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A strong strategic foundation helps build and remodel strong brands.

● Immersing in information

● Setting objectives

● Understanding your audiences

● 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.
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A brand is the sum of everything 
you feel about a product.
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A brand is “the intangible sum of a product’s 
attributes, its name, its price, its history, 
reputation and the way it’s advertised.”
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Strong brands help products and services:

● Differentiate

● Avoid being viewed as a commodity

● Move conversations beyond price

● Sell
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Strong brands are:

● Profitable

● Valued and sought-after

● Resilient

● 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. 
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Resource & Research Considerations

Possible Stakeholder Interviews 

● C-suite
● Salespeople
● Marketing team
● GMs, related roles 

Primary Research Consideration

● Channel partners
● Primary audiences
● Consumers and trade
● Influencers

Possible Third-Party Resources

● HIRI
● The Farnsworth Group
● Zonda
● NAHB/NKBA
● AIA
● Green Builder
● Harvard JCHS
● eMarketer
● Houzz
● McKinsey & Co.
● Fixr
● Global Wellness Institute
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competition
Competitive 
landscape; 
where else 
customers turn 
for their current 
needs.

Explore the Following Elements

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

climate
The background 
environment 
affecting your 
customers, company 
and category.

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

customer
How customers 
interact with and 
perceive the 
category and 
your company.

company
Strengths, 
opportunities 
and factors 
affecting your 
company today.



Climate
The background environment affecting your customers, company and category.
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Navigating the Shifts in Home Improvement
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COVID-19 has changed 
nearly every aspect of our lives.

Source: McKinsey Meet the Next Normal Consumer, Article August 17, 2020
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Homeowners are thinking about their homes differently. They are 
transforming their spaces for multiuse experiences, prioritizing 
comfort, function, health and wellness.
● NAHB Remodeling Index soared to a record-setting high. 

○ 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.

○ #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

COVID-19 placed a new level of prominence 
on the home, driving remodeling activity. 
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Smart home growth explodes globally.

● The global single-family smart homes market is expected to 
reach $104.20 billion by 2023.
○ 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. 
○ 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).
○ 34% of Gen Z and 31% of millennials prioritize smart 

technology in the home.

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



Category
Composition, characteristics and change in the industry affecting your brand.
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Home Improvement Growth Continues

The home improvement products category is expected to exceed $400 billion in 2021, driven by both 
consumer and trade professional spending.

Source: HIRI/IHS Markit, June 2020
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Remodelers see maintenance and repair projects as having the greatest opportunity for them in the 
coming months.

Maintenance & Repair Projects Expected to Continue

Source: HIRI/Farnsworth September 2020 
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Labor Shortages: A Long-Term Obstacle

Labor shortages are still a relevant barrier in these times.

Source: HIRI/Farnsworth September 2020 
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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.

Source: HIRI/Farnsworth September 2020, January 2021 



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



Customer/Audience
How customers interact with and perceive the category and your brand.



SubcontractorsGCs

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

Homeowners
Dealers, 

Distributors & 
Retailers



Shifting Shopping Habits with Contractors 

● 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.

● Around 80% of contractors interviewed reported that they did “buy online instead of in a store because of 
COVID-19 for any reason.”

● 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.

Source: HIRI/Farnsworth, January 2021; McKinsey & Company, October 2020
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Crafting Audience Personas
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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
● Identify 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 

● Step back and assess what you’ve learned
● 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:
● Sales from x to y
● Transactions/units from x to y
● Profit from x to y
● Market share from x to y

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. 

● Awareness among homeowners remodeling their kitchen from x to y 
● Consideration among subcontractors by increasing the volume of info (requests/project case 

studies) from x to y
● Purchase Intent among homeowners by increasing the use of your brand’s “Find a Contractor” 

website tool
● Loyalty among contractors by increasing the number of contractors certified to install your brand
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Armed with the strategy, move to your brand’s:

A statement of the unique, differentiated, compelling relevancePositioning

Character

Pillars Foundational elements that are core to the positioning

Words that describe the unique personality
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Creative Development

Start with creative concepting around your positioning before 
moving to tactical applications (e.g., advertising, direct, email, 
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
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Creative & Connections

Bring your brand to life and consider  
paid, earned, owned and shared media. 

Brand Building

Distinguish your brand to guide 
creative and all tactics. 

Foundational Work

Research, interviews and workshops 
help uncover every stone.

Strategic Foundation

Generate insights from foundational 
work to construct the strategy.

Connections 
Framework 

& Plan

Climate Creative 
Concepting

Category

Competition

Customers

Company

Positioning

Character

Pillars

Persona

Journey

Insights

Strategy 
Construction

Measurement & 
Optimization




