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Building and Remodeling
Brands to Drive Growth



https://docs.google.com/file/d/18sQiYoiqn0jRhQUeoii5DKUet6xESwLf/preview

A strong strategic foundation helps build and remodel strong brands.

e |Immersing in information
e Setting objectives
e Understanding your audiences

e Differentiating your brand

But let’s start at the beginning. Why are strong brands so important?
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A brand is like a living, breathing,
growing and changing organism.




A brand is the sum of everything
you feel about a product.




A brand is “the intangible sum of a product’s
attributes, its name, its price, its history,
reputation and the way it’s advertised.”




Strong brands help products and services:

e Differentiate

e Avoid being viewed as a commodity
e Move conversations beyond price

o Sel
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Strong brands are:

e Profitable
e \alued and sought-after
e Resilient

e Built on a solid strategic foundation
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A strong foundation is important for strategy construction and, ultimately, work
that not only stands out, but also uniquely stands for the brand it serves.

To lay this foundation, immerse in information to discover the insights that will
inform your strategy.

Creative &
Connections
Plan
Development

Strategy
Construction/
Platform

Secondary Primary

Research Research
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Resource & Research Considerations

Possible Third-Party Resources Possible Stakeholder Interviews Primary Research Consideration

HIRI

The Farnsworth Group
Zonda

NAHB/NKBA

AlA

Green Builder

Harvard JCHS
eMarketer

Houzz

McKinsey & Co.

Fixr

Global Wellness Institute

Channel partners
Primary audiences
Consumers and trade
Influencers

C-suite
Salespeople
Marketing team
GMs, related roles
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Explore the Following Elements

G

climate category customer competition company

The background Composition, How customers Competitive Strengths,

environment characteristics and interact with and landscape; opportunities

affecting your change in the perceive the where else and factors

customers, company  industry affecting category and customers turn affecting your

and category. your brand. your company. for their current company today.
needs.

The purpose: generate insights that may help in crafting a strategy.
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Climate

The background environment affecting your customers, company and category.



Housing
at a Glance

Remodeling/Home Improvement w|w
at a Glance

2020 RESIDENTIAL PROJECTIONS

830,000

@ 1,360,000 <f;"f§';§'§""’“ ©5762.000 5 cro

Total Housing Starts +5%  \ulifarmily +2% Total SF Home Sales +6% - Existing +4%

2021 RESIDENTIAL PROJECTIONS

1,020,000 960,000

Single-family +7% New +16%
91 41 0 000 <390,000 6’080’000<5120,000
Total Housing et 455 Multi-family -5%

Total SF Home Sales +6%  Existing +4%

Source: Wells Fargo Housing Chartbook, November 18 2020

HOME IMPROVEMENT PRODUCTS AGE OF HOME IMPROVEMENT

GROWTH HORIZON INTENDERS
32% 19%
55+Years Old 18-29 Years Old
2017 2018 2019 2020 2021 2022 2023 29% 20%
40-54 Years Old 30-39 Years Old
Source: IHS Markit, Home Improvement Products Market Source: HIRI Home Improvement Project
Forecast Update, September 2020 Intent Tracking Q3 2020

PANDEMIC IMPACT ON NEW HOME MUST-HAVES

© @ e E

Home Offices More Room Upgraded Kitchens Outdoor Spaces ~ Smart/Touch-free Fixtures

Source: Realtor.com, April 2020

PANDEMIC-INDUCED DOWNTURN CONCERNS LARGELY DISSIPATED,
PROJECTED SOFTENED GROWTH IN 2021

SHARE OF HOMEOWNER HOUSEHOLDS W <34 M35-49 MW50-64 W65+

2018 2028

Historical Projected

. 11.3% 381% 10.3%
6% -170

24.6%

24.8%
32.4%

271%

Source: Joint Center for Housing Studies of Harvard University, Tenure Projections
of Homeowner and Renter Households for 2018-2038, March 2019

Homeowner Improvements & Repairs
Four-Quarter Moving Totals Four-Quarter Moving
Rate of

Bilions t of Change
S5 6% go0 63% 67% 6% 65% g2y s o
$425 5% 4.5% s
33% 34% 41% o9y 5%
21% 2.2% 17%
$375
0%
$325 % w8 s s
$275 5%

4 2014 2 3 4 20104 2 3 4 20204 2 3 4 20214 3
@ © P e

2
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Source: Joint Center for Housing Studies, LIRA Q3 2020

TOP HOME IMPROVEMENT PROJECT AREAS W2019 W2020

Source: HIRI Sentiment Tracking Q4 2019 and HIRI Home Improvement Project Intent Tracking Q4 2020

2% 319
219% 2%
- 18% . 17% . 11% 17%
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Navigating the Shifts in Home Improvement
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Consumers have seen changes to every aspect of

COVID-19 has changed their lives. oo o
nearly every aspect of our lives. AL compIpron

Surge in e-commerce
Preference for trusted brands
Decline in discretionary spend, trading down

On-the-go consumption

Remote working

Larger basket, reduced shopping frequency
Shift to stores closer to home

Source: Bond Capital -
Polarization of sustainability

Source: McKinsey analysis in partnership
with Oxford Economics

Learning

Spend on learning
adjacencies

Remote learning

Life at home

Nesting at home

Surge in online

Source: YouGov

Communications

Play and
and information

In-person sampling decline
Shift in media consumption

Preference for digital entertainment
Entertainment channel shift
Further migration to digita (eg, cinema to streaming)

Additional play time

“Disney+ achieved in 5 months wh

Source: PhoneArena

Health and
well-being

Travel and mobility

Reduction in tourist spend and travel retail Focus on health and hygiene
Increase in domestic tourism Acceleration of organic, natural, fresh
“80% reduction in international tr Fitness on-demand

tourist sp

E-pharmacy and e-doctor at scale

fonthly year-ov
n the US incr
ompared with J

Source: M y analysis in partnership with
Oxford Economics

owth of organ)

Source: Organic Produce Network
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COVID-19 placed a new level of prominence
on the home, driving remodeling activity.

Homeowners are thinking about their homes differently. They are
transforming their spaces for multiuse experiences, prioritizing
comfort, function, health and wellness.
e NAHB Remodeling Index soared to a record-setting high.
o 75% of U.S. homeowners have carried out at least
one home improvement project during the pandemic.
80% plan to complete one in next 12 months.
o #1 reason for home improvement spending in 2019
was to “to replace or repair.” The top reason in 2020
was “to make the home better suit lifestyle
needs.”

Source: Porch.com: Survey July 2020; Green Builder Cognition: April 2020, November 2020; HIRI The Economy, Wall Street & Home Improvement, September 2020 Wray Ward LLC. Proprietary and Confidential 2021.



Smart home growth explodes globally.

Source: PRNewswire July, 2020; Fixr 2019, 2020; Statista Forecast 2020; Contracting Business, February 2020; WW Proprietary Data; Houzz and Home, 2019

The global single-family smart homes market is expected to
reach $104.20 billion by 2023.
o By 2025, there will be 77.1 million smart homes in the
United States.
81% of people said they would be more likely to buy a
home if there are smart features already installed.

o  60% of homebuyers will pay more for a smart home.
Boomers and seniors are embracing smart home
technology designed to help them age in place (25% and
26%, respectively).

o  34% of Gen Z and 31% of millennials prioritize smart

technology in the home.

Fixr's 2020 Single-Family Home Construction and Remodeling Trends

What do you think will be among
the most popular design choices?

2% OTHER
say
TINY )
s
)
PREFAB (.22
Homes (3]

@ SMART
HOMES

GREEN
CERTIFIED
HOMES

O @ @ 2 &8

Voice Assistants  Air & Water Monitoring  Smart Lighting  Smart Security Connected Appliances
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Category

Composition, characteristics and change in the industry affecting your brand.



Home Improvement Growth Continues

Size of the Home Improvement Products Market Tot spend

2020 Forecast Spend

The home improvement products category is expected to exceed $400 billion in 2021, driven by both

consumer and trade professional spending.
] ~

1
. “HHE
450 67 ;' | ‘ g g .
350 g
0 5 &

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
@ Total Spend @ Pet Change from Previous Year

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

mm\

$384.19

Total Spend

Billion

Pet Change from Previous Year

@ Consumer @ Professional

@ Total @ Consumer

Sowes 15 rs

Source: HIRI/IHS Markit, June 2020 Wray Ward LLC. Proprietary and Confidential 2021.




Maintenance & Repair Projects Expected to Continue

Remodelers see maintenance and repair projects as having the greatest opportunity for them in the

coming months.
x 58% - Maintenance and repair projects

f IWTU 36% - Outdoor spaces, landscape projects

2' 31% - Kitchen

@ 30% - Whole home

Source: HIRI/Farnsworth September 2020 Wray Ward LLC. Proprietary and Confidential 2021




Labor Shortages: A Long-Term Obstacle

Labor shortages are still a relevant barrier in these times.

Half of pros stated that they have
projects delayed due to skilled labor
shortage.

Of those with delayed projects, an
average of 22% are delayed.

4

They are delayed an average of 4
weeks.

0\'9

Source: HIRI/Farnsworth September 2020

The top tactic used to combat a company labor
shortage is to take fewer projects.

% 53% - Takingfewertotal projects

38% - Using more time-savingproductsto speed up the process
37% - Specializingin a smallerrange of projects

35% - Only taking higher-paying projects

34% - Narrowingthe geographic areayoutake jobs

33% -Added a training/apprenticeship program
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Materials Shortages Rising as “Cause of Delay”

Rise in materials shortages reporting began May 2020 and have remained relatively stable, with a slight
increase recently.

2

> 67% - Having product in stock when needed

How Did the Impact of COVID-19 Cause Delays or "
Stoppage on Those Project(s) in the Last Month? ._41; 54% - Delivering product on time
s ® s e @ 42% - Providing lower prices
c\./.""\./‘h./ \.~./ i S B e fisems Soscomei et
/..\./""4'\.#'/' s .\: . A % 41% - Offering delivery
.)'<. ./'—‘_.\ /o\./:’:’ -
PR S R~ S, @=| 29% - Offering online ordering

,&3}' 14% - Providing leads

Source: HIRI/Farnsworth September 2020, January 2021 Wray Ward LLC. Proprietary and Confidential 2021




Competition

Competitive landscape; where else customers turn for their current needs.



Competition

Landscape

Messaging and key claims

Positioning

Marcom channels (paid, press releases, social media, experiential, etc.)
Tools or promotions

Advertising and performance media

Brand perceptions

Positioning matrix/gap analysis
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Customer/Audience

How customers interact with and perceive the category and your brand.



Landscape: Channel Partners, Direct Customers, Influencers, End Users

Dealers,

Distributors & Subcontractors Homeowners

Retailers




Shifting Shopping Habits with Contractors

e Online shopping in this category has increased. In-store shopping dipped during the pandemic but
has returned to March 2020 levels. Incidence of online shopping is much higher for larger firms.
e Around 80% of contractors interviewed reported that they did “buy online instead of in a store because of

CQOVID-19 for any reason.”

e B2B companies across industries are changing the ways they do business, both because of the needs
of the pandemic and because their audiences are beginning to expect to do business this way.

Where Did You Purchase Your
Building Materials Over the Last Month?

\ /0\./
. - .
~. . pases \'/
T o i
L]

o — — _\./ \ .- ®o

g Wl Onl

-__,_.'—'\'/'\ @ o

Source: HIRI/Farnsworth, January 2021; McKinsey & Company, October 2020

Most B2B seller interactions have moved
to remote or digital ...

Current way of interacting with suppliers’ sales reps

during different stages™®
% of respondents

Remote

Digital 36 35
self-serve 22 22

Identifying  Evaluating Ordering Reordering
new suppliers new suppliers

... and that’s exactly
what customers want.

~70-80%

+ Ease of scheduling
+ Savings on travel expenses
« Safety

of B2B decision makers prefer
remote human interactions or
digital self-service®




Crafting Audience Personas

Individualistic and independent, raised with

Emerging Home Enthusiast

technology, she likes new products, and her

style strikes a balance between informality and

clean, light design. An influencer, she's as
happy to offer product advice to others as she
is to seek it.

PROFILE

MINDSETS & MOTIVATIONS

Untem voloratem, nem inienda eperro test, ut rem re, ommod
ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam eseque
eri incto cullupt

Emque odit quam conserore nati bero

Untem voloratem, nem inienda eperro test, ut rem re, ommod
ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam eseque
eri incto cullupt

Emaque odit quam conserore nati bero

MEDIA & RESOURCES

Married, 35-44 , average age 39

HH income $100k+
Ra alit, qui doluptatem

Erumet ame seque doluptatur rem re
moluptat quam, omnimetus, errunto o

JOURNEY
DESIRED BEHAVIOR

DREAMING

Doluptatur rem moluptat quam

Untem voloratem, nem inienda eperro test, ut rem re,
ommod ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam
eseque eri incto cullupt

Emque odit quam conserore nati bero

Untem voloratem, nem inienda eperro test, ut rem re,
ommaod ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam
eseque eri incto cullupt

Emque odit quam conserore nati bero

CONSIDERATION

Dam eturiat esta et

CATEGORY ATTITUDES & BEHAVIORS

PURCHASE/INST/

Soluptatis et experspe eossin

Untem voloratem, nem inienda eperro test, ut rem re, ommod
ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam eseque
eri incto cullupt

Emque odit quam conserore nati bero

Untem voloratem, nem inienda eperro test, ut rem re, ommod
ut fugiamus videllaborem voluptatur

Ad et et facest dolessequi quatet invelenda eaquam eseque
eri incto cullupt

Emque odit quam conserore nati bero

60%
54%
51%

50%
40% 37%
35%
20, 31%
30% =
20% 2024 2021 2021
10%

Rem moluptat quam

Percentages
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Mapping a Path-to-Purchase Journey

Define engagement throughout the purchase journey
Consider what the audience is doing, thinking and feeling
|dentify information and engagement needs as

well as roadblocks

Use the map to guide communications planning and
campaign development
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Pulling It All Together

e Step back and assess what you've learned
e Use the information and insights gathered to
begin to construct your strategy
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Foundational work must include setting and
prioritizing objectives.

Begin with your business objectives to increase:
e Salesfromxtoy
e Transactions/units from x to y
e Profitfromxtoy
e Market share from xtoy

Then prioritize them and start with the #1 objective to move on.
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Set marketing objectives that will lead to the strategies to help you
achieve your business objectives.

e Awareness among homeowners remodeling their kitchen from x to y

e Consideration among subcontractors by increasing the volume of info (requests/project case
studies) from x to y

e Purchase Intent among homeowners by increasing the use of your brand’s “Find a Contractor”
website tool

e Loyalty among contractors by increasing the number of contractors certified to install your brand

Find an Installer

ZIP Code Project Type

40241 Please Select... v
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Armed with the strategy, move to your brand’s:

Positioning A statement of the unique, differentiated, compelling relevance

Foundational elements that are core to the positioning

Character Words that describe the unique personality

=z
E IHI




Creative Development

Start with creative concepting around your positioning before
moving to tactical applications (e.g., advertising, direct, emall,
digital, collateral, website, social, case studies, events, videos,
design and pricing guides, etc.).

Then, move to a ...
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Connections Plan: Timing, Budget & Prioritization

Journey Entry
Points:

Role of
Communications:

Connections
Strategy:

Touch Points:

Spend %:

ENVISIONING [RESEARCH/POINT OF REALIZATION THINGS COME TOGETHER

Build Awareness,
Initiate Journey

Maximize reach against
the DIY Homeowner.

New Home
@mm e

g (N o
Rt (E3) e
=
o e
Meda Partnershipe.
Pad
)

50%

Effectively meet needs when they arise.

Drive (Product)
Consideration

Connect “Moments of
Awareness” to their hero
products through
contextual relevancy.

Progene Puberec
Ospayas () Parvarshos
Vo

Socal Inflsncer
Meda Partnerstips

Pad
Saarch

35%

Increase Purchase Intent

Continue conversation;
answer their questions and
requests for info.

e (e
Copiyand ((S50) Parnersive
- s
Medla Partnerships.
Paid Direct to
= @)=

10%

Create Brand
Ambassadors

Drive advocacy through
influencers, experts and a
smooth install experience.

LEVOLOR
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Creative
Concepting

Climate Persona

Positioning

Connections
Framework
& Plan

Category

> Journey >

Competition Measurement &

Character
Optimization

Strategy

Customers 4
Construction

Company

Foundational Work Strategic Foundation Brand Building Creative & Connections
Research, interviews and workshops Generate insights from foundational Distinguish your brand to guide Bring your brand to life and consider
help uncover every stone. work to construct the strategy. creative and all tactics. paid, earned, owned and shared media.

W ’ W Wray Ward LLC. Proprietary and Confidential 2021.




WRAY WARD



