Painter Insight Monitor 2026:

. Understanding how painters adapt and shape your market
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Europe’'s professional painting market is evolving
— and painters are at its core

The European painting industry is clinging to its traditional structure even as
forces quietly reshape it from within.

Manufacturers must navigate:

A two-speed industry with diverging workforce and demographic trajectories by country
Labour shortages are cutting across all segments and markets without exception

A pro-innovation profession that draws a hard line at anything threatening craft identity
Growing cost and efficiency pressure are redefining how products and brands get chosen
A fragmented brand landscape where loyalty logic varies sharply by product category

An increasingly fragmented landscape of media and information sources

This market shift is playing out at the level of the individual painter



Painters are the main decision makers for
products, brands and solutions

Specification does not guarantee application.
Final choices are increasingly made under time, cost, and convenience pressure.

Painter behaviour is shifting — but how far?
= Adjusting business outlook and workload expectations in a tightening labour market?

= Turning to new media channels and peer networks over traditional manufacturer
communications?

= Adopting Al and digital tools differently across generations?

Influence is shifting beyond direct brand control.
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14 The key question is no longer “what do painters think?”,
—atl BTERIO | Soosow: U/ 4 but “how do they actually decide TODAY?”
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USP
Painter Insight Monitor (PIM)

Understanding how Europe’s painters operate and what their brand preferences are

% SCOPE <l B ==y J B
= 12 European markets THEHA:1*

= 1900 painter interviews (CATI)
= One annual data collection wave
= Continuous trend tracking

TOPICS IN FOCUS

2026: Media orientation and generational differences
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Key trend tracking (every year):

LL PAINT
e + Brand funnels

» Painter’s profile
* Business development
* Product usage

DELIVERABLES

= Strategic report with executive summary & advisory notes (November)
» Internal presentation and discussion session

= [nteractive dashboard (in development)

€ INVESTMENT

= Single report 8 countries: € 11.000 (1 product category)
= Single report 12 countries: € 16.700 (1 product category)




USP
Added Value: PIM Brand Scan

Who really wins in your category?

What you get:
» Brand funnel: awareness — usage — the most used brand Awareness
» Spontaneous brand associations: digitalization | innovation | sustainability
» Insights at product category level

Usage

The most used

Why it matters:
v' See where you win (or lose) vs. competitors
v' Support brand, product, and channel decisions

Product categories included in the brand scan:
Interior Wall Paints

Exterior Wall Paints

Lacquers / Wood Care

Acrylic Sealants

Airless Paint Sprayers (new)* *The wall filler product category was not in the scope of the
Tapes 2025 brand funnels. Instead, the airless paint sprayer product
category was added. Wall filler and paint sprayer categories

Brushes & Rollers . , .
can be rotated based on the clients’ requests prior to the
Sanding Machines (bi-annually rotating with Dust Extractors) preparations for the next edition.
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Brand Scan is always available as an additional PIM module and can be purchased per product category

Contact your PIM team to pre-register interest and prioritize product categories



USP
Why manufacturers choose PIM

Stronger painter insight for better commercial decisions

v' Understand how painters actually make decisions

v' Track emerging trends shaping your 2026—2028 strategy

v" Anticipate substitution risk and shifting brand dynamics

v' Strengthen product, channel and communication decisions

v' Use strategic reporting that is easier to share internally




A sneak peek into previous PIM reports....

Efficiency & Innovation: Painters Profile:

[R——— USP
Painters currently see most efficiency coming from innovative

Profile of the

power tools, followed by paint products, then consumables. ko o AVERAGE
Innovations currently used by painters that improve their efficiency EUTOPean ‘i fa “m,b' . :: '::
Question Can you give one example of a product of senice innovation from a manufacturer in recent years that made your paint jobs M 2 3 pl 0 3 ne Smployees
more effcient? Briefly describe what t was and how it helped Professional

Top 3 innovative efficiency drivers in -

active use (by frequency of mentions): ﬁ Q Painter
Airless sprayers

Painting activi

R g v oo o' oo st cn g AVERAGE

% of time spent

on painting jobs

(3

(giraffa)
Water-based/quick-dry/high-
coverage paints.

FR: “Airess sprayer that

wMuith-skiller (10-48%) u Specialist painier (50-74%) = Hardeore painter (75-100%)
helped me save time.*

PL: “Wide roller 60 cm, DE “In general — apps for
faster painting * employees.”

1 165%
Where time is saved.

NL: "A giraffe, sanding

large-area application, overhead achin SRS by Pt DE- “Solvent-free FR: “Anti-cip roller with S ———
sanding/painting, masking/edge quality, and a farge sanding head o PTOIUCIS. "’v:;“"’:,"'!"“ ‘built-in reservoir” rmuch more accurate now.” u(Swangl) Agree = Neither agree nce disagree  » (Strongly) Dissagree
dryinglovercoating windows, and work on walls and ceilings.* Lic ittt
cleanup UK “The ol tapes used  PL “Trining showcasect oo
UK “Dustiess sander - ES “Single-coal or quick. 10 take the paint off and other technologies . new m—
Where quality improves: quicker, cloanor.” drying paints.* now the tapes give a products._decorative etk Lo —— bl b C
smoother/consistent finishes (spray), clean edge. plasters.
cleaner edges (tapes), fewer defects DE: “Solt-adhosive -
: FR T docor
(LED-fit sanding), and better FR: *Exoskeleton: heips PL.Paints that don't painter’s flooce ,’jwza’?h‘g" m’:z:" v Mewbad R .
adhesion/coverage (modem keep arms up.” require priming.* (expensive but we uso #t well trained.” _
primers/one-coats), more and more often) Residential  77%
NL: *Good explanation about
IT *Extornal forkits for FR 2in1 pamerfinish | NL “Insert trays inpaint  the products you purchase Non-residental  23% « Neither agros
aerial platforms Ppaint, saves time.” buckets " with & nice report including — e
pholos for the customet® & 4%
S - - - -
ustainability: Purchase Behaviour:
L] -
usP UsP

Sustainability Attitude of the European Professional Painter

'ERCEPTION - Definition of sustainability

DRIVERS - What makes painters care
Vst ks you care abcns and e st

i 0 5 0 i o

Paint products are mainly purchased at specialised paint wholesalers
I VO W @

° Purchase channel paint proumls@
CATEGORIES paint products consumables ~ power (ools PRODUCT paint

" CATEGORIES products  coasumables power tools

Dursbiity Personal care for the " Ll " #3 ' ©, <
eovionment 26% % % 1% F2 308 &Je8
Sustainable products w2 L #2 #2 Manufacturer i General
are more efficient 2% 20% 2% % alor holosaler
Lonptemcost  #3 o "
savings  21% 2% 30% 4} T

Customers are asking

The United Kingdom

Spain

’URCHASE - Main decision criteria
vt whae by

ot w b your g Bt ainatia w0

BARRIERS — What is stopping painters  Painters willing to pay more el

och Ropublic

a e emooier B Swsen
PRODUCT CATEGORICS ) puint Franco oo | 7 Y

Duraban " " LAl " - 66% Beigm »
oo b 7% 4% . | ————————————————————————————— ]
2 " #2 2 P I T
Qualty  20% 2% 2% 15% Avatatatty i>sums y tainable product; Polind i
R Sietoney Vo o wacind nt ratanabie products 10 ang e, ] ]
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Your trusted PIM contacts:

Let’s explore how PIM can support your business

Dirk Hoogenboom

Head of New Business

hoogenboom@usp-mc.nl
+316 52 09 89 24
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Natalija Plese

Project Manager |
PIM Product owner

plese@usp-mc.nl




Connect the full construction decision chain

USP’s European Construction Decision Intelligence Platform

WHOLESALERS /

= European = Contractor = European <Channel dynamics capiured - ' Eyropean Home
. . X through installer, contractor
Architectural Monitor Mechanical and homeowners' Improvement
Barometer Installation Monitor R 765> Monitor

= Handymen
Insight monitor = European Electrical
Installation Monitor

= Painter Insight
monitor



Client Testimonials

What clients value in our market monitors

PPG

Justyna Gudowska-Pohling
AC EMEA Customer Insight Manager

USP delivered the company good,
useful business recommendations
and insights, which have
accelerated business growth.

Caroline Roque
EMEA Consumer and Market Insights Manager

The USP team has very strong
expertise in the construction and
home improvement markets. We are
using their detailed monitor reports
very extensively.

Visit our for more testimonials.

P 2
AkzoNobel

Leo van der Blom
Insights Manager Prof EMEA

These reports not only help us track
changes within our target groups,
aiding informed decision-making, but
also serve as input and benchmarks
for our ongoing research.

DEUTSCHE
AMPHIBOLIN-WERKE
VON ROBERT MURJAHN

Marina Wall
Manager Customer Research & Insights

USP has extensive international
construction industry experience,
and their painters monitor provides
valuable insights, supporting our
marketers in their marketing
strategies.

CWB‘HI'D
""-—l-l/.
Dalia Gonciauskaite
Marketing Manager Architectural

It's great that the European painters
insight monitor reports are focusing
on key topics that are highly relevant
for our business.

Scgider

Miryam Salvador
Global Channel Director

Their specialized insights into
construction and installation markets
enable us to make informed go-to-
market decisions based on factual
data. Their customer-centric
approach helps us put customer
needs at the centre of our decisions.



https://www.usp-research.com/

USP
Trusted by industry leaders

Supporting growth across construction, installation and home improvement
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About USP Marketing Consultancy

Trusted insights for over 30 years

'@' 30+ years of international market research and consultancy experience

Q Specialised in construction, installation, DIY and real estate

Q Active in 40+ countries annually

<@’) Focused on trends, market developments and actionable insights

',,,f“ A strategic partner, not just a data provider

At USP, we deliver the insights you can truly build on.

Head office

The Netherlands — Rotterdam

Branche office

Croatia — Zagreb

Subsidiary

Germany — Dusseldorf

Research Project
analysts managers

ag

Consultants




Marketing Consultancy
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