yourself included, how many full-time employees does your company have in total? l:}

1 employee

25%

Painting activity
What share (%) of the work

Mul  skiller (10-4¢ )= _ccialist painter (50-74%) m Hardcore painter (75-100%)

A T 50%

2-3 employees

25%

time do y. ~ ~omp

USP

Fogw AVERAGE

r number of full
time employees

o craftsme. spend on painting jobs? AVERAGE
% of time spent

on painting jobs

m 4-9 employees 0 or more employees

Sta. 2nt: There is a shortage of skilled professional painters in my country.

m Strongly (Agree)

Neither agree nor disagree (Strongly) Dissagree

Painters current and expected business
Statement: | currently have more work compared to last year

(Strongly) Agree

33%

m Neither agree nor disagree m (Strongly) Dissagree

Statement: | expect my business will have more paint jobs in the coming year

33%

(Strongly) Agree

m Neither agree nor disagree m (Strongly) Dissagree



Profile of the painter

Company size distribution based on number of full-time employees (FTE)
Question: Yourself included, how many full-time employees does your company have in total, in all branches?

Total

Belgium
Czech Republic
Denmark
France
Germany

Itai

The Netherlands
Poland

Portugal

Spain

Sweden

The United Kingdom

1 2-3 4-9 10 or more C
employee employees employees employea

"ant /ERZ
2024
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=~ A%
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B 2 \\ \ W\ ST e o
B W L\
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green = higher in that country/2024, red =

lower in that country/2024

AVERAGE

2023

0.5

0.5v

0.5V

0.5V

0.5

0.5

0.5

0.5

0.5

0.5A

0.5A

0.5

YOY

0.5

0.5

0.5

0.5

0.5

0.5A

0.5A

0.5A

0.5A

0.5

0.5

0.5

USP
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Profile of the painter

Age groups distribution
Question: What is your age?

Total

Belgium
Poland
Spain

Portugal

<

‘any
The v ted Kirk om
Cz "7 _ublic
Sweden

Denmark

Germany

The Netherlands

higher in 2024, red = lower in 2024

Generation Y Generation X Baby Boomers
(up to 42) (43-58) (older than 58)
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Profile of the painter

Average age - Trend
Question: Whatis your age?
100
90
80
70
60

50

4

o
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2021

2022
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Profile of the painter

Time spent on painting activities (%) - Trend
Question: What share of their working time do your company’s craftsmen spend on pair

100%
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g jobs":
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Profile of the painter
USP

Building types

Question: Can you divide your company’s total painting jobs (100%) over ... ? RESIDENTIAL NO: NEW BUILD RENOVATION
Residential Residential Non-residential Non-residential P™  cNTIAL
New Build Renovation New Build Renovation 2024 YOV 2024 YO 20, YOY 2024 YOY

Tota S O3 s o s0% 0% | smh 0%

8E 0% o | s 0% | s0% 0% | 5% 0%
cz =T =7 N % 0w | s % | s0% 0% | S0% %
oK W S0 0w | so% % | s 0% | s0% 0%
N . o dh R S 0% | s0% 0% | S 0% | S0% 0%

oE P W\ T L 50% 0% 50% 0% 50% 0% 50% 0%
T PN W\ W % 50% 0% 50% 0% 50% 0% 50% 0%
N AW W V. \ B D SAE  s0% 0% 50% 0% 50% 0% 50% 0%
pT A WA 2 W 50% 0% 50% 0% 50% 0% 50% 0%
L K <« W W EAJAFEZE  50% 0% 50% 0% 50% 0% 50% 0%

HE A B _FS3EZEA 50% 0% 50% 0% 50% 0% 50% 0%
st I ©” A=A s0% 0% 50% 0% 50% 0% 50% 0%

I .72 =7 I R s0% 0% 50% 0% 50% 0% 50% 0%

50% 0% 50% 0% 50% 0% 50% 0%

1FTE 50% 0% | 50% 0% 50% 0% 50% 0%
2-3FTE 50% 0% | 50% 0% 50% 0% 50% 0%
4-9FTE 50% 0% | 50% 0% 50% 0% 50% 0%
>9FTE 50% 0% 50% 0% 50% 0% 50% 0%

green = higher in that country, red = lower in that country

A v



Profile of the painter

USP

Painters' t busi Balance:
Sgtgrﬁgit:?lilrjrr?enntly ltalg/r(]a(-:‘rigre work compared to last year %afjr:g rr;gi:]y)
.0 (Strongly)

Strongly agree Agree Neutral Disagree | Strongl agree disagree

Total ™ - B 50%

Belgium Il BN A A _FEO 50%

Czech Republic | g 0% 50%

Denmark | 50%

France | EEEEEECTY ™™ L\ 50%

Germany [ EEZIIIP”NE 50%

taly [T W \ % | 50%

The Netheriands [ K A WA L ' 50%

Poand I B VA W Ta 50%

Porugal [k VA & 9 50%

spain A D ST 50%

sweden [ ~ < IENFTY 50%

The United Kingdom 50%

Generation Y 50%

Generation X 50%

Baby Boomers 50%
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Profile of the painter

Painters’ who expect growth of their business (% Agree and Strongly Agree) - Trend
Statement: | expect my business will have more paint jobs in the coming year
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higher in 2024, red = lower in 2024
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Profile of the painter

Painters who perceive a shortage of skilled labour (% Agree and Strongly Agree) - Trend
Statement: There is a shortage of skilled professional painters in my country
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Sustainability

Introduction to the theme topic: Sustainabllity

This year, we investigate the topic of sustainability by asking painters questions about
their perception to get a clear picture of their attitudes toward sustainability and how
painting companies are incorporating sustainable products into their daily work.

Product Categories Included

In this chapter, the provided data on the theme topic is based on questions asked about
three product groups: 1) paint products, 2) consumables and 3) power tools. The
product groups were selected based on the products painters had purchased:

» Respondents who indicated purchasing at least one paint product (interior, exterior, wood or
metal care) in the last 12 months were asked about sustainability in relation to paint
products.

» Respondents who indicated purchasing at least one consumable (tapes, brushes and rollers,
sealants, wall or wood filler, hand or machine sandpapers) in the last 12 months were asked
about sustainability in relation to consumables.

» Respondents who indicated purchasing at least one power tool (sanding machines, airless or
handheld paint sprayers, dust extractors) in the last 4 years were asked about sustainability
in relation to power tools.

Respondents who use sustainable products always or often in the selected product
group were asked what makes them care about and use sustainable products. Those
who use them sometimes, rarely or never were asked what is stopping them from using
sustainable products more frequently.

The Report Structure

The sustainability chapter first presents some general results for all product categories.
After that, we delve deeper into each product group: 1) paint products, 2) consumables
and 3) power tools, to explore in detail what painters think about sustainable products
within each of these categories.

USP




Sustainability

Definition of sustainability — all product categories: FIRST PART of all re-coded &
Question: What describes a sustainable product best according to you?

Durability

Environmentally
friendly

Water-based

Solvent-free

Bio”~- ~dah
_JuCle

E rgyeft. :ncy

Re Y yof
pact g

Safe to use

Certifications

Low-VOC and
zero VOC

TOTAL

N=1898

2
o = =l
-

A

SO\C’BO\"SO\C’SO\OS;

O\O

BE
N=150

2007

209

20

<0%

20%

20%

20%

20%

20%

20%

FR
N=20C

20%

20%

20%

20%

20%

20%

20%

20%

20%

Dt
N=195

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

N=1

<0%

20%

20%

20%

20%

20%

20%

20%

20%

20%

NL
N=150

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

_w S

PL
N=200

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

ZOOMING IN ON COUNTRIES

ES
N=149

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country

UK

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

DK

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

SE

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Ccz

N=126

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

USP

PT
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20%
20%
20%
20%
20%
20%
20%
20%
20%

20%
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Sustainability

Definition of sustainability — all product categories: SECOND PART of all re-coded answ~

Question: What describes a sustainable product best according to you?

Produced from recycled

materials
Containing recyclable
materials

Preservative-free

Recycled
products

Qualitv ~=~duct.

W terecy. g
sel  es

Low. bor otprint

Clear environmental
impact data

Bulk packaging

Transparent supply
chain

TOTAL

N=1898

10
%

10
%

A W
3\

.

%
%
%
%

BE
N=150

20%

%

2C

20%

20%

20%

20%

20%

20%

FR
N=200

20%

%

20%

20%

20%

20%

20%

20%

20%

DE
N=195

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

N=150

o

20%

20%

20%

20%

20%

20%

20%

20%

20%

150

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

PL
N=200

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

ES
N=149

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country

UK

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

DK

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

SE

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Ccz
N=126

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%
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20%
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20%
20%
20%
20%
20%
20%
20%

20%
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1/

Definition of sustainability / VERBATIMS of spontaneous answers — all product categories

Sustainability

Question: What describes a sustainable product best according to you?

Examples what is generating top 3 answers

Long lifetime /
Lifespan/ Durability

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet. ”

“Lorem ipsum dolor s
amet.”

“Lorem ipsum dolor sit
amet. ”

Environmentally
friendly products

“Lorem ipsum dolor sit
amet.”

“Lore ips. o si
'‘me

Lorem ipsum dolor sit amet.

7

,Lorem ipsum dolor sit amet.

”

Water-based
products

“

ore. s ndolor sit

- ”

c.

‘Lorem ipsum dolor sit
amet. ”

“Lorem ipsum dolor sit
amet. ”

“Lorem ipsum dolor sit
amet.”

~xamp, : of

USP

ther, namely’ answers

fith  _sitive conotation

“Lorem ipsum dolor sit
amet. ”

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet.”

...with negative conotation

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet.”

“Lorem ipsum dolor sit
amet.”

n
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Sustainability

What makes painters care — all product categories

Question: What makes you care about and use sustainable products on your paint job

TOTAL
N=1503

Personal care for the 10
environment %

Sustainable products
are more efficient

Long-term cost
savings

Interest for better
working condions

Customers ai  1sking ‘ %
£ A\ p
|4

ality of

@

WY

Su. ainable roducws
Lax ar” 10
regu  .uns %
10
Professional reputatio %
Interest in trying out 10
new products %
Recommendations 10
from suppliers %
Recommendations 10
from other painters %

BE
N=135

20%

2%

20%

20%

20%

20%

20%

20%

20%

FR
N=175

20%

%

20%

20%

20%

20%

20%

20%

20%

20%

DE
N=114

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

USP

DOMING IN ON COUNTRIES

—

=125

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

PL
N=152

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

ES
N=124

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country

UK
N=131

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

DK
N=101

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

SE
N=141

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Ccz
N=77

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

PT
N=111

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%



Sustainability

What is stopping painters —all product categories
Question: What is stopping you from using sustainable products more often?

TOTAL

N=612
High prices 10%
No information from

manufacturers

Worse quality than
other products

Unclear benefits for the
end user

Too complicated

Clients do not ask
for it

\

Y

| @

Availability issues

Energy efficiency lower
than expected

Require additional
knowledge

Long payback period

20

)%

20%

20%

20%

20%

FR
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20%

20%

20%
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%

20%

20%

20%

20%

20%

DE

N=112

20%

200

2(

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country
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20%
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DK
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20%
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Sustainability

USP

Willingness to pay more — all product categories
Question: How much more in price % compared to regular products are you willing to pay for sustainable products for your pai~* job:

ALL willing to
More than 20% 16 to 20% 11to 15% | 61to 10% Not willin pay mol pay more

Total

0%

I V7Y I V7Y BT O 14%
7T T T 14%

Belgium 0%

Czech Republic 0%

Denmark [ EZIEECA DN = b 14% 0%
France [ A8 W & VI 14% 0%
cermany AW VA W\ ' I 14% 0%

ay [ ETIA \ NN X W W _TAEs 14% 0%
TheNetherlands [PV WA W' QA 14% 0%
Polan A L WA ol 7Y [ 14% 0%

P gal k W VB 14% 0%

s in I s T 7S 14% 0%

swea AR T I 14% 0%

The United Kingdom 14% 0%

0%
0%
0%

14%

Baby Boomers
Generation Y
Generation X

14%

WL

14%
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Main decision criteria when buying sustainable products — all product categories: FIRST PART of all re-coded answ~rs
Question: What would be your main decision criteria when buying sustainable products?

Durability

Quality and ease of use

Price compared to
regular products

Environmentally
friendly

Trust in the brand
Safe to use
Certifications

Energy efficiency

Biodegradable
products

Discounts for
sustainable products
Solvent-free
products
Water-based
products

TOTAL

i
[y
[o0]
©
)

10

o |!!\ S ofR S

X

S5

Se

)

\

g
)+

Sk

10

=3

Sustainability

BE

N=150

20%

20%

20%

20%

Y

2C

0%

20%

20%

20%

20%

20%

FR

N=200

20%

20%

20t

20%

20%

20%

20%

20%

20%

DE

N=195

20%

20%

200,

“

N

20%

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country

T

N=150

20%

20

20

20¢

20%

20%

20%

20%

20%

20%

20%

20%

NL

N=150

200/

20

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

PL

N=200

20%

<0%

20%

20%

20%

20%

20%

20%

20%

20%

20%

N=149

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

UK

N=15:

Q%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

SE

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Ccz

N=126

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

USP

PT

N=125

20%
20%
20%
20%
20%
20%
20%
20%
20%
20%
20%

20%



Sustainability

Main decision criteria when buying sustainable products — all product categories: SECOND PART of all re-coded a~ »wers

Question: What would be your main decision criteria when buying sustainable products?

TOTAL

N=1898

Low-VOC and zero-VOC i
products 0

Customers’ requests and oéb
preferences %
Recyclability of . 0
packaging %
Low carbon footprint . 10%
Preservative-free . (1J
products %
Produced from recycled 0
materials %
Clear environmental P
impact data = %
Containing recyclable 0
materials %
Transparent supply chain‘ ‘
ks
Recycled products . 0
P
Waste recycling services . 0
%
Bulk packaging . 0(/1

BE

N=150

20%

20%

20%

20%

2097

9%

N

<20%

20%

20%

20%

20%

FR

N=200

20%

20%

20%

20%

%

20%

20%

20%

20%

20%

20%

DE

N=195

20%

20%

2007

20

20%

20%

20%

20%

20%

20%

20%

IT

N=150

20%

20%

"\0/

20%

20%

20%

20%

20%

20%

20%

20%

20%

NL

N=150

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

PL

N=200

"%

20

)

20%

20%

20%

20%

20%

20%

20%

20%

20%

ES

=149

20

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

green = higher in that country, red = lower in that country

UK
=151

N>
o

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

SE

N=151

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

Ccz

N=126

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

20%

USP

PT

N=125
20%
20%
20%
20%
20%
20%
20%
20%
20%
20%
20%

20%
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Sustainability

Main decision criteria when buying sustainable products / VERBATIMS of spontaneous answers — all produ~s’ cati

Question: What would be your main decision criteria when buying sustainable products?

Examples what is generating top 3 answers

Long lifetime / Quality and ease of use Pric~ narea )
ll Lifespan/ Durability of the product re tar pr. uct
“Lorem ipsum dolor sit amet.” “Lorem ipsum dolor sit an., ” “t 7 .psum dolor sit amet.”
“Lorem ipsum dolor sit amet.” 5 M S vdce rsheamet.” “Lorem ipsum dolor sit amet.”
“Lorem ipsum dolors. ‘met” “Lorem ipsum dolor sit amet” “Lorem ipsum dolor sit amet.”
“Lorem ipsum dolor sit amet.” “Lorem ipsum dolor sit amet” “Lorem ipsum dolor sit amet”

USP

Other, namely

“Lorem ipsum dolor sit amet.”

“Lorem ipsum dolor sit amet.”

”

“Lorem ipsum dolor sit amet.

“Lorem ipsum dolor sit amet”

n
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Sustainability

Painters sentiment — Manufacturers needed actions
Question: To what extent do you agree that the following action would motivate painters to buy more sustainable products?

‘More information on the benefits of sustainable
products from manufacturers to painters’

(Strongly) Agree | Neutral | Disagree (Strongly) | No opinion

Tota

B
cz
oK
R
T
o
ot A
P R
es IECANA
sc IEECANR
UK
L

Baby B
GenX
Geny

C oo ||
BN
EEET.
Eru . W
® \W LW
TR W RN
E W Ralr
Sy
.

Balance:
% (Strongly)
agree min
% (Strongly)
disagree

50%

E9Y,

o~

)%
oU%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

‘More informatic = ‘the be fite sustainable

products from ma.

(Strongly) Agre |+ tral | Dit

N W -5

ce VI
cz
oK
R
o
m
L
PT
PL
es
s
UK

Baby B
GenY
GenX

factu . (o e..u-users’

ree ( .rongly) | No opinion

| oo

USP

Balance:
% (Strongly)
agree min
% (Strongly)
disagree

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

29



Sustainability

USP

Painters sentiment — Manufacturers needed actions
Question: To what extent do you agree that the following action would motivate painters to buy more sustainable products?

Balance: ! :
‘Manufacturers’ take-back programs % (Strongly) ‘Manufacturers shc 4 creas. b~ -us/speed to % ?gt'?gﬁg'ly)
for old/replaced products’ agree min replace current @ ortment  th mc _susteunable products’ agree min
_ o % (Strongly) % (Strongly)
(Strongly) Agree | Neutral | Disagree (Strongly) | No opinion disagre (Stre==\v) Agre  Ne_ "ol | Dis. “ee (Strongly) | No opinion disagree

Total 50% R 0 AR 50%

o d o T 0%
ez \ cz o I
K IR K 0%
FR | . | R 0%

o

D 50.. o 50%
T 50% T o I
T e 50% L 50%
- AR T3 200 JEV PT 50%
. A A s0% pL 50%
cs IR ~ 0% es 0%
e s0% s 50%
UK s0% UK 50%

A |
2%
9

I
I
N
W\
A B
B R
W A
[ 20%

20%

GenY
GenX
Baby B.

20% 50% Gen X 50%

50% Baby B. 50%
|___20% | 20% _ JEEEERT Gen Y 50%

20%
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USP

Sustainability Attitude of the European Professional Painter

PERCEPTION - Definition of sustainability

What describes a sustainable #product# best according to you?

ALL ﬂ Q\( O

PRODUCT
CATEGORIES paint products consumables

#1 #1 #1 #1
33% 33% 33% 33%

power tools

Durability

Environmentally #1 #1 #1 #1
friendly 33% 33% 33% 33%

#1 #1 #1 #1

Water-
ater-based 33% 33% 33%

Produced #1 #1 #1

from/containing o .
recycled materials 33% 33%

Energy- #1 #1
efficiency

PURCHASE - Main decision crite 2
What would be your main decision criteria »** o istal 2 #produ  ?
3 -
", 2 *
PRODUCT ‘
CATEGORIES prcuucts consumables powertools
Durability #1 #1 #1 #1
33% 33% 33% 33%
Quality #1 #1 #1 #2
33% 33% 33% 33%
Price #1 #1 #1 #3
33% 33% 33% 33%

DRIVERS - What makes painters care

What makes you care about and use sustainable #product# on your paint job?

ALL
PRODUCT
CATEGORIE
Personal care for the #1
environment %
Sustainablearoduct: #.
arem: :efficient 33¢
©  term cost 1
savings 33%
C tomers .asking #1
for it 33%

BARRIERS - What is stopping painters

What is stopping you from using sustainable products more often?

Reason 1
Reason 2
Reason 3

Reason 4

Reason 5 -

Reason 6

Reason 7 -

Reason 8

Reason 9

Reason 10

2 b &
paint

oroducts  cons 1ables powertools

41 ol #1
: 33% 33%

#1 #1 #1
33% 33% 33%

#1 #1 #1
33% 33% 33% P

ie&‘

#1 #1 #1 e

33% 33% 33%

o8

§i

Painters willing to pay more

Are you willing to pay more for sustainable products for your paint jobs?

= ALL ﬁ Q\, .

PRODUCT
Would pay more CATEGORIES  paint
for sustainable products consumables tools

products 0% 0% 0% 0%

power

Painters think manufacturers need to provide:
% Agree and Strongly Agree

Info about sustainable products to painters: 0%

Info about sustainable products to end-users: 0%

Offer take-back programs for old products: 0%

Replace current assortment with more sustainable products : 0%
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Sustainability | Paint products

Definition of sustainability — paint products: TOP 8 re-coded answers
Question: What describes a sustainable paint product best according to you?

Durability

Environmentally
friendly

W ater-based

Free of harmful
chemicals*

Biodegradable
products

Certifications

Safe to use

Recyclability of
packaging

—
O
—
>
=

N=635

33%

33%

BE

N=49

25%

25%

25%

2%

25%

25%

25%

25%

25%

25%

25%

DE

N=66

25%

2%

25%

25%

25%

25%

N=47

25%

25%

5%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25¢

25%

25%

25%

25%

25%

25%

25%

-0

25%

25%

25%

25%

25%

25%

25%

25%

green = higher in that country, red = lower in that country

N=51

25%

25%

25%

25%

25%

25%

25%

25%

DK

N=51

25%

25%

25%

25%

25%

25%

25%

25%

SE
N=50

25%

25%

25%

25%

25%

25%

25%

25%

Cz
N=43

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT

N=42

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability | Paint products

Importance of sustainability when buying — paint products
Question: How important are the sustainability aspects when buying paint products for your paint jobs?

Total

Belgium

Czech Republic
Denmark
France
Germany

Italy

Poland

Portugal

Spain

Sweden

The Netherlands
The United Kingdom

Generation X
Baby Boomers

Generation Y

Very important Important Neutral

I P W . \
BT\ W u
B A \ N\ R\
BN WE W\ LT
> _ W E N N
WA W\ " AT
\ W BT
A _ T T

Not important

Not important a2l

A W B 7T
B ¥ A7
0%l
0% 0

Balance:

% (Very)
important min
% Not
important
(at all)

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP
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Sustainability | Paint products

USP

Frequency of usage — sustainable paint products 0/?2'3:,1;5;
Question: And how often do you use sustainable paint products? Often min
% Rarely,

Never

Always Often Sometimes Rarely Neve

Total VN 2. A et 50%

Belgium A VWA H T 50%

Czech Republic 50%

Denmark 50%

France [ EE NN | 50%

Germany [ A \ ¥ \ 50%

raly [T \ N\ W 50%

Poland (K WEE2. WA W\~ R 50%

Portugal _ h20% W 50%

Spain W\ ™ A 50%

Sweden 20% 50%

The Netherlands Vm 20% 50%

The United Kingdom 20% 20% 50%

Baby Boomers 20% 20% 50%

Generation X 50%

Generation Y 50%
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Sustainability | Paint products

USP

Usage of sustainable products — per individual paint product
Question: For which specific paint product do you use sustainable products?

Interior wall Exterior wall Lacqu s. wood re Metal care
paints paints , odu s products

Tota T ’
Belgium . B
Czech Republic A\N'L T
Denmark ‘
France (K &2
Germany * . WA 3
ey VR W T
poiand K O
Portugal
Spain
Sweden
The Netherlands
The United Kingdom



Sustainability | Paint products

What makes painters care — paint products: TOP 8 re-coded answers
Question: What makes you care about and use sustainable paint products on your paint job?

TOTAL BE
N=536 N=48
Personal care for
ersonal care fo :0’,3 2504
the environment %
Customers are KK] 0
asking for it % AR
inable pr
Susta abe_p_oducts \;’53 2504
are more efficient %
Interest for better 33 Y
working conditions -
Long-term cost o
savings l . % 25%
Quality of 0
sustainable products : 25%
Laws and
. boll 250
regulations %o
Professional
ol 250

%

reputation

Yo

25%

25%

25%

DE

N=41

25%

25%

254

25%

25%

25%

25%

N=41

25%

%

25%

25%

25%

25%

25%

NL

N=46

25%

25%

25%

25%

25%

25%

25%

25%

PL

25%

~70

25%

25%

25%

25%

25%

25%

=45

5%

25%

25%

25%

25%

25%

25%

25%

green = higher in that country, red = lower in that country

25%

25%

25%

25%

25%

25%

25%

25%

DK

N=39

25%

25%

25%

25%

25%

25%

25%

25%

SE

N=46

25%

25%

25%

25%

25%

25%

25%

25%

Ccz

N=31

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT

N=40

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability | Paint products

Willingness to pay more — paint products
Question: How much more in price % compared to regular products are you willing to pay for sustainable paint products for ye: v pai

More than 20% 16 to 20% 11 to 15% 6 to 10%

Total

Belgium

Czech Republic
Denmark
France
Germany

Italy

Poland

Portr~=!

spain

S den

The Netheni de
The United Kingaom

Generation Y
Generation X

Baby Boomers

I 7Y 7 BT
T BT B N
a5 15% | 150098
A\ A
BTV | R O\ N\ B A
LW T W (W N 15% [ isoe)
PUl A O\ R RS e
LW S W oo | 15% [ soe)
N O T R e
S [ s | 15% S
AR R 7Y TR [
sl | 15% [eoe

2 pay mo

4

15%
15%
15%
15%
15%
15%
15%
15%

15%
15%
15%
15%

15%
15%
15%

ALL willing to
pay more

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP

38



Sustainability | Paint products

Main decision criteria when buying sustainable products — paint products: TOP 8 re-coded answers
Question: What would be your main decision criteria when buying sustainable paint products?

TOTAL

T
()]
w
)]

30
%

Durability

Quality and ease
of use

Price compared to
regular products

Environmentally
friendly

Free of harmful
chemicals*

-l

Safe to use

Trust in the brand

Certifications

BE

N=49

25%

25%

25%

5%

25%

25%

25%

FR

N=67

25%

25%

%

'S¢

25%

25%

25%

25%

DE IT NL PL
N=66 N=47 =7 =68
25% 254 259 2 5
b, . PN 25% 25%

5 25% 25% 25%
25% 25% 25% 25%
25% 25% 25% 25%
25% 25% 25% 25%
25% 25% 25% 25%
25% 25% 25% 25%

green = higher in that country, red = lower in that country

25%

25%

25%

25%

25%

25%

25%

25%

'JK

=51

25%

25%

25%

25%

25%

25%

25%

25%

DK

N=51

25%

25%

25%

25%

25%

25%

25%

25%

SE

N=50

25%

25%

25%

25%

25%

25%

25%

25%

Ccz

N=43

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT

N=42

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability | Paint products

USP

Willingness to switch from a preferred brand — paint products

Question: If you can buy a more sustainable product when it comes to paint products you are using currently and if your preferr B
brand does not offer it, how likely are you then willing to switch from your preferred brand? % (Very) likely
min
’ :
Very likely Likely Neutral Not likely Not likely at & %o Not likely

(at all)

Total P -7 WMl v

Belgium B YW B AT %
Czech Republic B _ 7T 50
Denmark [T R 50%
France 50%
Germany \ 50%

Italy | 50%

Poland 50%

Portugal \ 50% ZOOMING IN ON
Spain 50% COUNTRIES
Sweden s0%
The Netherlands 50%
The United Kingdom 50%

Generation Y 0%
Generation X T o
Baby Boomers 0%

40



Painter Insight Monitor 2024

Index

Consumables

Sustainability




Sustainability

Consumables

Definition of sustainability — consumables: TOP 8 re-coded answers
Question: What describes a sustainable consumables best according to you?

Durability

Environmentally
friendly

Produced from/containing
recycled materials*

Recyclability of
packaging

Biodegradable products

Certifications

Safe to use

Recycled products

TOTAL

N=630

2&.. /70

25%

25%

25%

FR
N=66

25%

25%

%

25%

25%

25%

25%

DE
N=64

25%

%

25%

25%

25%

25%

25%

green = higher in that country, red = lower in that country

5%

25%

25%

25%

25%

25%

25%

NL

-J

"o

25%

25%

25%

25%

25%

25%

25%

PL
N=6

S

25%

25%

25%

25%

25%

25%

25%

ES

25%

25%

25%

25%

25%

25%

25%

25%

Uk

N=51

25%

25%

25%

25%

25%

25%

25%

25%

DK
N=50

25%

25%

25%

25%

25%

25%

25%

25%

SE
N=50

25%

25%

25%

25%

25%

25%

25%

25%

Ccz

N=41

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT
N=42

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability Consumables

Importance of sustainability when buying — consumables
Question: How important are the sustainability aspects when buying consumables for your paint jobs?

Total

Belgium
Czech Republic
Denmark
France
Germany
Italy
Poland
Portuo~'

Spe
Swedel
The Netherlands
The United Kingdom

Generation Y
Generation X

Baby Boomers

Very important Important Neutral

7 . \
I W \ U |
T \ O L
B YE \ N L\ W Ty
HEE WA ™A .\ DA
— QU U 7\ WY
W WV | 20%
\ & 2% 20%]
P 0%l 20%]

Not important

Not impo * at all

g B A P 0%

AN W 206l 20%]
e | 20%]
| 2%

Balance:

% (Very)
important min
% Not
important
(at all)

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP

43



Sustainability Consumables

USP

Frequency of usage — sustainable consumables Balance: Q:

Question: And how often do you use sustainable consumables? % Always,
Often min
% Rarely,
Always Often Sometimes Rarely N Never
Total oD M 50%
Belgium A B B o0l 20% [V
Czech Republic 20% g 2% 20% [
Denmark \ 50%
France [ EEEEZIHF WA \ T | 50%
Germany [EF W \ W L 50%
raly [ V2 \ N A WA Ty 50%
Poland K VA A W\ W A 50%
Portuga' " A IR A 50%
S W SV 20%] 50%
swede! U 50%
The Netherlands NPT I 7 50%
The United Kingdom 50%
Baby Boomers 50%
Generation X 50%

Generation Y

50%

44



Usage of sustainable products — per individual consumables
Question: For which specific consumables do you use sustainable products?

Total

Belgium

Czech Republic
Denmark

France
Germany

Italy

Poland

Portugal

Spain

Sweden

The Netherlands
The United Kingdom

Sustainability

Acrylic

sealants

80%

80%

80%
80%

\

-

>

B
b

80%
80%
80%
80%

Tapes

80%

80%

g
’

\
A\
\

80

N g

80%

80%
80%

0%
80%

80%

Consumables

USP

ZOOMING IN ON COUNTRIES

Wall fillers

80%

80%

9
i

80%

80%

80%
80%
80%
80%
80%
80%
80%

80%

A W J

80%
80%
80%

80%
80%
80%
80%
80%
80%
80%
80%
80%

Brust rs/
llers

80%

80%
80%
80%
80%
80%
80%
80%
80%
80%
80%
80%

80%

*

Hand
sandpapers

80%

80%
80%
80%
80%
80%
80%
80%
80%
80%
80%

80%

80%

Sandpapers
for sanding
machines

80%

80%
80%
80%
80%
80%
80%
80%
80%
80%
80%

80%

80%



What makes painters care —consumables: TOP 8 re-coded answers
Question: What makes you care about and use sustainable consumables on your paint job?

Personal care for the
environment

They are more
efficient

Long-term cost
savings

Customers are
asking for it

Quiality of
sustainable products

Interest for better
working conditions

Laws and
regulations

Professional
reputation

Sustainability

TOTAL

N=485
30
%
30
%
30

%

30

P=\
AVA

30%

BE
N=43

25%

25%

25%

25%

N
o\

25%

25%

25%

Consumables

)

%

25%

25%

25%

25%

DE
N=35

25%

5%

25%

25%

25%

25%

green = higher in that country, red = lower in that country

N=39

25%

25%

25%

25%

25%

25%

25%

NL
N=37

259

25%

25%

25%

25%

25%

25%

25%

PL

=47

25%

25%

25%

25%

25%

25%

25%

=S

25%

25%

25%

25%

25%

25%

25%

25%

UK

=45

25%

25%

25%

25%

25%

25%

25%

25%

DK
N=32

25%

25%

25%

25%

25%

25%

25%

25%

SE
N=48

25%

25%

25%

25%

25%

25%

25%

25%

Ccz
N=23

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT
N=35

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability Consumables

Willingness to pay more — consumables

Question: How much more in price % compared to regular products are you willing to pay for sustainable consumables for yor*~ nain

More than 20%

Total

Belgium

Czech Republic
Denmark
France
Germany

Italy

Poland

wgal

ain

Swe n

The Netherlar.us
The United Kingdom

Baby Boomers
Generation X
Generation Y

16t0 20%  11to 15% 6 to 10%

I 7% I 7% T T .

7S 7Y 71
EEESTIEEET W \ Tl
BTN B O\ \ L W
W\ D\ R
PUR T \ B VA
B TR A W\ _IEARE
N U5 AT BT
W - e e

" AT I S A
| asw15% [ so)
I 7% I S, A

x to pay' are

15%

15%
15%
15%
15%
15%
15%
15%
15%
15%
15%

15%

15%
15%
15%

-

S

ALL willing to
pay more

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP

*

a7



Sustainability Consumables

USP

Main decision criteria when buying sustainable products — consumables: TOP 8 re-coded answers Q
Question: What would be your main decision criteria when buying sustainable consumables?

TOTAL BE FR DE IT NL PL ES UK DK SE (ov4 PT

N=630 N=51 N=66 N=64 N=50 N=5n N=66 19 N=51 N=50 N=50 N=41 N=42
Durability 25% 25% 25% 250/, . 4 % 25% 25% 25% 250 25% 25%
gf“fs"gy and ease _ 250 250 % - A 2501 250 250 250 250 250 250 250
ferécj;ropr?gj‘l:i?sto 250 25¢ o 25, 250 25% 250 25% 250 2506 25% 250

i 3

][Erir;\;::j?;mentally 9, Y 2 % 25%  25%  25%  25%  25% 250  25%  25%  25%  25%
Biodegradable Y 0 0 0 0 0 0 0 0 0 0 0
roduts 254, 250 250 250 250 250 250 250 250 250 250 250
Safe to use 25% 25% 25% 25% 25% 25% 25% 25% 25% 250 25% 25%
Trust in the brand 250 250 250 250 250 250 250 250 250 250 250 250
Certifications 25% 25% 25% 25% 25% 25% 25% 25% 25% 250 25% 25%

green = higher in that country, red = lower in that country



Sustainability Consumables

USP

Willingness to switch from a preferred brand — consumables Balance: Q\(
Question: If you can buy a more sustainable product when it comes to consumables you are using currently and if your preferre~ % (Very)
brand does not offer it, how likely are you then willing to switch from your preferred brand? likely min
Not likely
(at all)
Very likely Likely Neutral Not likely Not likely at all

Tota 20% P _ W WA

Belgium B W BT
Czech Repubii B _ AT
penmark S I 0%

France 50%
Germany 0%
taly T o
Poland 50%
Portugal T 5%
Spain 0%
Sweden o B

The Netherlands
The United Kingdom

0%
0%

50%
50%
Generation Y 50%

Baby Boomers
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Sustainability Power tools

USP

Definition of sustainability — power tools: TOP 8 re-coded answers ‘
Question: What describes a sustainable power tool best according to you?

BE FR = IT L PL ES UK DK SE cz PT
N=47 N« 7 N 45 N=49 N=66 N=50 N=47 N=50 N=51 N=40 N=41
Durability =04 < % 250, 25% 250 250 250 250 250 250 250 250
E;‘Q;ﬁ;mema"y 5 2t 250 250 250% 250 250 250 25% 250 250 250%
SR ST % 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%
products
Safe to use 25% 25% 250 250 250% 250 250 250 25% 250 250 250%
wlleze bl 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%
re cledm ‘rials
Cer. = _us 250 25% 250 2506 250 250 250 2506 25% 250 2506 250
Recyclability of
: 250% 250% 250 250 25% 250 250 250 250% 250 250 25%
packaging
srifg;t;'fhed (recycled) 25% 25% 250 250 250 250 250 250 25% 250 250 250

green = higher in that country, red = lower in that country



Sustainability Power tools

Importance of sustainability when buying — power tools

Question: How important are the sustainability aspects when buying power tools for your paint jobs?

Total

Belgium
Czech Republic
Denmark
France
Germany
Italy
Poland
Port:
S in
Swec
The Netherlana
The United Kingdom

Baby Boomers
Generation Y

Generation X

Very important Important Neutral

_'m
I T P .
TR W \ N %
48 BN W W
B W \\ L\ W wd

B W WV
- U WA T ST
_ W o0 | 20%
2% 20%

Not important

Not imp. . tatall

- Wl IV IL T

w

Balance:

% (Very)
important min
% Not
important
(at all)

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP
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Sustainability Power tools

Frequency of usage — sustainable power tools
Question: And how often do you use sustainable power tools?

Always Often Sometimes

Total 20%

Belgium
Czech Republic
Denmark
France
Germany
Italy
Poland
Port:
S in
Swec
The Netherlana
The United Kingdom

Baby Boomers 20%

Generation Y
Generation X

Rarely

Never

- Wl IV IL T

> 2%l 20%]

&P ool 20%

Balance:
% Always,
Often min
% Rarely,

Never

50%

50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%
50%

50%
50%
50%

USP
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Sustainability Power tools

USP

Usage of sustainable products — per individual power tool
Question: For which specific power tools do you use sustainable products?

Sanding machine Airless paint sprayer Han ¢ ‘paint ora, er Dust extractor

Total 00/

50%

-\a|
‘L7

50%

Belgium 50%

Czech Republic 50%

Denmark 50%

France 50% 50% 50%

Q

Germany 50% 50% 50%

ltaly 50% 50% 50%

[
[

Poland 50% 50% 50%

Portugal 50% 50% 50%

Spain 50% 50% 50%

Sweden 50% 50% 50%

The Netherlands 50% 50% 50%

50%

The United Kingdom 50% 50%



Sustainability

Power tools

What makes painters care — power tools: TOP 8 re-coded answers

Question: What makes you care about and use sustainable power tools on your paint job?

Long-term cost savings

Sustainable products
are more efficient

Personal care for the
environment

Interest for better
working conditions

Customers are
asking for it

Quiality of sustainable
products

Laws and regulations

Professional reputation

TOTAL

N=482

33%

BE

N=44

25%

25%

25%

[

5%

25%

25%

3%25%

FR

N=56

25%

25%

%

_0%

25%

25%

25%

DE

N=38

25%

250

25%

25%

25%

green = higher in that country, red = lower in that country

N=37

25%

25%

25%

25%

25%

25%

25%

NL

N=42

25%

25%

25%

25%

25%

25%

25%

25%

PL
51

25

_o%o

25%

25%

25%

25%

25%

25%

N=5

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

DK

N=30

25%

25%

25%

25%

25%

25%

25%

25%

SE

N=47

25%

25%

25%

25%

25%

25%

25%

25%

Cz
N=23

25%

25%

25%

25%

25%

25%

25%

25%

USP

PT

N=36

25%
25%
25%
25%
25%
25%
25%

25%



Sustainability Power tools

USP

Willingness to pay more — power tools
Question: How much more in price % compared to regular products are you willing to pay for sustainable power tools for your paint*”™ 's?

ALL willing to
More than 20% 16to 20% 11to 15% @ 61to 10% Not willing to pay mc < pay more
Total A T3 o0%
Belgium \ 50%
Czech Republic - | NEECECY 7Y BT [ 50%
Denmark [ EECY IR ™ ... 50%
France [ HNEEEEEC T U \ =4 50%
Germany [HIIECEANNN & \ N \ @0 TS 50% ZOOMING IN ON
raly [ N\ A W e 50% COUNTRIES
Poland R A \ N E YA 50%
Portugal N VEEEE WA W W<BNFTTY ey 50%
- A WEE T S BT e 50%
Coaden | W T IR BT R 50%
The Nethei ds J 50%
The United Kinge o I B 73 e 50%
Baby Boomers 50%
Generation X 50%
Generation Y 50%

56




Sustainability Power tools

Main decision criteria when buying sustainable products — power tools: TOP 8 re-coded answers
Question: What would be your main decision criteria when buying sustainable power tools?

TOTAL BE FR DE IT NL PL ES
N=633 N=50 N=67 N=65 N=53 N=49 N=66
Durability %/0 25% 25% 25% 25% 25% 25y o
0
Quality and ease 30 ~ )
25% 25% 25% 5% 25% 5% 25%
of use %
FEE E 0 30 25% 25% 2506 25% 25% 25% 25%
regular products %
Trust in the brand o 250 2 % S0 0%  25%  25%  25%
Certifications ” % . 25% 25% 25% 25% 25%
Energy-efficiency l ‘ ‘ /0 25% 25% 25% 25% 25% 25%
i \ W
S M 25% 25% 25% 25% 25% 25% 25%
friendly
<)
Safe to use % 25% 25% 25% 25% 25% 25% 25%

green = higher in that country, red = lower in that country

"5%

25%

25%

25%

25%

25%

25%

25%

:50

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

25%

cz

N=42

25%

25%

25%

25%

25%

25%

25%

25%

PT

N=41

25%

25%

25%

25%

25%

25%

25%

25%

USP



Sustainability Power tools

USP

Willingness to switch from a preferred brand — power tools
Question: If you can buy a more sustainable product when it comes to power tools you are using currently and if your preferred

brand does not offer it, how likely are you then willing to switch from your preferred brand? Balance:
% (Very) likely
) ) ) ) min
Very likely Likely Neutral Not likely Not likely atai % Not likely

(at all)
Total 20% B . B VE T 50%
Belgium u 50%
Czech Republic | T 7™ | 50%
Denmark [ EE ™ V0. 50%
France [ FTANE W \ T 50%
Germany 20% 50%
Italy : 50%
Poland 50%
Portugal 50%
pain 50%
S den 50%
The Nether. s 50%
The United Kingd. i 50%
Generation Y 50%

Generation X 50%
Baby Boomers 50%
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Appendix

USP

Purchase of paint products
Question: Can you indicate whether you have purchased any of the following paint products in the past 12 months?
% that bought this product in the past 12 months

Interior wall Exterior wall Lacquel. \wocC Metal care
aints aints . ‘e proc cts roducts
P YOY P Vo P YOy Y
Tota 0 0 0

| 50%]| 2T | 50%]|

Belgium 0 PR - 0

Czech Republic 0 W 5078 0 0

Denmark L 0 0

France v BT 0 0

Germany [ 50% ° 0

taly P~ Y4 0 0

poland [N & Y 0 0 0

Portugal NP 0 | 50%]| 0 0

spain | _fiEy 0 ° 0

Sweden 0 L 50% ° 0

The Netherlands 0 | 50% 0 0

The United Kingdom 0 | 50% | 0 0
v



Appendix

USP

Purchase of consumables
Question: Can you indicate whether you have purchased any of the following consumable products in the past 12 months?
% that bought this product in the past 12 months

Brushers/ Tapes Wall fillers Acrylic

rollers sealants
Yoy Yoy YO YOY
Tota ’ i W " 0 0
Belgium 0 g ’ W s0% 0 0
Czech Republic 0 s W ’ 0 0
penmr : \4:ry C : :
AN B © o :
Germany TS o, I : :
ay P W : : :
coanc A BN O 0 : :
orugel XD : o : :
span |l ° : o :
Sweden 0 : : :
The Netheriands : o : :
The Unied Kingdor : o ; :



Appendix

USP

Purchase of consumables Q<

Question: Can you indicate whether you have purchased any of the following consumable products in the past 12 months?
% that bought this product in the past 12 months

Hand Sandpapers for Wood fillers
sandpapers sanding machines
Tota
Belgium 50% -‘

Czech Republic

50%

(O Ny
(ol N

P
7. d
> Raal

A ¥ s

AT

]

Denmark % ,
France % ‘ u
Germany K A \ ShlETA

toh o VA A

roien IR B
Porugal 9
spain - TN

Sweden

The Netherlands
The United Kingdom

50%



Appendix

USP

Purchase of power tools
Question: How long ago did you purchase the following power tools?
% that bought this product in the past 12 months

Handl  paint

Airless paint

Sanding Dust
machine extractor spraye sprayer
YOY YOY
Total o BEDN
Belgium ' = 3
Czech Republic 0 A\X) 0
Denmark : "Nl
France \ WS
ay o VR Y 0
roans I\ B A o 0
rotugal A «S0B o 0
Spain 0 0
Sweden 0 0
The Netherlands 0 0
The United Kingdom 0 0
v



Appendix

Purchase of power tools
Question: How long ago did you purchase the following power tools?
% that bought this product in the past 4 years

Sanding Dust
' extractor
machine voy
Total 60% 0

Belgium 60% 60%

Czech Republic 60% 60%

Denmark 60%

D (o)
Q
>

France 60%

"
Tl

Germany 60% 60%

o O o o o o

Italy 60%

Poland 60%

60%

Portugal 60% ) 60%
spain [P aa N
sweden A R 0 60%

_
1

The Netherlands 60%

O
!
o

The United Kingdom 60%

o))
Q
>

YOY

o O O o o o o o o

Handheld paint

sprayer

i'
d

I

60%
60%
60%
60%
60%
60%

60%

60%
60%
60%

60%

Airless paint
sprayer

60%

60%
60%
60%
60%
60%
60%
60%
60%
60%
60%
60%

60%

USP
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Purchase of power tools — Sanding machine
Question: How long ago did you purchase a sanding machine?

Total

Belgium

Czech Republic
Denmark

France
Germany

ltaly

Poland

Portugal

Spain

Sweden

The Netherlands
The United '™ _uun,

Genere nY
Generatl .. X

Baby Boomers

Base, total sample: N=1898

12 months years ago years ago years ago

2ol 2onl 20l a0% ] gl 20%|

In the last 1-2 3-4 5 or more

2ol 2onl o 2onl L B g
20l 20%l o 20% ] BRR0% | W |
2ol 2onl o 20ugl B A @ 20% ]
7Y ) S 1. W 0 <7
2ol 2o%| 0@ B B 20%l 20%]
L oon [ g N - oo% 20%]
L 20n [ RN
oo gl WA BCRR B ool 0% 20%]
B "2l \ W N O ST S I 7
B W .\ L W S S TS 7 I 7
AUWA BN
N U T T 7 I T

USP
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Purchase of power tools — Dust extractor

Question: How long ago did you purchase a dust extractor?

Total

Belgium

Czech Republic

In the last
12 months

1-2
years ago

3-4
years ago

5 or more
years ago

Never Don’t know

2ol 2onl 20l a0% ] gl 20%|

2ol 2onl o 2onl L B g
20l 20%l o 20% ] BRR0% | W |

EILEUS o0l 20 i 2 B 20%

France

7Y ) S 1. W 0 <7

Germany - |NEPTOTY I 7 [ L T T —w
ialy - PTO7 Ty, - oo% 20%]

Poland

Portugal

Spain

Sweden

The Netherlands
The United '™ _uun,

Genere nY
Generatl .. X

Baby Boomers

Base, total sample: N=1898

L 20n [ RN
oo gl WA BCRR B ool 0% 20%]
B "2l \ W N O ST S I 7
B W .\ L W S S TS 7 I 7
AUWA BN
N U T T 7 I T

USP
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Purchase of power tools — Handheld paint sprayer

Question: How long ago did you purchase a handheld paint sprayer?

Total

Belgium

Czech Republic

In the last
12 months

20%

1-2
vears aao
20%

3-4
vears ado
20%

5 or more
vears ago

Never Don’t know
20%

2ol 2onl o 2onl L B g
20l 20%l o 20% ] BRR0% | W |

EILEUS o0l 20 i 2 B 20%

France

7Y ) S 1. W 0 <7

Germany - |NEPTOTY I 7 [ L T T —w
ialy - PTO7 Ty, - oo% 20%]

Poland

Portugal

Spain

Sweden

The Netherlands
The United '™ _uun,

Genere nY
Generatl .. X

Baby Boomers

Base, total sample: N=1898

L 20n [ RN
oo gl WA BCRR B ool 0% 20%]
B "2l \ W N O ST S I 7
B W .\ L W S S TS 7 I 7
AUWA BN
N U T T 7 I T

USP
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Purchase of power tools — Airless paint sprayer
Question: How long ago did you purchase an airless paint sprayer?

Total

Belgium

Czech Republic

In the last
12 months

1-2
years ago

3-4
years ago

5 or more
years ago

Never Don’t know

2ol 2onl 20l a0% ] gl 20%|

2ol 2onl o 2onl L B g
20l 20%l o 20% ] BRR0% | W |

EILEUS o0l 20 i 2 B 20%

France

7Y ) S 1. W 0 <7

Germany - |NEPTOTY I 7 [ L T T —w
ialy - PTO7 Ty, - oo% 20%]

Poland

Portugal

Spain

Sweden

The Netherlands
The United '™ _uun,

Genere nY
Generatl .. X

Baby Boomers

Base, total sample: N=1898

L 20n [ RN
oo gl WA BCRR B ool 0% 20%]
B "2l \ W N O ST S I 7
B W .\ L W S S TS 7 I 7
AUWA BN
N U T T 7 I T

USP
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BE
N=49

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

FR
N=67

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (&
Brand 10 (%

DE
N=66

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brana %)
Bre 9 (%
Brar 0 (%)

T
N=46

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

N

3ran

. nd8 )

.1d 9 (%)
Brand 10 (%)

NL
N=51

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

2rane

3 17

‘anu 8 (%)

Brand 9 (%)
Brand 10 (%)

Appendix

PL
N=67

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

ndb |

re 6 (%)

and 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

ES
N=49

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

-and 4 (%)

srand 5 (%)

nd 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

Top 10 mentioned sustainable brands — Paint products

Question: When thinking about sustainability and advanced sustainable products, which manufacturers/brands of paint products come first to your mind?

UK
N=51

Brand 1 (%)
Brand 2 (%)

T3 (%)

Srand4, )

W 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

DK*
N=51

Brand 1 (%
Brand = (%)

drane )

-and 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

SE
N=£"

orand . %)

Brand -

. 1d 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

Ccz
N=43

Brand 1 (%)

d 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

PT*
N=42

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)
Brand 10 (%)

USP
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BE
N=51

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

FR
N=66

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 *

Brand 10 (%,

DE
N=50

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Branc® ‘%)

L 19,

Brar .0 (%)

T
N=50

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 %)

nde )

Bri 9 (%,

Brand 10 (%)

NL
N=50

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Bran )
ndi )
rari. (%)

Brand 9 (%)

Brand 10 (%)

Appendix

PL
N=66

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

R-anc &)

3 16 (%)

ant (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

ES
N=49

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%

rand 5 (%)

and 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

Top 10 mentioned sustainable brands — Consumables

Question: When thinking about sustainability and advanced sustainable products, which manufacturers/brands of consumable products come first to your mind?

UK
N=51

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 0)

o o)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

DK
N=50

Brand 1 (94°
Brand _ (%)

3ree. (%)

and 4 (“/ )

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

SE
N=E"

orand . %)

Brand -

nd 3 70)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

cz
N=41

Brand 1 (%)
12 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

PT
N=42

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

USP
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BE
N=43

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (%)

Brand 10 (%)

FR
N=67

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brand 8 (%)

Brand 9 (&

Brand 10 (%,

DE
N=65

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

Brand 7 (%)

Brana %)

Bre 9 (%

Bra¢ 10 (%)

T
N=53

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

Brand 6 (%)

N

3ran

. nd8 )

.1d 9 (%)

Brand 10 (%)

NL*
N=49

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

Brand 5 (%)

2rane

3 17

‘anu 8 (%)

Brand 9 (%)

Brand 10 (%)

Appendix

PL
N=66

Brand 1 (%)
Brand 2 (%)

Brand 3 (%)

Brand 4 (%)

ndb |

re 6 (%)

and 7 (%)

Brand 8 (%)
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Top 10 mentioned sustainable brands — Power tools

Question: When thinking about sustainability and advanced sustainable products, which manufacturers/brands of power tools come first to your mind?
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