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Breakthrough |
B 

reakthrough Marketing Technology 
has excelled at enhancing market 
performance and driving growth for 
more than 20 years. 

Our expertise ensures that each tailored go-
to-market strategy not only aligns with but 
also amplifies your business objectives, for 
measurable success.

Customer Insight-Driven: We leverage  
AI and data analytics to deeply understand your 
targets, enabling tailored marketing strategies 
that resonate with your customers’ specific 
needs and preferences.

Innovative Solutions: Our cutting-edge 
technology and creative approaches ensure 
you stand out with unique and compelling 
experiences for your target customers.

Result-Oriented: Focused on delivering 
measurable outcomes, our strategies are 
designed to optimize your ROI, increase 
engagement, and drive conversions.

Agile and Adaptive: In a rapidly changing 
market, our agile methodologies ensure 
your marketing campaigns remain relevant, 
responsive, and effective against emerging 
trends and customer behaviors.

Partners for Growth: We are your team, 
committed to your success. Our collaborative 
approach aligns with your business goals. We 
work together to achieve breakthrough results.

W H A T  W E  P R O M I S E

T 
he transformation of complex data  
into actionable insights enabling our 
clients to navigate market uncertainty 
and accelerate innovation. Our unique 

value lies in our ability to:
●  Identify untapped opportunities to capitalize

on innovative product offerings and gain
competitive advantages.

●  Develop advanced analytics data-driven
strategies that align with specific business
goals, from market entry to sustainable
growth.

C O R E  C O M P E T E N C I E S

● Go-to-market plans—data-based
interdependent definitions of product, place,
positioning, and price demand curves.

● User experience research—captures
customer experience and analysis of
products, systems to design offerings.

● Marketing communication—strategies
and tactical executions.

● Brand positioning—establishes
competitive differentiation in the mind of
your target customer.

● Marketing research—design, collect
and analyze customers to define who they
are, what they will respond to and why.

● Artificial Intelligence Machine
Learning—outcome and segment
predictive models, sales forecasting,
optimized product or service targeting,
general analysis using advanced statistics
and predictive methodologies.

● Generative Artificial Intelligence
Models—text-based solutions from
disparate data sets including synthetic data
modeling.

● Media mix modeling and multi-touch
attribution—maximizes the short and
long-term impact of media interactions
and conversions to optimize the marketing
spend.

O U R  V A L U E S

● Honesty and Integrity

● Clients Come First & Drive our Actions

● Market Analytics Fuel Innovation

● Market Insights Reveal Growth

● Respect and Compassion

● Deliver on Promises

● Learn by Listening

● Give Back

N A I C S /  N I G P  C O D E S

541610 / 91875  Business Management 
Consulting   

541613 / 91876  Marketing Consulting

541614 / 91832  Process, Physical 
Distribution & Logistics 
Consulting

541800 / 91503 Advertising

541910 / 96160  Market Analysis, Research 
& Public Opinion Polling

541511 / 91829  Custom Computer 
Programming Services

C E R T I F I C A T I O N S

NYC MWBE & SBE 

WBENC NY/NJ WBEC –recertification in process

MWBE & SBE PANYNJ

New Jersey MWBE & SBE

DUNS 136729766

quality in…quality out…

Pamela J. Roach | CEO
O: 201.604.3600 x 110 | M: 201.838.3423
pamela@breakthroughgroup.com
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CertainTeed | Gypsum | Insulation | Siding | Roofing | Commercial Ceiling Tiles

C H A L L E N G E

CertainTeed has helped shape the building 
products industry for more than 110 years,  
but currently finds itself stuck in commodity 
mode.

R E S E A R C H  O B J E C T I V E 

More and more consumers 
are showing interest in the 
building materials used in 
their homes. How can we 
develop an understanding 
of homeowners in order to 
create a pull-thru strategy  
to keep the brand alive today 
and well into the future.

M E T H O D S

Phase I 
50 Online Journals 
15 In-home Contextual Ethnographies

Phase II 
Survey with 2,400 participants

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

                    

215 questions over 7days /  
567,746 data points

Phase III 
45 In-home ethnographic interviews

115 hours of video / 2790 pages of transcripts 

Cultural Probe/Image Sort Exercise—what  
do building products mean to you? 

T E A M

In this B2B initiative, CERTAINTEED contacted 
Breakthrough Marketing Technology to deliver 
a fact-based strategy defining how to sell 
direct to the consumer via a pull-thru strategy. 
BMT’s challenge—define the marketing 
mix and subsequent go to market plan that 
would position the client’s innovative value to 
consumers while supporting their historic sales 
to their direct customers—contractors.

BMT worked seamlessly with the Certainteed 
internal team led by Gladys Rosa-Mendoza 
to design and execute the ethnographies that 
uncovered key differentiating insights into 
the consumer experience. These learnings 
were validated with a quantitative survey of 
more than 1,000 respondents in 4 cohorts. To 
generate robust personas representing each 
segment, substantiate their value to each 
business unit with motivation messaging and 
quantify the complex customer journey of each 
segment, subsequent ethnographic research 
was executed. 

Project Goals  
and Objectives
We would like to develop an understand of the prevailing trends and end users 
behavior that will drive the building products materials category in 2016 and 
beyond, make the data we collect inspirational and actionable for product 
development, and uncover what will constitute new value in the building materials 
category. The expected result of the innovation projects as a whole is a qualified 
portfolio of technologies, product and platform ideas, and value propositions that 
will enable CertainTeed to answer the following questions:

■■ What drivers and needs in the minds of Owner/Occupants will shift the paradigm 
from CertainTeed product lines being thought of as a commodity to being a lifestyle 
“must have”?

■■ How will CertainTeed provide superior brand experiences into the future?
■■ What will constitute new value in the category today and well into the future?
■■ What technologies and/or competencies will CertainTeed need to acquire to 

develop new compelling propositions?
■■ What trends are taking hold today and through 2020 that need to be a  

component of the CertainTeed strategy?

Research Purpose
The objective of the research phase is to understand Owner/Occupant behaviors, 
pain points and un-met needs related to home renovations, remodels, and new  
custom home construction in a holistic way. We will enter the world of the  
OO through the use of ethnographic research techniques, and transform  
behaviors and attitudes into actionable insights, and opportunities for the  
next generation of CertainTeed end users. 
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P R O J E C T  O3

Field Guide

Quick Overview  
of the Process

The Interview
Each in-home visit will take approximately 3.5 hours. On the following pages you 
will find the discussion guide which outlines the steps involved in conducting the 
visit, the interview topics to be addressed and suggested questions to ask, planned 
activities, and how to use the image sort cultural probe. The questions included 
should not be viewed as a script, but rather a starting point for greater discussion 
and observation.

The goal of the in-home visit is to develop an understanding of end user behaviors, 
pain points and unmet needs related to home renovations in a holistic manner. 

What to look—and listen—for
Hidden user needs often emerge in the form of problems or obstacles that the 
participant encounters while attempting to complete a task. Or they may be clever 
solutions to problems.

■■ Pain points—anything that aggravates the user
■■ Workarounds—ad hoc solutions to pain points
■■ Best practices—ideal methods that the user has found to make a  

process work more smoothly.

Introduction
What is ethnography?

Ethnography is a research method adapted from anthropology that is designed 
to discover the real-world needs, behaviors and beliefs of people. Ethnographic 
methods can spot latent user needs and structures that are hard to discover using 
typical market research methods such as surveys and focus groups. The beauty of 
this approach is that we can accomplish this by observing ordinary human beings 
engaged in everyday activities and documenting these experiences and process 
from a particular point of view. 

For the purposes of this project, we will be using ethnographic in-home interviews 
along with cultural probes as our part of our research toolkit. 

■■ An ethnographic in-home interview is a specialized form of semi-structured 
interview that has two distinguishing features: it takes place in a location defined 
by the topic being studied (for our project in the home), and it uses open-ended 
questions designed to elicit a broad and deep range of information tied to 
behaviors, motivations, attitudes and beliefs. 

■■ Cultural probes are powerful tools that allow for the discovery of deep emotional 
connections to products and services. They can be either done before the interview 
or during the interview. For this phase of the project we will be doing an image sort 
probe during the interview. 

Observing and interviewing end users provides a considerable quantity and 
richness of data. This will reveal insights people are typically unable to otherwise 
express. As part of the process,participants will share experiences that will help us 
build a broader understanding of their needs, emotions and aspirations. As a team 
we can then transform this information into new concepts that can be tested for 
appeal and effectiveness. People and organizations will pay consistently (and often 
pay more) to get their hands on powerful new experiences and products that don’t 
cause them pain.
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How to Use this Field Guide
The interview questions and instructions have been placed on the left hand pages, 
with the right hand pages reserved for your notes and sketches. 

Interview Tools
Field guide and a pen, cameras (video and still image), and an audio recorder  
for recording the interview.

Capturing Data
After the interview, capture as many of your observations as soon as possible while 
they are still fresh in your mind. In this field guide, you will find pages for your notes 
to help you quickly capture data during and immediately following the interview as 
part of our debrief session.

We will set aside an hour or so to reflect on what we learned, make additional 
notes, and begin organizing our data. We will work together as an interview  
team to share ideas and insights at this stage.  

notes/observations 
situation/context

Participant Home Tour & Context Discussion 

INTERVIEWER: Ensure videographer takes the camera with them during the home 

tour and focus on OO, tour and comments without interruption. Any b-roll/wide shots 

can be gathered at the end of the tour. Keep the camera focused on respondent and 

areas at all times (please refer to videographer instructions.) 

Focus on the qualifying project, but capture details on any other CT-relevant projects 

the homeowner may have completed previously.

Now we’d like to take a tour of your project area(s). Please point out all your 

renovations…completed, in-progress and anything you’re planning.

ACTIVE PROJECTS
1. What triggered this project? What types of things factored into your decision to 

start? Was this a need or a want? 

2. Were you inspired by something that you saw on TV, read about, or maybe a family 

or friend did something that in turn inspired you?

I have here some index cards that I’m going to write on as we talk.  Any time in our conversation 

that we land on a reason or benefit for you and your family to do a home improvement 

project, I’m going to capture it here on one of these cards. Our goal is that by the end of the 

interview, we’ll have a nice stack of cards with all of your goals, benefits and priorities (big and 

small) for this and other projects.

1. So with that in mind, what are your goals with this renovation? How do 

you expect it will impact your life and family here at home? Are there any other 

benefits you anticipate?

2. How much does property value factor into this project for you? How much is 

meaningful? 

3. Are there aspects of this project that would be important for you to do, even if they 

had no impact on the property value? Why is that?

4. Interviewer: Reference and probe any goals/benefits from survey that weren’t 

addressed.

45 MINS
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Jot down words, phrases and quotes 
while observing and during the 
interview process that are of interest—
pain points, workarounds and best 
practices

In the “situation column” jot down 
the context of the observation or 
make a quick sketch to explain

PRE 
Research Team  
Brief

Intro & 
OO Exploratory

Home Tour 
& Process 
Discussion

Segment Deep  
Dive & Activity

Definitions BU Drill-down Product / 
Innovation 
Concepts

Wrap up POST  
Research Team 
Debrief 

30 mins 30 mins 60 mins 20 mins 30 mins 30 mins 30 mins 30 mins 30-60 mins

Go over last 
minute details and 
instructions, brief 
on household 

• Set up, intros, 
purpose and waivers

• Observe
• Exploratory  

questions
• Photos
• Video

• Observe
• Exploratory  

questions
• Photos
• Video
• Journey confirmation 

discussion

• Cultural Probe; segment-
specific activities

• Exploratory questions 
• Photos 
• Video 

• Cultural probe, 
image sort

• Exploratory 
questions

• Photos
• Video

• Exploratory 
questions

• Photos
• Video

• Product Benefit 
Concept Test

• Product 
innovations

• Exploratory 
questions 

• Photos 
• Video

• Final exploratory 
questions

• Photos
• Video
• Thank participant

• Discuss 
observations  
and insights

• Complete 
framework 
worksheet

31/4 HOURS OF SCHEDULED TIME + 15 MINUTES OF FLEXIBLE TIME

Quick Overview
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Conducting the  
In-Home Visits
For each in-home visit the research team will consist of a lead researcher,  
and a note-taker / observer / photographer. You will be assigned a role before  
we arrive at the home. General tips are below for the entire team, and subsequent 
pages will explain each role and each phase of the in-home visit in more detail. 

BEFORE the interview:
■■ Please remember that we are visiting someone’s home—it is their safe place.  

Be respectful in every sense of the word—your demeanor, your clothing, etc.
■■ If you smoke—do NOT do so before an interview. 
■■ Turn OFF all cell phones, pagers, PDAs, etc.
■■ Leave your corporate identity in the car. Avoid wearing or carrying anything with 

the corporate logo.
■■ Wear clothing with pockets to carry pens, batteries, etc.
■■ Wear comfortable shoes and clothes. Wear socks—in most homes we will be 

taking off our shoes at the entrance. 
■■ Please understand that participants’ schedules some times might shift.  

Be prepared to be flexible!

DURING the interview:
■■ Listen actively, but quietly. Give plenty of silent feedback: nodding, smiling, eye 

contact. Keep it quiet so the participant’s voice is heard on the recording equipment 
and not a lot of chatter in the background.

■■ Stick with the group. When going on a tour of the home or the job site, everyone 
should remain in the same area with the participant.

■■ Keep an open mind. Avoid value judgements. People have all kinds of different 
rituals, beliefs, and ways of navigating the world. We all do what works best for us, 
even when it seems outside the “norm.”

■■ Avoid asking about hypothetical scenarios, multiple choice questions, 
and would-you-rather’s or what if’s.

■■ Playing dumb is SMART! Play the dummy, not the expert. Don’t use technical 
jargon or discuss specific attributes of products.

■■ The participant is never wrong! Don’t correct them or show them “the right 
way” to do something

■■ Avoid using industry jargon. (Homeowners don’t call it “gypsum.”)
■■ It is important that the interview take on a conversational character—not an 

interrogation! Starting an interview with multiple people asking questions can 
cause confusion and discomfort. Give the lead researcher time in the beginning 
to establish rapport and set the tone of the visit. Don’t worry, you will have 
opportunities to ask questions.

■■ Avoid asking questions out of the context of the topic at hand. Don’t worry, the lead 
researcher will provide opportunities for you to ask questions before moving on to 
the next topic.

■■ Avoid asking rapid-fire questions that disrupt the conversational flow.
■■ Stay engaged and communicate your interest with body language.
■■ Don’t chew gum! You may get caught on camera! We use this video in presentations 

and no one wants to be embarrassed.
■■ Try to stay out of the camera frame. The photographer’s priority is to be near the 

participant and often times the action.
■■ Be conscious of a participant’s personal and cultural sensitivities.
■■ Ask for permission before you touch things.

AFTER the interview:
■■ Start the debrief as soon as possible after the interview and stay on task to 

complete the entire debrief. It’s fun to talk about highlights and headlines over  
a meal with the research team while it’s still fresh.

■■ Think about your future self: Imagine how you will need to use this information 
in future work sessions. Keep it organized, capture everyone’s thoughts with 
important details noted. 

■■ Everyone on the interview has a valuable perspective on the interview and will be 
expected to contribute.
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Your role as VIDEOGRAPHER:
■■ Familiarize yourself with the video camera ahead of time: know how to 

turn it on and off, how to change batteries and how to recognize battery life, how 
to use the power cord, where the Record button is and how to recognize remaining 
memory, how to make on-the-fly adjustments, how to mount it on the tripod.

■■ Use a tripod whenever possible.
■■ For hand-held shots, try to be as steady as possible - leaning against a wall can help.
■■ During the interview, keep the focus on the participant - shoot B-roll afterward.
■■ Frame the shot as shown on the opposite page, using the Rule of Thirds.
■■ During a home tour, try to keep the researchers out of the shot.
■■ When the OO is pointing at or demonstrating something, it’s okay to pan away to 

capture what they are referencing, but do it smoothly and hold the shot for a few 
seconds before returning to the OO.

■■ During the sit-down portion of the interview, try to position the OO so they aren’t 
back-lit (e.g. sitting in front of a window, see opposite page).

■■ Position the camera beside the interviewer and frame the shot so the OO is looking 
across the frame.

■■ Don’t move or adjust the camera when the respondent is speaking, do so only when 
the interviewer is speaking.

■■ If the camera batteries are about to die, speak up! We would rather pause to 
change batteries than miss capturing data.

The goal when shooting interviews:

The Rule of Thirds: try to keep the respondent in the cross-hairs.

Typical interview scenarios and how to position everyone: at a table (above) and on a sofa (below).

looking across the frame

respondent

bust-cropped

respondent

interviewer

2nd researcher

tablewindow

camera 
on tripod

interviewer

2nd researcher

sofa

window

camera 
on tripod

respondent
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Let’s Get Started!

Introduction / NDAs 
Before the actual in-home visit the participant recruitment firm will have called the 
interviewee to confirm the time and answer any questions before the team arrives.

In the car or the hotel, the lead researcher will provide any last minute details  
to the team. Once in the home introductions will begin.

My name is  and I am the moderator for our discussion today. 
This is  and  . We are a research team that helps our 
clients design better products and services for people who buy and use 
them. That’s why we’re here today, to better understand how you and 
the other members of your household make decisions in terms of building 
material products. I want to thank you for allowing us into your home, 
and sharing your story with us…we really appreciate your participation 
in the research and your trust.  

The important thing to keep in mind is that we are here to learn from 
you. There are no right or wrong answers, you are the expert in your 
world; we just want to get a better sense of who you are, what makes 
you tick, what are your needs, issues and concerns as they relate to home 
renovation. We are fans of a “show and tell” style of discussion, so if you 
are telling us about something and you have a related items, pictures, 
or emails, etc., please show us! It helps bring the story to life for us. This 
will be a combination of an on-going conversation and a few exercises 
that I think you’ ll enjoy. Feel free to ask questions at any point if there is 
something you do not understand or wish more clarity on.

Before we actually get started, let’s go over the paperwork I need to have 
you sign. If there is anything at all that you don’t understand please let 
me know so I can provide clarification.

If at any point and time you need to take a phone call we will turn 
everything off and step outside if you would like. If at any point and 
time you just want the interview to stop or feel uncomfortable please let 
us know and we will stop everything and leave.

5 MINS

Review Disclosure Forms:
■■ Compensation Information—$350 for a 3.5-hour interview, electronic deposit as 

arranged with Michelle
■■ Image and Audio Recording
■■ Confidentiality Assurance
■■ Sign Disclosure Agreements

Do you have any questions? If not, let’s start with the basics just for our 
recording purposes, please say for the record:

■■ Your full name and age
■■ Where you live and what type of residence you have
■■ What you do for a living and if you work outside of the home
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notes/observations situation/contextParticipant Home Tour & Context Discussion 
INTERVIEWER: Ensure videographer takes the camera with them during the home 
tour and focus on OO, tour and comments without interruption. Any b-roll/wide shots 
can be gathered at the end of the tour. Keep the camera focused on respondent and 
areas at all times (please refer to videographer instructions.) 

Focus on the qualifying project, but capture details on any other CT-relevant projects 
the homeowner may have completed previously.

Now we’d like to take a tour of your project area(s). Please point out all your renovations…
completed, in-progress and anything you’re planning.

ACTIVE PROJECTS
1. What triggered this project? What types of things factored into your decision to 

start? Was this a need or a want? 

2. Where did your inspiration come from? something that you saw on TV, read about, 
or maybe a family or friend did something that in turn inspired you?

I have here some index cards that I’m going to write on as we talk.  Any time in our conversation 
that we land on a reason or benefit for you and your family to do a home improvement 
project, I’m going to capture it here on one of these cards. Our goal is that by the end of the 
interview, we’ll have a nice stack of cards with all of your goals, benefits and priorities (big and 
small) for this and other projects.

1. So with that in mind, what are your goals with this renovation? How do 
you expect it will impact your life and family here at home? Are there any other 
benefits you anticipate?

2. How much does property value factor into this project for you? How much is 
meaningful? 

3. Are there aspects of this project that would be important for you to do, even if they 
had no impact on the property value? Why is that?

4. Interviewer: Reference and probe any goals/benefits from survey that weren’t 
addressed.

45 MINS
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notes/observations situation/context Post-Interview
On the following pages you will find a worksheet that uses the NOABS framework 
(Needs, Objectives, Activities, Breakdowns and Solutions, and include both 
observations (what you saw) and Insights (what you learned) from the interview. 
We will be using this tool to help us all debrief.

A note about insights
Insights are not the same as observations, though it is often difficult to discern 
the difference. Observations are statements about what you see or hear: cellphone 
interruptions occurred during several interviews as subjects demonstrated how to 
report expenses on the system.

An insight interprets what you observed: multi-tasking makes it difficult for field staff 
to attend to one task for more than a few minutes.

An insight is:
■■ Derived from observation
■■ Descriptive, not prescriptive (it doesn’t tell you what to do)
■■ An interpretive abstraction; it looks behind what you’ve observed to answer why
■■ A principle that describes what you’ve learned
■■ A hypothesis
■■ Surprising, but not unexpected
■■ Both simple and profound

Field Guide 61 60 PROJECT O3
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A N A L Y S I S

Each in-home interview was broken down using 
the NOABS framework—Needs, Objectives, 
Activities, Breakdowns, and Solutions, and 
included both observations (what was seen) 
and insights (what was learned). We created 
a war room to have all the information on the 
walls and to make it easier to share with the 
various stakeholders how the design thinking 
analysis process worked and was conducted.

From the interview breakdowns, patterns 
emerged and we were able to identify 57 
opportunity areas as well as bring forth a series 
of 6 personas that we could then use to ideate 
against the various opportunity areas.

R E P O R T I N G

The results were reported at the end of each 
phase to recap what we had learned at that 
phase as well as to inform the stakeholders 
what was coming up in the next phase.

Cumulative information from multiple data 
sources resulted in a tangible strategy that 
came to life in the images and stimulating 
assets designed and produced by GRM. The 
insights reported in our recommendations 
were transformed into a visual environment to 
motivate management and sales action. 

At the end of the project, we created a 
presentation that was an experience in and 
of itself and brought to life the findings and 
the voice of the customer to the forefront. 
We presented 4 journey maps (contractor, 
DIYer, inspired, repair), 6 personas, and 57 
opportunity areas, as well as the overarching 
framework for moving the research forward 
with each individual business unit. 

We conducted brainstorm sessions after the 
presentation to get each business unit on board 
on how to use the materials and move forward 
with the insights that spoke the most to them.

CONFIDENTIAL PROJECT O3 JOURNEY MAP—REPAIR OR DURESS 10.25.2016

Journey Map—Repair or Duress

A S S E S S M E N T F E A S I B I L I T Y C O M M I T M E N T S I N S T A L L A T I O N E V A L U A T I O N

IN
TE

N
SI

TY
 O

F 
PO

SI
TI

VE
 M

OM
EN

TS

IN
TEN

SITY OF POSITIVE M
OM

EN
TS

IN
TE

N
SI

T
Y

 O
F 

PA
IN

P
O

IN
TS

IN
TEN

SIT
Y

 O
F PA

IN
P

O
IN

TS

A S S E S S M E N T F E A S I B I L I T Y C O M M I T M E N T S I N S T A L L A T I O N E V A L U A T I O N

SOLICIT / RESEARCH SOLUTION

Information seeking behavior in a repair project is a 

moving target in terms of determining what needs to be 

done and when. During the gradual monitoring phase 

(deteriorating roof, water leaks, foundation and driveway 

cracks, etc), information seeking is casual sporadic, and 

exploratory. There is little urgency. 

Once the damage turns into a situation that cannot be 

ignored, or if it is a true duress project, information seeking 

immediately becomes urgent and solution-oriented (less 

exploratory in nature). OOs are checking insurance, 

determining extent of damage, soliciting repair options, 

vetting contractors, etc.

RESEARCHING MATERIALS

RESEARCHING PROCESS (HOW-TOs)

BIDS /  
BLUEPRINTS

TRIGGER

MATERIALS

SCOPE KEY DETAILS

FRIENDS AND FAMILY INPUT

CONTACT, VET AND BOOK CONTRACTOR(S)

INSTALLATION PROBLEMS / DAMAGECATALYST

TRADE INPUT AND STAMP OF APPROVAL (CAN BE RETAIL, EXPERT, OR CONTRACTOR)

SCHEDULE WORK & ORDER MATERIALS

DEMO & REPAIRS

❝�OOs core wants in the proposed design 
are within budget.❞

❝�Learning that insurance will 
mitigate costs or cover greater 
scope or material quality 
(primarily roofing).❞

❝�Project aligns with or 
exceeds vision.❞

❝�Discovering that housing codes or 
regulations will require upgrades, 
paperwork, permits, etc.❞❝�Desired products not within budget.❞

❝�Financial or physical hardship inhibits 
the level of design creativity or quality.❞

❝�Desired materials are unavailable 
or only partially available in the 
project timeframe.❞

❝�Contractor points out needed remediation 
(lead, asbestos, mold, etc.)❞

❝�Discovery of additional damage 
and needed remediation 
(added time and expense).❞

❝�Rescoping of project’s design due to 
significant unanticipated challenge 
(i.e. hitting unknown pipes).❞

❝�Problems in demo require 
additional products, processes or 
contractors to complete project.❞

❝�Outcome doesn’t live up to 
vision and ‘space story’!❞

❝�If I don’t have to worry about leaks, or 
I don’t have to worry about it sheering 
off, or anything, I know my family will 
be taken care of in the next storm…❞

❝�…good enough for 
what we’re doing…❞

❝�…this time I want something that’s 
going to last a long time…❞

❝�Getting the most for within 
what I want to do…❞

❝�…well, that’s done. Yea!❞

❝�It’s overwhelming to the point  
I just don’t do anything…❞

MONITORING CONTRACTOR

DETERMINE COVERAGE & REQUIREMENTS

FINE-TUNING THE REPAIR PLANS

ACCESS REQUIREMENTS AND SCOPE PROJECT

❝�Uncertainty of quality/durability 
of product.❞

❝�Discovery of additional required 
interdependent projects.❞

❝�I don’t ever want to redo it…❞

❝�Contractor is organized, ethical, 
and sets clear expectations.❞

❝�Estimated timeline is significantly 
longer than OO’s expectations.❞

❝�Completed project highlights the 
need for other projects (can be a 
positive or negative OO perspective 
depending on their resources.)❞

❝�No worth at all, no worth at all. Yeah, builder 
grades are just the bare minimum just to get 
by. Many of the people in the development 
here have the builder-grade windows and you 
see that they have plastic on the window to 
prevent airflow.❞

M O R E  P A I N

M O R E  P O S I T I V E

M O R E  P A I N

M O R E  P O S I T I V E

Information Seeking Activities and Tasks

Assessments

Decisions that need to be made

Actions that need to be taken

External Influences can be…
Trade | Personal | Unexpected Events | Insurance

K E Y 

The most common question 

is ‘repair or replace.’ 
OOs evaluate the various 

options and the near- and 

long-term cost implications 

of both paths.

DOES THE OO HAVE AN EXISTING “SPACE STORY”?
If the OO has an existing “Space Story” in place, a repair/duress situation can present the opportunity and 
motivation to finally bring it to fruition. An OO’s “Space Story” provides the lens through which they view 

suggestions from the trade or friends and family to upgrade or expand the repair to an improvement project.

The inspiration to off-ramp to the Improvement path can occur as a result of determining insurance funds are 
available, or during the project scoping, shopping for materials and/or talking with contractors/retail employees.

In a repair project, there was some researching of materials, but 

OOs primarily rely on contractors or retail employees for this 

information:
•  Durable roofing materials (set it and forget it)

•  Finding matching color in siding (desire to patch, not replace).

•  Non-porous flooring materials (pain point/lessons learned from 

previous water damage)

In general, OOs tend to choose materials that will 1) restore the space to existing quality 
and 2) function to minimize costs, (including 
meeting insurance requirements).

TRIGGER. The first TANGIBLE ACTION 
the OO takes that marks the official and 
observable launch of the project. For a repair project, this typically occurs simultaneously or shortly after the catalyst and is most often:•  Contacting the insurance provider.

•  Initial contact of a contractor.

A CATALYST IS OFTEN AN UNPLANNED OR UNANTICIPATED EVENT OR VARIABLE EXTERNAL TO THE OO THAT ACCELERATES THE PROJECT TIMING.  This is often damage caused or worsened by weather or deterioriation, but can also include family and lifestyle factors like pregnancy, injury, financial windfalls, or interdependent projects, etc. 
In some cases, a catalyst (i.e. heavy rain) accelerated a repair that needed attention years ago but was neglected by the OO. At the point the catalyst occurs, OOs shift from monitoring/ignoring the project to actually starting the process to get the issue fixed.

DETERMINE COVERAGE & REQUIREMENTS For repairs, 

the financial contribution of insurance policies is of
ten 

the first feasiblity check and often the main factor 

determining scope of repairs and materials used. 

ADDITIONAL DAMAGE Additional damage of structures, components or materials created or discovered during demolition.
INSTALLATION PROBLEMS ARE OFTEN:
•  Most common: Unanticipated preparation, components, tools or reconfiguration needed to install purchased materials and components (i.e. “I didn’t know I would have to…”

•  Encountering unknown or impassable surfaces or components during demo
•  Materials and measurement inconsistencies
•  Delayed, incorrect or unsatisfactory materials
Demo and installation problems often create a loop back to earlier stages of design, research, and choosing materials. 

OOs regularly friendsource and research advice and tips on repair projects. This can include checklists of questions to ask contractors and insurance carriers, etc.  
This is an undesired project, so OOs are looking to minimize expense. They also don’t want to be the victim of opportunistic contractors.

THE PREVAILING ATTITUDE IN MANY REPAIR PROJECTS IS 

TO WAIT UNTIL IT CAN NO LONGER BE IGNORED. In this 

research, we encountered numerous OOs who monitored 

(translate: ignored) roof damage for months or years until 

water began leaking into the livable areas of the house… and 

several cases where they stalled even months past that point. 

For example, in DeeDee’s case, they did minor ceiling drywall 

patches, but didn’t pull the trigger on roof repairs until part 

of the ceiling began crumbling onto their guest bed.

Repair or duress projects in this research 
primarily appeared as:
1) Emergency damage repairs
2) Deterioration/long-term damage repairs
3)  Renovations to accomodate ill/immobile 

family member (personal duress)

This stage presented a key pain point for OOs 

who have a strong sense of urgency, but encounter 

sluggish, non-responsive or arrogant contractors 

during the bidding process.
Ordering, purchasing, shipping 

materials and fixtures, contracting, 

booking the repair dates.

Scoping the project is about:

1) Assessing the extent of the damage

2)  Determining which aspects of the repair 

are critical vs. optional.

3)  Identifying all related requirements (i.e. 

mold remediation, temporary housing, etc)
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M O R E  P A I N

M O R E  P O S I T I V E

M O R E  P A I N

M O R E  P O S I T I V E

IDEATION AND COLLABORATIVE DESIGN

As the inspiration for and constant heartbeat of the 

home improvement journey, the OO is developing a 

“Space Story” that includes all the benefits, meaning, 

and new experiences they anticipate.

The initial phase is purely ‘fantasy’ and is an expanding tale 

of inspiration and options that can go on indefinitely. Many 

began their “Space Story” the moment they moved into the 

residence, a story that reflects their current state (including 

frustration with the current state). The process is almost 

entirely cerebral… it is the movie that’s playing in the OOs 

head and heart throughout the entire journey.   

Simultaneously, the information-seeking process feeds and 

refines the “Story”, which in turn sparks new information 

needs in what becomes a perpetual tennis match. In the 

earliest stages, there is little tangible activity besides the OO 

absorbing design ideas from various sources: friends and 

family, home improvement television, online sources like 

Pinterest, houzz, and various blogs. As the OO takes in more 

information and begins to take tangible actions, the “Space 

Story” becomes crystallized.

“Story” matters for several reasons. Ultimately it is the 

emotional driver of the improvement (i.e. being a good 

provider), and the most effective way to connect deeply with 

OOs in communications and new product development.  

It is also an important factor that determines whether an  

OO moving through a duress/repair project can be motivated 

to upgrade or expand to an improvement.

❝�Dreaming of the possibilities…
it’s exciting and invigorating!❞

RESEARCHING MATERIALS

RESEARCHING PROCESS (HOW-TOs)

ASSESS INTERDEPENDENCIES

PROJECT SCOPING AND FEASIBILITY

PLANNING INSTALL

FINE-TUNING DESIGN / MINOR DECISIONS

CENTERPIECE

SCOPE / KEY DETAILS

CONTRACTOR

BIDS /  
BLUEPRINTS

TRIGGER

EXPLORE OTHER MATERIALS REVISED SCOPE

FRIENDS AND FAMILY INPUT

VET CONTRACTOR

TRADE INPUT AND STAMP OF APPROVAL (CAN BE RETAIL, EXPERT, OR CONTRACTOR)

INSTALLATION PROBLEMS / DAMAGECATALYST

DISCOVERIES (HGTV, BLOGS, FORUMS AND DIY SITES)

SCHEDULE WORK & ORDER MATERIALS DEMO & INSTALLATION

REALITY

FANTASY

❝�Envisioning or seeing examples of what 
the finished space will look like.❞

❝�When researching, OO discovers 
additional options, upgrades, and 
products with greatly improved 
functionality or performance.❞

❝�OO learns they can bundle 
projects together at one time, 
and enjoy economies of scale.❞

❝�After sifting through countless 
options and scenarios, finally 
landing on a feasible plan.❞

❝�Demo reveals additional design options 
(real-time design upgrades).❞

❝�Finding products that express OOs 
values, identity, style or lifestyle 
(sustainable, vintage, enviable 
luxury, etc.).❞

❝�Acquiring quality materials 
at a deep discount.❞

❝�Working collaboratively with 
spouse or family member is 
strong bonding experience.❞

❝�Showing off the finished space to 
friends and family…bragging 
rights —pure and simple!❞

❝�Conversations with friends and 
family about the project at this 
stage are warm and fun.❞

❝�Simple fear of the unknown 
and the risks associated with 
change.❞

❝�OO’s vision for the space is unclear 
or difficult to communicate.❞

❝�After sticker shock, budgetary 
constraints kick in and result 
in disappointing downsizing or 
downgrading.❞

❝�Discovering that housing codes or 
regulations will require upgrades, 
paperwork, permits, etc.❞

❝�OO struggles to land on a final 
plan or materials, suffers an 
intense fear of regret❞

❝�Desired products not within budget.❞

❝�Overwhelmed by too many 
brand choices.❞

❝�Choosing between different approaches 
offered by different sources: HGTV 
shows, You Tube, Pinterest, friends 
and family.❞

❝�Increasing budget to 
accommodate life disruption 
(hotel stays, eating out).❞

❝�Desired materials are unavailable 
or only partially available in the 
project timeframe.❞

❝�Cold feet!11th hour panic and 
competitive shopping before signing 
contracts/investing funds.❞

❝�Sticker shock! Desired product greatly 
increases installation costs.❞

❝�Product installation or 
construction must occur during 
certain time of year or day (a 
duress/repair pain point).❞

❝�Making permanent changes to the 
home is felt as a loss (changing 
spaces with memories, removing 
objects with special meanings).❞

❝�Disruption of lifestyle 
(inconvenience and expense).❞

❝�Life happens! Unexpected 
hardship experienced during 
demo/install causes delays.❞

❝�Generalized fear of the unknown…
what’s behind the wall?❞

❝�Even a problem-free installation 
requires more time, effort or 
money than anticipated or 
promised.❞

❝�Outcome doesn’t live up to 
vision and ‘space story’!❞

❝�Family spot for us to unwind, relax 
and enjoy ourselves… A place to 
grow old together…This is open. 
This one had an open feel, spacious, 
I guess that’s why I picked it, just 
doesn’t feel cramped… just a 
market place where you could talk 
across, there’s no wall preventing 
you from talking with your people 
and it’s probably noisy there. It’s 
noisy with us and family and 
friends.❞

❝�That’s big to me. You should be very careful 
to keep your home a sanctuary from all the 
outside worldly influences, especially when 
you’re raising your children and how it 
could affect them negatively…❞

❝�Filled with the things that help you relax, 
decompress and enjoy the space… your 
stuff… I want to walk in and smile.  
I want to be happy when I walk in…❞

❝�I like a lot of different kinds of things and 
this place says that… you take what you 
experience and then how do you incorporate 
that into your daily life…❞

❝�Wow, you have the nicest kitchen 
in the building…❞

❝�I’m big into research, dreaming 
and thinking and I like that 
process, I like that aspect better 
than completing the process …❞

❝�do whatever is the healthiest option to the 
extent that I can afford…environment 
matters, what you breathe matters, what 
you touch matters, even the stress of your 
environment matters…❞

❝�If you want something and you can afford it 
and it’s going to make you happy, you need 
to have it… It is now, The future is now.❞

❝�I didn’t want a lot of choppy. I wanted 
a lot of counter space, but I wanted to 
be able to use it…It’s all about finding 
what you need…❞

❝�If there’s something unappealing or 
unattractive to you, you’re not going to 
relax. It’s not going to make it the home…❞

❝�I want everything where I want it!❞

❝�This one, the untapped potential, feeling 
as though something is holding you back, 
feeling you’re being chained, tied to 
something. In many ways the basement 
is tying me down, is making me feel that 
I’m not able to break free from the chains 
that prevent me from moving forward. 
I’m locked in, I’m locked.❞

❝�…having a seat in the bathroom, 
like a lounge, maybe have a 
cocktail in there…❞

❝�I’ll read the customer reviews, I’m not 
looking at the fives or the ones, I’m looking at 
the twos, the three’s and the four’s instead.❞

❝�I think new construction can lack detail 
and interest, there’s no history.❞

❝�smart move vs. buying an expensive 
bag.… you might be able to resale 
but you won’t be making your 
money back.❞

❝�OO has freedom to choose 
products based on desires and 
vision, with few constraints.❞

INFORMATION SEEKING from the web, television or print 

media, friends, family, and trade professionals (store 

employees, contractor, etc.) is constant. This is an active 

outbound search and solicitation of information and 

ideas. The sought content evolves over time, but this 

process continues throughout the life of nearly every 

project, regardless of type or OO. OOs are seeking design 

enhancement and approval, watch-outs and advice, how-to 

ideas and specifics on performance, aesthetics and costs.  

As a result of this constant state of receptivity, OOs 

experience a number of lightbulb and serendipitous 

moments, like real-time discovery of design upgrades 

during installation.

Most OOs are not researching 

building materials, they simply defer 

the decision to their contractor, or 

to whatever option is available to 

them in the retail environment.

OOs regularly friendsource and 

research advice and tips on moving 

through the improvement process, 

whether that is DIY installation 

education, or managing onsite 

contractors. They are looking 

to avoid pitfalls and ill-informed 

decisions that they will later regret. 

PLANNING INSTALL Consider and plan for the disruption to daily life: i.e. how do we 
actually do this, organize our daily lives, 
where do we put the pets, do we postpone 
vacation? Are there other considerations: 
weather, lighting, seasonal issues, etc.

PROJECT SCOPING is a higher-level feasibility assessment based on timing, budget, codes and lifestyle considerations like amount of disruption. This process occurs simultaneously with the OOs assessment of interdependent projects and other needs or financial commitments. Budget can be a moving target when other interdependent projects are incorporated.
If working with a partner, this is often an iterative process (i.e. here’s my idea… can we do it? Do you have a better idea?) 
Part of this feasibility assessment is determining need and securing approvals from housing organization, local government and spouse.   

DECIDING THE CENTERPIECE Discovering or deciding on 

the central design point or component of the project, 

often around which the rest of the of design is planned. 

In some cases, this may be a material (i.e. blue metal roof 

tile or granite tile), but far more often it is a decor 

treatment or functional, interactive item like kitchen 

cabinets. In the preliminary journey, we identified this as 

the lightbulb moment… it is the central “YES, THAT’S 

IT!!” that fuels the overall design. 

In most cases, OO follows the 
recommendation of a contractor or 
“expert” opinion (store employee or 
someone who has used it before).

TRIGGER The first TANGIBLE ACTION the 

O|O takes that marks the or the official and 

observable launch of the project, most often:

•  Finding and purchasing the ideal Centerpiece 

item/materials.
•  Finding a great discounted price or sale on a 

suitable item/materials.

•  Initial contact of a contractor.

ORDERING, purchasing, shipping 
materials and fixtures, contracting, 
booking the install dates.

A CATALYST IS OFTEN AN UNPLANNED OR UNANTICIPATED EVENT OR VARIABLE external to the O|O that accelerates the project timing. This is often damage caused by weather or deterioriation, but can also include family and lifestyle factors like pregnancy, injury, financial windfalls, or interdependent projects, etc. 
In some cases, a catalyst (i.e. heavy rain) accelerated a repair that needed attention years ago but was neglected by the O|O.

DETERMINECOVERAGE & REQUIREMENTS For repairs, 

the financial contribution of insurance policies is of
ten 

the first feasiblity check and often the main factor 

determining scope of repairs and materials used. 

DISCOVERY OF DAMAGE Damage of structures, components or materials created or discovered during demolition.
INSTALLATION PROBLEMS ARE OFTEN:
•  Most common for DIYers: Unanticipated preparation, components, tools or reconfiguration needed to install purchased materials and components (i.e. “I didn’t know I would have to…”•  Encountering unknown or impassable surfaces or components during demo

•  Materials and measurement inconsistencies
•  Delayed, incorrect or unsatisfactory materials
Demo and installation problems often create a loop back to earlier stages of design, research, and choosing materials. 

Information Seeking Activities and Tasks

Assessments

Decisions that need to be made

Actions that need to be taken

External Influences can be…
Trade | Personal | Unexpected Events | Insurance

K E Y 
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Creating the Story. The DIYer is fantasizing about the 

project both as a renovator (enjoying the process) 

and as a homeowner (the space outcomes). They are 

imagining the planned and potential benefits, specifically new 

meaning of the space and experiences that will occur there.  

A large part of the story is the satisfaction, 

pride, cost savings, perceived quality and 

acknowledgement from others of doing the work 

themselves. For fundamentalist DIYers, this movie never 

stops playing. There are projects perpetually ripening in the 

back of their minds.

RESEARCHING PROCESS (HOW-TOS)

RESEARCHING PROCESS (HOW-TOs)

ASSESS INTERDEPENDENCIES

PROJECT SCOPING AND FEASIBILITY

PLANNING INSTALL

FINE-TUNING DESIGN / MINOR DECISIONS / IMPROVISATIONS

CENTERPIECE

SCOPE / KEY DETAILS

CONTRACTOR

BIDS /  
BLUEPRINTS

TRIGGER

EXPLORE

OTHER MATERIALS

REVISED / ENHANCED SCOPE

FRIENDS AND FAMILY INPUT

VET CONTRACTOR

TRADE INPUT AND STAMP OF APPROVAL (CAN BE RETAIL, EXPERT, OR CONTRACTOR)

INSTALLATION PROBLEMS / DAMAGEDETERMINE COVERAGE AND REQUIREMENTS

IDEATION: (HGTV, BLOGS, FORUMS, DIY SITES AND RETAIL LOCATIONS)

SCHEDULE WORK & ORDER MATERIALS

2ND ROUND DEMO AND INSTALLATION

REALITY

FANTASY

❝�OO learns they can bundle 
projects together at one time, 
and enjoy economies of scale.❞

❝�After sifting through countless 
options and scenarios, finally 
landing on a feasible plan.❞

❝�Demo reveals additional design options 
(real-time design upgrades).❞

❝�Finding products that express OOs 
values, identity, style or lifestyle 
(sustainable, vintage, enviable 
luxury, etc.).❞❝�DIYer discovers a product, 

tool or process that will 
make the job easier.❞

❝�Showing off the finished space to 
friends and family…bragging 
rights —pure and simple!❞

❝�Key influencer has a 
different vision.❞

❝�OO’s vision for the space is unclear 
or difficult to communicate.❞

❝�Discovering that the project 
vision (and benefits) is not 
feasible for the space.❞

❝�Negotiating (arguing) with spouse 
on project budget, scope and 
implementation plan. ❞

❝�Learning that project requirements 
fall outside of OO’s DIY ability❞

❝�Choosing between different approaches 
offered by different sources: HGTV 
shows, You Tube, Pinterest, friends 
and family.❞

❝�Sticker shock! Desired product greatly 
increases installation costs.❞

❝�Compromising on materials 
and products (budget, 
availability) increases gap 
between vision and reality.❞

❝�Project delays affect others in home/
functionality/living conditions❞

❝�Media severely oversimplifies 
the complexity and difficulty 
of demo and installation❞

❝�OO’s fear/nervousness about 
his/her ability to DIY.❞

❝�OO needs additional installation 
know-how, either through research 
or hiring a professional.❞

❝�Outcome doesn’t live up to 
vision and ‘space story’!❞

SATISFIED? 
DIYers tend to be very proud of their work, regardless of quality or outcome.  

There is A LOT of showing/tours of the project and celebration.

❝�Finally did it…❞

❝�Having the tools you need to be successful 
in both home building and life.❞

❝�I don’t want to make a mistake, because 
I don’t want to have to go back and redo 
something if I see something I like better.❞

❝�Brand doesn’t matter, 
Quality Does!❞

❝�OO has freedom to choose 
products based on desires and 
vision, with few constraints.❞

RESEARCHING KEY MATERIALS

1ST ROUND DEMO

DEMO PROBLEMS

CATALYST

DISCOVERIES ON HGTV, FORUMS, DIY SITES

❝�OO has freedom to choose products 
based on desires and vision, with 
few constraints.❞

❝�Receiving a stamp of approval 
from Contractor or other 
professional on the plan.❞

❝�DIY install not as difficult 
as anticipated.❞

❝�DIY delights in successfully 
completing a new task for the 
first time (new skills!)❞

❝�Satisfaction/pride in doing the work 
themselves and ensuring quality.❞

❝�Great satisfaction in finding 
affordable or simple solutions 
to installation hurdles.❞

❝�Envy/acknowledgement of 
others, even neighbors.❞

❝�Joy in being a successful 
provider or caregiver—
creating an improved space 
for loved ones.❞

❝�Special tools or product needed for 
demo for DIYer (added costs)❞

❝�DIY or contractor workmanship 
is poor quality.❞

❝�…making it your own and 
doing things to it…❞

❝�…everything we have liked 
we finally get to do…❞

❝�I think it’s really important to know 
how to do things yourself.❞

❝�I always like trying to take things 
apart and putting them back together.  
See what’s inside. Figure out what’s 
inside, or how things work.❞

❝�Making something the 
way you want it…❞

❝�We like to leave the place a better 
place for my kids and their kids.❞

❝�Does it make sense you use this 
material, or does it make sense that 
you used this shape or this layout?❞

❝�The more armed I am with the 
information, the better decision 
hopefully that I’ll end up making.❞

❝�…you start every project to this house, 
you’re going to be able to use every bit 
of those tools, will probably wear it out 
before you’re far, before you’re done.❞

M O R E  P A I N

M O R E  P O S I T I V E

M O R E  P A I N

M O R E  P O S I T I V E

Information Seeking Activities and Tasks

Assessments

Decisions that need to be made

Actions that need to be taken

External Influences can be…
Trade | Personal | Unexpected Events | Insurance

K E Y 

LEADING UP TO AND THROUGHOUT DEMO/INSTALL, 

DIYERS ENCOUNTER CHALLENGES AND ISSUES POP UP that 

required unanticipated decisions, adjustments, redesigns 

and improvisations to the plan. Devout DIYers take a “go 

with the flow” attitude, and see it as part of the beauty 

of the proces (almost like a dance)… that it provides an 

opportunity to take advantage of serendipitous moments, 

fluke opportunities, and to enhance the design real-time. 

PLANNING INSTALL Consider and plan for the disruption to daily life: i.e. how do we 
actually do this, organize our daily lives, 
where do we put the pets, do we postpone 
vacation? Are there other considerations: 
weather, lighting, seasonal issues, etc.PROJECT SCOPING For an OO DIYer are making scoping decisions 

through the lens of cost from the outset. 

Retail employess report that OO’s are “all over the place” in the 

beginning… with an idea of the desired end result but no concept 

of the building blocks required to get there. As a result, their 

feasiblity assessments are as much about learning what’s necessary 

to realize their dream as it is about determining affordability.

DECIDING THE CENTERPIECE Discovering or 

deciding on the central design point or component 

of the project, often around which the rest of the 

of design is planned. In some cases, this may be a 

material (i.e. blue metal roof tile or granite tile), 

but far more often it is a decor treatment or 

functional, interactive item like kitchen cabinets. In 

the preliminary journey, we identified this as the 

lightbulb moment… it is the central “YES, THAT’S 

IT!!” that fuels the overall design. 

For materials, DIYER MAY DO SOME PRODUCT RESEARCH, BUT ULTIMATELY FOLLOWS THE RECOMMENDATION OF AN “EXPERT” or their own experience:
• Reviews from other OOs
• Retail Employee
• Other Trade expert
•  IF there is any brand preference, it is a brand they have heard of or used before.  TRIGGER The first TANGIBLE ACTION the OO takes that marks the or the official and observable launch of the project, most often:

•  Finding and purchasing the ideal Centerpiece item/materials.
•  Finding a great discounted price or sale on a suitable item/materials.
•  OR BEGINNING DEMO!

ORDERING, purchasing, shipping materials 
and fixtures and tools if necessary.

DETERMINECOVERAGE & REQUIREMENTS For 

the extreme end of DIY, Insurance isn’t a 

factor—licensed contractors are required to 

qualify for insurance reimbursement.

DISCOVERY OF DAMAGE Damage of structures, components or materials created or discovered during demolition.
INSTALLATION PROBLEMS ARE OFTEN:
•  Most common: Unanticipated preparation, components, tools or reconfiguration needed to install purchased materials and components (i.e. “I didn’t know I would have to…”•  Encountering unknown or impassable surfaces or components during demo

•  Materials and measurement inconsistencies
•  Delayed, incorrect or unsatisfactory materials
Demo and installation problems often create a loop back to earlier stages of design, research, and choosing materials. 

DIYers are researching materials extensively primarily through online 

research and visiting retail… looking to maximize value, QUALITY AT THE 

LOWEST POSSIBLE COST. “If I’m dealing with a homeowner, then cost is first. 

He wants quality material, quality workmanship, but at the same time, to 

save money, because that’s why he’s doing it himself.”—Alex M

“KEY” MATERIALS: The interior materials they research though are largely the materials they will interact with or have aesthetic risk. For these materials, they are researching codes, product grade/quality, energy efiiciency, cost, performance, etc. There is some research on insulation because its performance is directly connected to HVAC costs.

OOs regularly friendsource and research advice and tips 

on moving through the improvement process including DIY 

installation education. They are looking to avoid pitfalls 

and ill-informed decisions that they will later regret. 

DIYers research installation tips and tricks online and from friends and family who they consider knowledgable DIYers or are in the trade. They are looking to avoid pitfalls and ill-informed decisions that they will later regret.

SOME UNSKILLED, BUT DEVOUT DIYERS EAGERLY DIVE INTO DEMO WITH INSUFFICIENT INFORMATION, MATERIALS OR PLANNING. They discover quickly that they need additional resources to continue. If resources/skills/tools needed are too great, some abandon the project indefinitely, mid-demo. Others begin to research and plan in more detail, or seek professional help.

For DIYers, 2nd round Demo and Install often proceeds more 

or less on schedule (give or take a few weeks) if the space 

is a high-function area like a kitchen or main bathroom. 

Other spaces, like basement renovations or guest bathrooms, 

can follow a series of starts and stops until “complete.” 

“Complete” because, while this stage looks like it has a 

finite conclusion, many DIYers feel their projects are on-

going works in progress, with various stages… they are 

never truly complete. There is always an enhancement or 

upgrade they are considering.
DISCOVERY OF DAMAGE Damage of structures, components or materials created or discovered 

during demolition.

INSTALLATION PROBLEMS ARE OFTEN:

•  Most common for DIYers: Unanticipated preparation, components, tools or reconfiguration 

needed to install purchased materials and components (i.e. “I didn’t know I would have to…”

•  Encountering unknown or impassable surfaces or components during demo

•  Materials and measurement inconsistencies

•  Delayed, incorrect or unsatisfactory materials

O3 Journey_DIYER.indd   2-11 10/23/16   11:47 PM
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K E Y  I N S I G H T S

1   OWNER OCCUPANTS ARE 
EMOTIONAL DECISION MAKERS. 
Home is their emotional and spiritual 
center. So when it comes to home 
improvement projects, contractors 
and product brands must address the 
emotional needs. Product specs are 
not the #1 reason to buy a product. 
Performance products that solve a 
problem OOs don’t perceive they have 
has no value.

2   HOME IMPROVEMENT PROJECTS 
ARE INTER-RELATED. Home 
improvement projects are intricately 
connected to each other through 
various factors, including life’s events, 
emotional motivation, desired self-
image, and self-fulfillment.

CONFIDENTIAL | INNOVATION AND END USER INSIGHTS | PROJECT O3 | OPPORTUNITY THOUGHT STARTERS 

D E C I S I O N - M A K I N G

GOOD BONES
Homeowners either care about the infrastructure or 
they don’t. For the most part homeowners react and 
respond to the things that they can see and interact 
with on a daily basis. For the homeowners that do care 
about the infrastructure they like to think that they are 
building their home on a solid foundation and take lots 
of care to ensure that the building products they are 
bringing into their home helps to achieve that goal. 
They want to build a solid house and make sure it is 
ready to pass along to the next generation. 

❝ We started from the bottom up. First and foremost, 
all the, what I call the infrastructure, all of it, the 
plumbing, the electrical, heating…We actually 
overbuilt the infrastructure of this house before we built 
the house.❞

How might we help the homeowners that are excited about 
infrastructure understand the complete spectrum of our 
premium products in a deeper way…

How might we help contractors learnd to identify and sell to 
customers that are excited about infrastructure…

How might we help contractors find those homeowners that 
are excited about infrastructure…

Opportunities_grm.indd   13 11/28/16   12:33 PM

R E P O R T I N G

As part of the Global Marketing days in Paris, 
France, the research was presented to over 
200+ marketing professionals from all of the 
divisions of Saint-Gobain. Workshops were 
designed to immerse the marketing teams in 
the design-thinking process, fostering a culture 
of innovation and creative problem-solving 
within all the international teams.

CONFIDENTIAL | INNOVATION AND END USER INSIGHTS | PROJECT O3 | OPPORTUNITY THOUGHT STARTERS 

U N D E R S T A N D I N G  B U I L D I N G  P R O C E S S

REPAIR, REMODEL, 
REMEDIATE, RENOVATE, 

DECORATE… WHAT? 

Contractors use a variety of phrases for the various 

types of projects they are working on and think 

that homeowners are on the same page with them. 

Yet homeowners do not always have the same 

understanding of what those terms and phrases mean 

and in the end it makes for a tense relationship and 

some awkward moments for both parties when things 

come to a head. 

❝ …there is a definite distinction between decorating to 

just make it look decent and/or good and acceptable 

in the meantime,and actually renovating to completely 

change it and bring it to what we envision…❞

How might we help contractors understand the homeowners 

language and help them use it to their advantage…

Opportunities_grm.indd   10

11/28/16   12:33 PM
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Q U A L I T Y  L E V E L S

BRAND VS PRODUCT 
For many homeowners they want to understand the 
quality levels in the building product categories. By the 
same token many of them do not see a difference and 
don’t expect there to be a quality difference across the 
brand. Many of them are actually offended that there 
is a “good”, “better”, “best” system in all the marketing 
talk. Homeowners see themselves as being unique 
and special and want to be treated as such. What 
homeowner would not want to buy the best for their 
home and their family?  

❝ …explain to her (the general contractor) that we 
weren’t looking for the good enough. You know, that we 
really wanted something to us that was special.❞

How might we not put homeowners down that can not afford 
our top of the line products…

How might we ensure that all of our products are the best  
that they can be for that sector of the population…

Opportunities_grm.indd   20 11/28/16   12:33 PM
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B U I L D I N G  P R O C E S S

I NEED A GUIDE
Homeowners do not understand the building process 
and many are simply overwhelmed when it comes to 
making the million and one decisions involved in the 
process itself. The spectrum of desired guidance ranges 
from making simple color mix and match choices to 
designing a new space to making building material choices with confidence. Homeowners want to be reassured that they are making all the right decisions 

along the process and fulfill their HGTV experience dreams!

❝ Someone came over, took all the measurements.  ‘What are you looking for? I don’t know,’ … you know, just someone to kind of hold my hand.❞  

How might we guide homeowners through the maze  of decisions that need to be made…
How might we be the “tour guide” for homeowners during  the building process…

How might we get involved with homeowners before they even know they need us…

Opportunities_grm.indd   2

11/28/16   12:33 PM

3   HOW DO YOU SHARE INSIGHTS 
WITH STAKEHOLDERS THAT 
FUNCTION VERY MUCH IN A 
SURVEY CULTURE? It was very 
clear from the beginning that the 
stakeholders from the various business 
units I was working with were very used 
to figures and percentages in order to 
make decisions.  
 
At the end of the project we identified 
57 opportunity areas. We created 
cards with the opportunity statement, 
a verbatim quote from one of the 
interviews and then finished it with a 
“How might we…” statement. We used 
these cards as the basis of starting 
the discussion and begin the ideation 
process to develop new products and 
services with each business unit.
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O W N E R 
O C C U P A N T
OPEN-ENDED Seattle

Planning a master bath 
renovation 

Contractor
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 Li Sweet Lil’ Lambs are noticeably younger, often first-time home 
buyers. They are excited and wide-eyed about home 
renovations, but they rely heavily on contractors for 
executing their vision. Often, they have yet to even 
have a clear vision of what they want in the first place, 
everything is so new to them. Like many homeowners, 
they look to trusted advisors—friends and family with 
renovation experience, contractors who know the tricks  
and techniques—for guidance and expertise.  
They enjoy the process and ask a lot of 
questions, but they often don’t know what 
questions to ask, and they are guided to 
some extent by instinct alone.

MAIN MOTIVATIONS

BRIGHT-EYED AND BUSHY-TAILED

KEY PAINPOINTS

PROJECT IMPLICATIONS

1HAS NEVER LIKED THE BATHROOM SINCE 
MOVING IN   Sara tried repainting to brighten 
up the space, but it was harder than she expected 

and even the color she chose—white—didn’t seem 
to make the bathroom any better.

2WANTS IT TO FEEL “CLEAN”  The bathroom 
countertop is tiled and the grout always looks 
dingy, no matter how much Sara scours. She 

admits she’s a bit of a clean freak: “I’m not as OCD  
as I used to be. People used to actually joke  
that they would come to my 
house and it 
would smell 
like bleach, or 
if it smelled like 
bleach, “Oh, Sara’s 
had a rough day.”

3SIGNIFYING “GROWING UP”  Sara’s career 
has been on an upslope for the past couple years,  
the kids got into a great school, and she was able 

to buy the house less than 
a year ago. She finally 
feels like she’s grown up 
from under her parents’ 
wings, and doing the 
renovation is a way to 
celebrate that.

1HAS YET TO DEFINE HER 
STYLE Sara thinks that a 
home reflects the people who 

live there, and she admits that her 
home doesn’t do that yet, because 
she’s still figuring out what her style 
is. The bathroom renovation will be a 
way to try bringing out her taste. 

2RED FLAGS WITH HER 
CONTRACTOR  This is  
Sara and Li’s first renovation, 

so they chose a contractor based on 
recommendations from friends. But 
some of his actions have given 
her pause: he’s very informal 
(handwritten plans, timeline, and a 
shopping list on a sheet of notebook 
paper), he didn’t show up on 
the planned day for start of 
work (his van was stolen, he later 
explained), and he sometimes 
has a short temper (getting 
angry when the HOA demanded 
more documentation and extra 
insurance).

3NO CLEAR VISION FOR 
WHAT HER BATHROOM 
COULD BE  Because they’ve 

never done a renovation before, they 
are relying on Pinterest for inspiration 
and Home Depot for materials and 
product supplies. They like going 
to Home Depot because they can 
pick up tiles and hold them up next 
to vanities to get a sense of what 
the space could look like. They also 
like that the number of choices 
is narrowed down. “Without 
that ‘guidance,’ so to speak, 
we would be feeling totally 
overwhelmed, and we already 
feel overwhelmed!”

Home is… “It’s family.  
It’s your safe space. It’s where 
you can relax, be yourself, just 

be comfortable, and be happy. You want 
it to reflect you and make whatever 
makes you most comfortable and happy, 
and that’s what you want to surround 
yourself with.”

Project pipeline  
After the bathroom, Sara wants to 
redo her kitchen. She got estimates for 

having both the kitchen and bathroom renovated 
together, but the cost seemed too high to tackle at 
the same time, and she and Li are still recovering 
from the costs of their wedding and honeymoon.

Project  
management 
style  

Sara sees the process as a 
collaborative relationship with 
her contractor for the design 
and layout of the space. “He’s the one that gave 
us the idea of moving the shower head to the 
back of the shower because it would be to 
code. That way we can remove the door. I just 
really collaborating with contractors. I think 
that’s fun.”

Contractor relationship  
The contractor gave them suggestions  
for which brands were better than others. 

“He gives us some sort of reference point of, 
‘Well, I’ve used NuTone fans before and they 
work great and are really quiet.’ Or, ‘don’t get 
Delta faucets or whatever because they’re no 
good, and this happened when I used it.’”  
He also expects them to do a lot of the leg work, picking 
out the fixtures and tile and vanity. “He told us,  
‘Get a sink that’s no bigger than 4 feet, and 
buy 100 square feet of tile for the shower  
and 100 for around the sink’ or whatever, and 
then Li and I would go to Home Depot and 
we’d have an idea of what to get.”

Level of DIY / exposure 
This is Sara and Li’s first renovation.  
They enjoy researching online and they  

like watching home improvement shows.  
‘’I do a lot of Pinterest. I really like 
some design shows. I love Joanna 
Gaines on Fixer Uppers. Those are  
my two big things,  
I guess.”

EMOTIONAL &  
RATIONAL DECISIONS
EMOTIONAL Sara can’t stand the bathroom the 
way it is now. She wants bright, smooth surfaces that 
don’t feel like they trap dirt. “The bathroom now is 
small, it’s cramped. I don’t like being in there. 
I don’t feel like it’s clean, per se. When you 
have peeling paint, or doors that won’t shut, 
or the countertop with tile grooves in it, it just 
never feels clean. I don’t want my bathroom to 
feel like that. I want my bathroom to feel very 
clean, like someone bleached it every day.”

RATIONAL Sara is also considering property value 
when doing the renovation. But she also knows better 
than to put a SubZero fridge in a GE neighborhood: 
“We don’t want to spend more money than it 
would raise the value up. If something would 
cost twenty thousand dollars but it would 

only raise it ten thousand, we’re 
not going to do it. It’s definitely 
important, but we want to 
definitely do things that will 
raise the value. We know that 
we need to upgrade the kitchen 
still, before we would be able 
to sell it or even rent it. Renters 
will want nicer things. We will 
be able to ask more in rent if it’s 
more modernized.”

❝�I wanted to redo the countertop tile. We lived 
in it for awhile and we thought, ‘Maybe we 
can live with it.’ We were going to stain the 
grout. I thought maybe that will update it. 
After attempting to stain the grout, and it 
has such narrow grout lines, it was a no 
go. Then we were just like, why don’t we just 
redo the whole thing.❞

❝�Because our contractor was 
referred by our friends, it was like, 
‘Okay.’ We trusted him. We were 
like, ‘Okay, we’ll just go with it.’❞

3 Kinds of approval  
INITIAL HUMP After trying to 
do a facelift as a way to refresh the 

bathroom, and it still not looking any better, 
Sara and Li decided to just go all the way with a 
renovation. They were afraid it was going to cost 
too much, and some of the bids they got were 
close to $15,000, but their friends recommended 
a contractor who could do the project for less  
than half that.

DURING THE PROJECT Sara is hoping the 
contractor will live up to his estimates for how 
much the bathroom will end up costing and how 
long it will take. Her friends that used him 
in the past vouched for his workmanship, 
but warned her that he works slowly.

LONG TERM Sara and Li work together as 
a team to decide on the appearance for the 
bathroom. They won’t settle on fixtures or colors or 
tile until both of them like something. They don’t 
want to fight over the bathroom 
renovation details, so 
they just keep looking 
until they agree on 
things.

Sweet_Lil_Lambs_r01-02.indd   1 10/19/16   11:22 PM
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O W N E R 
O C C U P A N T
OPEN-ENDED Chicago

Finishing the basement  
of his house

DIY
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Near Professionals are big DIY’ers, and highly skilled. Much of their 
motivation comes from a belief that you just can’t find contractors 
whose workmanship stands up to what the NP can do themselves.  
NPs are willing to go above and beyond: to mitigate perceived  
threat to family and home; and willing to invest up front to avoid  
hassles with sub-par products/services down the road. They are  
working for their personal satisfaction and that of their family.

MAIN MOTIVATIONS

PRACTICALLY PRO

KEY PAINPOINTS

PROJECT IMPLICATIONS

1BUDDING PASSIONS Neil feels secure  
but bored at his job, and he works from 
home about half the week, allowing 

him to see his family a lot. He wants to 
take advantage of this precious time 
he has with them.His daughters 
have shown amazing talent in learning 

to play music (drums!) and in natural science 
(bugs!), and Neil decided that he wants to finish 

his basement to create a space to foster the kids’ 
budding passions.

2NO TALENT HACKS Neil has also had bad 
experiences in the past working with contractors. 
He’s come to the conclusion that they’re either 

just no-talent hacks or they’re there to give him a song 
and dance and then rip him off. Neil grew up building 
houses with his father, and he’s confident that finishing 
his basement is something that he’ll be able to handle 
without much, if any, outside help.

3FLEXIBLE FAMILY SPACE Neil’s willing  
to invest more upfront to make sure the 
space he creates is flexible and can grow 

with his family’s changing interests. He realizes 
that drums and bugs may be the 
kids’ predilections this year, 
but that things change, 
and he wants the space 
to be able to work for 
years to come.

1THE PLUMBING 
MONSTER Adding a half-
bath in the basement is one of 

Neil’s ambitions with this project, 
but he’s apprehensive about tying 
new plumbing into the existing 
lines. He imagines breaking up 
the concrete foundation will be 
difficult, and it’s been a long time 
since he’s sweatted copper. He’s 
happy seeking advice, but 
he doesn’t want to get this 
wrong.

2A DIFFERENT ERA  
When Neil worked with his 
father building houses as a 

teen, lots of things were different: 
the tools they used, the materials 
they were working with, building 
codes. He hasn’t done much 
construction since then, just little 
projects around the house, and he 
wants to make sure the basement 
work won’t compromise the 
house or his family’s safety in 
any way. He realizes his skills may 
be a little… rusty.

3CAN’T TRUST A 
CONTRACTOR Neil also 
can’t stand the idea of 

just handing this over to 
a contractor. He sees  
them all as wham-bam, 
get-in-and-get-out as 
quickly as possible, 
without any 
attention to detail, 
and just a big 
hassle overall.

Home is… a place for  
me to express to my family 
how much I love them and want 

to support their ambitions. 
It’s a warm, nurturing 
environment, where we can 
create memories together.  
It’s where laughter is 
welcome, and doing your 
own thing, expressing 
your own ideas, and being 
creative is encouraged.

Project pipeline  
Besides the basement remodeling,  
the pool in the backyard needs  

re-plastering, and he also wants to install the 
Nest thermostat that his wife won at a church 
raffle. But the basement  
is the one that gets 
him most excited 
because he gets to 
make such a big 
difference for  
his family.

Project management style  
Very detail-oriented. His fastidiousness 
has served him well at his job, and he 

expects the success of his project will rely on this same 
attention to the fine print. He’s happy asking for 
advice, at online 
forums and with the 
old-timer pros working 
at Home Depot. He loves 
watching how-to videos on 
YouTube before getting into a 
project, just to make sure he’s 
got an idea of how things 
should go. Neil’s generally relaxed about the 
basement remodel, too, because he’s not 
under any real timeline to get it done. He 
doesn’t want it to drag on for years, but he’s 
never one to rush things.

Contractor relationship  
Skeptical at best. Thinks contractors 
are mostly out to take advantage 

of homeowners who don’t know any better 
about home renovations. Neil does know his way 
around tools and building, and he’s not afraid of getting 
his hands dirty. Neil’s debating whether to hire one at 
all to help with the basement.

Level of DIY / exposure 
Neil worked as a teen with his father 
building houses in a neighborhood in 

Chicago. He learns a lot from watching HGTV, and he 
and his wife enjoy watching House Hunters, House 
Renovations, and the Property Brothers for inspiration 
and learning what’s new in the field (styles, trends, 
tech, products).

EMOTIONAL &  
RATIONAL DECISIONS
EMOTIONAL Neil had the electric system upgraded 
to 400 amps right after he bought the house, before 
moving in, so that it could “handle anything we 
threw at it.” He admits now that that was probably 
overkill, and he was feeling overly protective of his  
new daughter and keeping the family safe.

RATIONAL The rule of three. Like a lot of 
homeowners, Neil has a strategy for finding products, 
or hiring help: pick the middle of the road. If you 
go with the cheap stuff, you’re probably conceding 
quality. If you choose the most expensive, you’ll end 
up with more than you need. The middle is where 
the value is, but you still get decent quality: “Well, I 
do my due diligence. I had the house outside 
repainted. I get at least four bids every time. 
I never take the cheapest and I never take the 
most expensive. I usually go middle of the 
road. He was in the middle of the road on four 
or five bids that I got. Because usually, to my 
way of thinking, the cheapest, you get what 
you pay for and there’s going to be problems 
and aggravation. To my way of 
thinking I want good quality 
but I don’t need gold-
handled anything.”

❝�If I know how to do something, and 
I feel pretty confident about it, I dive 
in, and I knock it out, and I have that 
confidence because I know I’m good 
at it. Just like sleep. I’ve done some 
remodeling, just personal stuff. I’ve 
helped a few people tile floors, and do 
some other things. I help my wife picking 
things out, it’s very mutual, what we do, 
everything’s 50-50. Once I start things, 
and then I see the results, I’m happy with 
them, and kind of, like, proud.❞❝�I lean more towards conservative, but the desire to 

take risk is there. I’m very calculated, I’m a math 
science person. I want that certainty, but to take  
risk you have to have uncertainty. My wife’s more 
on the risk taking side. It’s got to be a balance:  
some stability, not just willy-nilly going every which 
way, not taking risks for the sake of taking risks.❞

3 Kinds of approval  
INITIAL HUMP He’s concerned 
about tying on new plumbing lines to 

the existing ones, and he’s taking his time planning 
how to get that done right.

DURING THE PROJECT  
He really wants to do the project himself, 
without a contractor, so he’ll rely on 
YouTube and advice from Home Depot 
employees.

LONG TERM My wife will 
support me throughout the 
project, but will be more 
hands-off (she is a stay-
at-home mom, but super 
involved with her daughters’ 
day to day lives, school, planning 
activities, etc.).

NearProfessionals_r01-08.indd   1 10/19/16   10:24 PM
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Blue Segment
The blue segment is… are mostly Gen X and Boomers… and are married or with a partner.
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The blue segment values…
The Contractor Guarantee of 
satisfaction is valued significantly 
more for this segment compared to 
the Red and Purple segments. Value 
for the combination of the Contractor 
Guarantee and 20% Discount are what 
distinguish them. They value having 
the Design Included by the materials 
manufacturer at no extra cost more 
than the Reds and Purples and almost 
as much as the Greens. 

They value the 20% discount more 
than the Greens and Reds,  
but less so than the Purples.

BU What’s Important  
in order of importance…

1   ROOFING—Severe Weather Resistance, 
Lasts a Lifetime

2   SIDING—Lasts a Lifetime, Storms  
of all Magnitudes Resistance, Not Stain 

3   DRYWALL—Mold Prevention,  
Super Strength, Noise Reduction

4   INSULATION—Warmth, Lower Energy 
Cost and Energy Consumption

5   DROP CEILING—Long Lasting,  
Not Warping, Access to What’s Above

Has a household income of…

46%

$50K–$100K

33%

$100K–$150K

18%

$150K–$250K

6%

>$250K

Project Categories the blue segment  
has or will undertake… 

and who will do the work…

22%
Heating  

& Cooling 19%
Decking,  

railing, fencing 17%
Digital  

connectivity

7%
Drop ceilings6%

Smart home 
Retrofit

Perceptions…
❝ I want to connect with 

a certified contractor  

who guarantees my satisfaction.❞

76%

55%

Fully contracted

34%

Did or will do some of the work themselves

Did or will do the work themselves

68%
<$50K

…68% within  
the blue segment  
have projects  
costing <$50K

Where they are in the process…

P L A N N I N G I N  P R O C E S S D O N E

% CUSTOM HOME 8% 3% 7%

% RENOVATION  
& REMODEL 44% 11% 18%

ADDITION 5% 2% 2%

Contractor Performance Index…
What the best do best  (Higher numbers are better)

1.19 Excellent Workmanship
  .47 Understanding the Vision 

Attitudes…

Difficulty Index…
What’s important and difficult to achieve (Higher numbers are more difficult)

.94  New Functionality and Utility to Increase Convenience  
and Ability to do More in the Home

.27 More Meaningful Connections Among My Family and Guest

74%

M
ar

rie
d

98%
currently own  

their home

72% 71% 69% 68%

49%
46%

60%

Overwhelmed by Product and Material Choices

Mfg Websites

Warranties

Contractor 
referrals from 
Friends

Credentialed 
Contractor

Branded 
Product 
Premium

Mfg Should Help 
Find a Contractor

Builder/
Contractor 

Should Make 
Material 

Decisions 

KEY  Ceilings |  Gypsum |  Insulation |  Roofing |  Siding

21%
of the total population

58%
Flooring

T H E  B E N E F I T  T H E Y  V A L U E  M O S TALL DISCOUNTS

12%

53%
Light  

Fixtures

53%
Wall Finishes52%

Roofing 49%
Kitchen &  

Bath fixtures

49%
Insulation

43%
Electrical

43%
Trim &  

moulding
41%
Cabinets 39%

Plumbing38%
Siding 36%

Doors 33%
Appliances 31%

Windows or 
skylights

18%
Garage,  

garage doors
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73%
Drywall

56%
Wall Finishes

56%
Light  

Fixtures
54%
Insulation

Red Segment
The red segment is… are mostly Gen X and Boomers… and are married or with a partner.

60%

40%
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The red segment values…
Doing the work themselves to have 
more control and save money (DIY)  
is the most distinguishing value for 
this segment. Reds are least motivated 
by the Contractor Guarantee of 
satisfaction, at a similar level to the 
Purples. They value the 20% Discount 
more than the Greens, but much less 
than the Blues and Purples.   

BU What’s Important  
in order of importance…

1   ROOFING—Lasts a Lifetime,  
Severe Weather Resistance, Appearance 
Enhancement, Color I Want

2   SIDING—Lasts a Lifetime, Storms of  
all Magnitudes Resistance, Design the  
Makes My Home Look Like New and Not Stain, 
Color They Want 

3   DRYWALL—Mold Prevention,  
DIY Installation

4   INSULATION—Warmth, Lower Energy 
Cost, Energy Consumption

5   DROP CEILING—It’s just a Ceiling,  
DIY Installation, Long Lasting, Access  
to What’s Above

Has a household income of…

54%

$50K–$100K

31%

$100K–$150K

12%

$150K–$250K

2%

>$250K

Project Categories the red segment  
has or will undertake… 

and who will do the work…

28%
Appliances

19%
Heating & 

Cooling

15%
Decking, railing, 

fencing 14%
Digital  

7%
Drop ceilings

2%
Smart home 

Retrofit

Perceptions…

❝ I want to do more of the work myself,  

giving me more control  

and saving money.❞

76%

13%

Fully contracted

56%

Did or will do some of the work themselves

32%

Did or will do the work themselves

78%
<$50K

…78% within  
the red segment  
have projects  
costing <$50K

Where they are in the process…

P L A N N I N G I N  P R O C E S S D O N E

% CUSTOM HOME 4% 3% 4%

% RENOVATION  
& REMODEL 42% 18% 20%

ADDITION 2% 2% 6%

Contractor Performance Index…
What the best do best  (Higher numbers are better)

1.10 Excellent Workmanship
  .49 Understanding the Vision 

Attitudes…

Difficulty Index…
What’s important and difficult to achieve (Higher numbers are more difficult)

.87  New Functionality and Utility to Increase Convenience and 
Ability to do More in the Home

.27 The New Space Reflects Me

76%

M
ar

rie
d

97%
currently own  

their home

73% 71% 69% 68%

48%

35%

60%

Overwhelmed by Product and Material Choices

Contractor referrals 
from Friends

Want More 
Education 
from the 
Building 
Materials Mfg

Using Building Materials 
Mfg Credentialed 
Contractors is Important

Warranties

Branded 
Product 
Premium

Mfg Should Help 
Find a Contractor

Builder/
Contractor 

Should Make 
Material 

Decisions 

T H E  B E N E F I T  T H E Y  V A L U E  M O S T

DIY

KEY  Ceilings |  Gypsum |  Insulation |  Roofing |  Siding

34%
of the total population

56%
Flooring

49%
Trim &  

moulding 46%
Kitchen &  

Bath fixtures43%
Electrical42%

Roofing 41%
Cabinets 39%

Plumbing37%
Doors35%

Siding

26%
Windows 

11%
Garage, 

garage doors
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64%
Drywall

54%
Flooring52%

Wall Finishes
52%

Light Fixtures

47%
Insulation 46%

Trim &  
moulding

45%
Roofing

Green Segment
The green segment is… are mostly Gen X and Boomers… and are married or with a partner.

56%

44%

17%
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27% The green segment values…
Eliminating Embarrassment from 
their current space most distinguishes 
Greens. This segment and the 
Blues share value for the Contractor 
Guarantee of satisfaction similarly. 
Compared to the other segments,  
they are least motivated by every  
level of discount.  

BU What’s Important  
in order of importance…

1   ROOFING—Lasts a Lifetime,  
Severe Weather Resistance

2   SIDING—Lasts a Lifetime, Storm  
of all Magnitudes Resistance, Color I Want  
and Not Stain and Design that Makes  
My Home Look New. 

3   DRYWALL—Mold Prevention,  
Super Strength, followed by It’s just a Wall, 
Noise.

4   INSULATION—Warmth, Lower Energy  
Cost and Energy Consumption, Mold 
Resistance.

5   DROP CEILING—Long Lasting,  
No Warping, Soundproofing, Does Not  
Discolor, Access to What’s Above.

Has a household income of…

42%

$50K–$100K

35%

$100K–$150K

16%

$150K–$250K

7%

>$250K

Project Categories the green segment  
has or will undertake… 

and who will do the work…

43%
Kitchen &  

Bath fixtures
42%
Electrical 39%

Cabinets 38%
Plumbing 37%

Doors36%
Siding

31%
Windows or 

skylights
30%
Appliances

21%
Heating  

& Cooling
20%

Decking, railing, 
fencing 17%

Digital  
connectivity 16%

Garage,  
garage doors

7%
Drop ceilings 5%

Smart home 
Retrofit

Perceptions…
❝ I want to work with a contractor who does high quality work  

and has the qualifications to make my home what I want it to be.  

I want a contractor who is quality minded and communicates  

with me a when I need them in a way I them. Trust is not a factor  

since if they meet these criteria they are obviously trustworthy.❞

77%

47%

Fully contracted

40%

Did or will some of the work themselves

13%

Did or will do the work themselves

66%
<$50K

…66% within  
the green segment  
have projects  
costing <$50K

Where they are in the process…

P L A N N I N G I N  P R O C E S S D O N E

% CUSTOM HOME 7% 4% 8%

% RENOVATION  
& REMODEL 34% 11% 25%

ADDITION 7% 1% 2%

Contractor Performance Index…
What the best do best  (Higher numbers are better)

1.27 Excellent Workmanship
  .52 Being a Trusted advisor 

Attitudes…

Difficulty Index…
What’s important and difficult to achieve (Higher numbers are more difficult)

.80 Increased Property Value 

.28 The New Space Reflects Me 

73%

M
ar

rie
d

98%
currently own  

their home

73% 73% 71% 69%

51% 50%

69%

Overwhelmed by Product and Material Choices

Friends, Family or Personal Contact 
Refer the Best Contractors

Supplement  
Warranties

Using Building Materials Mfg  
Credentialed Contractors is Important

Value the Building 
Mfg Websites as a 
Tool for Inspiration

Want More Education from  
the Building Materials Mfg

Mfg Should Help 
Find a Contractor

Builder/
Contractor 

Should Make 
Material 

Decisions 

of the total population

T H E  B E N E F I T  T H E Y  V A L U E  M O S T

CONTRACTOR GUARANTEE

KEY  Ceilings |  Gypsum |  Insulation |  Roofing |  Siding
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65%
Drywall

55%
Wall Finishes

Purple Segment
The purple segment is… are mostly Gen X and Boomers… and are married or with a partner.

53%

47%

22%
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19% The purple segment values…
Value for all the discounts above 
anything else differentiates this 
segment. They are extremely price 
sensitive. Having more control and 
saving money by doing the work 
themselves (DIY) is valued next but 
far less than the discounts. They are 
distinct in the low value placed on 
being about to successfully express 
Who I Really Am on the inside. 

BU What’s Important  
in order of importance…

1   ROOFING—Severe Weather Resistance, 
Lasts a Lifetime, Appearance Enhancement, 
and Not Stain

2   SIDING—Lasts a Lifetime, Storms  
of all Magnitudes Resistance, Color They Want 
and Not Stain 

3   DRYWALL—Mold Prevention,  
Super Strength, followed by It’s just a Wall. 
Noise Reduction, DIY Installation and  
Super Strength

4   INSULATION—Warmth, Lower Energy 
Cost and Energy Consumption.

5   DROP CEILING—It’s just a Ceiling,  
DIY Installation, and Soundproofing follow

Has a household income of…

49%

$50K–$100K

30%

$100K–$150K

18%

Project Categories the purple segment  
has or will undertake… 

and who will do the work…

20%
Windows or 

Skylights 17%
Decking, railing,  

fencing

9%
Drop ceilings

5%
Smart home 

Retrofit

Perceptions…
❝ Just talk to me about  

the discounts!❞

79%

29%

Fully contracted

46%

Did or will some of the work themselves

26%

Did or will do the work themselves

…73% within  
the purple segment  
have projects  
costing <$50K

Where they are in the process…

P L A N N I N G I N  P R O C E S S D O N E

% CUSTOM HOME 5% 2% 2%

% RENOVATION  
& REMODEL 29% 11% 15%

ADDITION 3% 1% 1%

Contractor Performance Index…
What the best do best  (Higher numbers are better)

1.17 Excellent Workmanship 
   .43 Understanding the Vision

Attitudes…

Difficulty Index…
What’s important and difficult to achieve (Higher numbers are more difficult)

.94  New Functionality and Utility to Increase Convenience  
and Ability to do More in the Home

.27 More Meaningful Connections Among My Family and Guest

77%

M
ar

rie
d

98%
currently own  

their home

73% 72%
69%

66%

49%

40%

55%

Overwhelmed by Product and Material Choices

Contractor Referrals 
from Friends

Mfg Websites
More Education

Warranties

Branded 
Product 
Premium Mfg Should Help 

Find a Contractor

Builder/
Contractor 

Should Make 
Material 

Decisions 

of the total population

T H E  B E N E F I T  T H E Y  V A L U E  M O S T20% DISCOUNT

KEY  Ceilings |  Gypsum |  Insulation |  Roofing |  Siding

18%
Heating  

& Cooling

53%
Flooring 51%

Light Fixtures47%
Insulation

47%
Kitchen &  

Bath fixtures
46%

Roofing44%
Trim &  

moulding 41%
Electrical 38%

Plumbing
38%
Cabinets

32%
Siding

32%
Doors

26%
Appliances

14%
Digital  

connectivity

11%
Garage,  

garage doors

4%

>$250K

$150K–$250K

73%
<$50K

R E S E A R C H  I M P A C T

Developed the first ever segmentation model 
for CertainTeed as whole as well as refining the 
segmentation model for each business unit. 
Netted out 4 distinct segments.

6 personas were developed from the 
segmentation model and the additional detailed 
information gathered from the Phase III in-home 
interviews.

Each business unit is taking a different 
approach to the research findings. The business 
unit that has taken the defined opportunity 
areas to heart has been siding—3 patents 
have been filed for new designs and a product 
roadmap for the next 18 months has been 
created.
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Owner Occupants in our study...

CONFIDENTIAL PROJECT O3 SEGMENTATION DEMOGRAPHICS 

Skew female… are mostly Gen X and Boomers… and are married or with a partner. They are mostly Caucasian...
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...closely mimicking US census data.

US Census 2014

Owner Occupant Involvement

Brand recognition

Number of projects respondents have performed What motivates people to build and renovate?

PC vs. mobile

Overall project budgets above $25,000 only accounted for about 
a third of respondents, which aligns with household incomes.

Where they live Where in the US

Average time to 
complete the survey

Survey parameters for 
recruiting owner occupants

In the last year or planning in the 
next 6 months:
INSTALLED AT LEAST 1 OF THE 4 
CORE PRODUCTS
• Gypsum
• Insulation
• Siding
• Roofing or
• Purchased a new home

Nearly a third of people taking our 
survey did so on a mobile device 
(either tablet or smartphone).

DIY vs. Contractor

Twice as many people wanted at 
least some hand in working on 
their project—to save money or 
to feel more connected to their 
home —as those who said they 
would contract out all the work.

Many people have worked on or planned 
to work on their projects, with varying 

degrees of ambition.

• 20%  >4 product categories
• 30%  2–3 product categories
• 40%  1 product category
• 10%  fall as they will

Mix of ages 25–75 years old 
with minimum:
• 20%  Millennials (25–32)
• 20%  Gen Xers (33–50)
• 20%  Boomers (51–69)
• 40%  fall as they will

• Live in a city or suburban 
neighborhood (not a farm  
or rural area)

• High school graduate
• Employed or a homemaker
• Own their current home  or
• Renting in contract to purchase
• Minimum 10% DIYers

Education

Single family in subdivision

Single family detached not in subdivision

Single family attached townhouse not in subdivision

Multiple family detached or attached (1–4 units)

Condominium or cooperative (<5 stories)

Mid-rise condominium or cooperative (5–20 stories)

High-rise condominium or cooperative (>20 stories)

Apartment community

Mobile home

Perceptions…

My house is:

Where they are in the process…

P L A N N I N G I N  P R O C E S S D O N E

CUSTOM HOME 6% 3% 5%

RENOVATION  
& REMODEL 40% 14% 21%

ADDITION 6% 3% 2%

75%

M
ar

rie
d

Household incomes

49%

$50K–$100K

30%

$100K–$150K

18%

4%

>$250K

$150K–$250K

72%

23min.

50.6%

40.1%

4.8% 29% 71%

1.8%

1.8%

0.5%

0.2%

0.1%

0.0%

Advanced
degrees

4-year
degrees

Trade or vocational 
school

Some college

High school diploma6%

19%

7%

25%

43%

21%34%

45%

Share the work with a contractor

Contract out all work Totally DIY

98%
currently own  

their home

$2.5–10K $10–25K $25–50K $50–1000K

>$1000K
39% 29% 16% 10% 6%

Design process 87%

Materials  
selection 76%

Demolition 35%

Installation & 
construction 47%

68 are highly educated, 
with a quarter holding 
advanced degrees.

Pacific

Mountain
West North 
Central

West South 
Central

East South 
Central

East South 
Central

East North 
Central Middle 

Atlantic

New 
England

17%

7%

6%

9% 5% 20%

16%
16% 4%

13%

6%

3%

62%

17%

When asked to name the building materials brands used in their renovations, 
only around half of respondents knew whose products they were using.

Few people surveyed indicated they were familiar with the CertainTeed name.

27% 73%

Drywall

More than 5

Keep up with friends and neighbors

Accomplish something special

Five Create a space of which I can be proud

Create a space that’s worthy of who I am

Four Increase the comfort and security of my loved ones

Fulfill my sense of purpose

Three Take better care of my family

Express who I really am on the inside

Two
Create a space that reflects my hard work

Alleviate pain and embarrassment

This is the first one!
Entertain friends and family

Build memories

UnfamiliarUnfamiliar

Roofing

Vinyl siding

Insulation

Drop ceilings

46%

56%

58%

59%

66%

a dynamic 
space❞ 32%

❝  

a safe place 
to raise my 
family❞ 77%

❝  

an extension  
of myself ❞ 50%

❝  

a sanctuary❞69% ❝  

a place for 
entertaining❞

57% ❝  

24%

1%
2%
2%
3%
3%

5%
6%
7%
7%

13%
23%
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O W N E R 
O C C U P A N T
OPEN-ENDED

Brooklyn
Green

1 year along in restoring and remodeling their townhouseContractor

AGE
HOMEOWNER

MARRIED

PROJECT 

REGION35
 36

Brownstone

Urban
SEGMENTATION
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Principled Artists home renovations  are not driven by recognition  or acknowledgment from others. They are doing these projects for themselves, often with painstaking attention to detail. PA’s value the integrity of authenticity— reproductions or imitation  won’t do. They are good at planning and research, and are willing to spend extra to achieve their vision.

MAIN MOTIVATIONS

DESIGN INTEGRITY, FOR ME

KEY PAINPOINTS

PROJECT IMPLICATIONS

1 I’VE MADE IT! Patricia has seen wild success with the company she built from the ground up, and she wants to celebrate her accomplishments by restoring and renovating her beautiful old brownstone that she and her husband purchased 3 years ago. They both work long hours, so they’re relying on contractors for the majority of the work, but they are definitely “art directing.” She’s a type-A, detail-oriented, high energy woman, while her husband is more low key and relaxed, and they both say they balance each other out, especially with the renovation.

2 FAMILY AND FRIENDS TOGETHER  Patricia wants to create a bright, safe, healthy place for her daughter, Eva, to grow, unlike that which either Patricia or her husband had growing up. For Patricia, this means a warm, family-centric home filled with books and music and friends. Many of Patricia’s friends work in the start-up scene, too, and have children of their own around Eva’s age, so Patricia’s house has become a de facto place for both kids and adults to hang out on weekends, despite the ongoing renovations.

3 FOR MY PAPI! Patricia also wants to  eventually turn her house into a place where her father can live, probably in the basement apartment. He’s a widower living alone way out in Queens, and while they talk on the phone almost every day, they don’t get to visit each other often. It’s important to Patricia that her daughter grows up around a multi-generational family and appreciate her family history.

1 DRIVING WITH BLINDERS ON and not knowing how much the renovation will truly end up costing. “First we were like, ‘I hope this isn’t really expensive!’ Then we said, ‘I hope we can afford our taxes!’ Now we’re like, ‘I hope this doesn’t bankrupt us!’ It’s been a big year of us writing monster checks, so I had to let it go, and we had faith that it was going to be okay.”

2 DELAYS AND 
MISCOMMUNICATION  The Brooklyn housing market is booming right now, and it’s been hard scheduling subcontractors because of the demand. Patricia sees just how much work is ahead of them, and while she’s realistic about construction taking awhile, she doesn’t want to live in a renovation forever. “I’m sure I got on my contractor’s nerves, because I would send emails like, ‘There’s a little hole. It’s an 18th of an inch wide.’ I’m not going to not tell him. We paid him, and I was nice about it. He got on my nerves a few times, too, because he was a little unreachable a few times.”

3NOISE AND DUST   “Once construction got started, dudes were showing up at 7am everyday. Our front door had a lock box hanging on it and everything. Every morning we would hear brrrrrrt at 7am, and were like, ‘Oh, I guess those guys are here.’ Then they would start working and running their crazy equipment and be listening to their hair metal. They were all cruising around our house. I felt like it was one of those things. If we can get through this then our marriage is super fine, and it still is!”

Home is… comforting, supportive and conducive to their lifestyle and quality time together with loved ones; home is a place filled with meaningful objects that also link them to their family history and loved ones; home has become a place for her Brooklyn friends to gather and share ideas about the forefront of the start-up / tech culture.

Project pipeline  Patricia’s brownstone is an ongoing project. They wanted to finish their basement apartment first so they could have a steady income from a tenant. For their house’s renovation, they started at the top floor and are working their way down, but it still requires small amounts of construction on every floor because of new wiring and plumbing and HVAC. It’s been ongoing for the past year, and they expect it will be about another year and a half before it’s  totally done.

Project 
management style  A meticulous project manager, she’s detailed and highly organized. Patricia saved all the different versions of the blueprints (four drafts and the final) as well as all the product spec sheets, proposals, receipts, and documents. She has folders of inspiration images, communications with contractors, timelines, etc. on her laptop. She’s even been visually documenting the entire process so she  can eventually print it in a professional photo book.

Contractor relationship  Patricia’s contractor had her choose and purchase most of the fixtures, vanities, appliances, but she’s not a pro and she wanted confirmation from him that she was getting the right things: “I was constantly emailing him with like, ‘For the tub, we want to have this. Ideally, if possible, we’d love to have the rain shower we purchased installed in the ceiling, and then the diverter can either go on the exterior or, if not to code, possibly on the wall that backs up to the office.’ Which is what we did. I would send him, ‘We want to do a wall-mount sink.’  I took pictures from Pinterest to show him what we were talking about, and then pictures of the old sink we were getting rid of. I was down to, ‘Hey, what kind of P-traps should I get? How many should I get?’ I’m fine doing that. I’m comfortable with that.”

Level of DIY / exposure Patricia has enough renovation experience to know she doesn’t want to try tackling the restoration / renovation herself. Three years ago, Patricia and Arney renovated the basement of their brownstone to function as a 1-bedroom apartment that they could rent out. They got most of the construction knowledge from YouTube videos, and plumbing help and a lot of general construction advice from a contractor who had done work on their neighbor’s house.  It was a huge learning experience for  them, and not one that they want  to repeat.

EMOTIONAL &  RATIONAL DECISIONS
EMOTIONAL Patricia wants her home to impress by being unique and memorable, to show that thoughtfulness and intentionality clearly went into  the process.

We want it to be impressive and kind of, “Oh!” Like when you walk into it you say, “Oh, this is unique.” You know, something you would remember, not just like someone with another house. Like a cookie cutter. When someone does a tract home, that’s impressive in some ways, like, “Look you’ve got a triple tall ceiling,” or, “the floor plan, you chose this stuff.” But I want my house to be impressive in a different way that’s like, “Oh, you guys really put some care into building this.”
RATIONAL Patricia is driven to take precautions around the house based on the safety and well-being of her daughter. She uses a table salt-based bug killer, she cleans surfaces with a water-vinegar solution, and she uses a Nest camera to watch over her daughter and the nanny when Patricia is at work.  “I think Arney understood it, too, because it  was a cool gadget, but I was like, ‘This’ll be good.’ At first I was really worried Eva was going to get into stuff or hurt herself. I don’t know.  I’m like a paranoid mom, I guess. It’s also just a cool tech gadget, kind of cool to have.”

❝�I just think our renovation is all about character and making artistic choices or making meaningful choices. I think when you make art, if you make intentional choices then things become beautiful and interesting. I turn away from things that seem obvious if I can. I like interesting oblique choices.❞

❝�They didn’t have to paint the inside of the antique claw foot 
tub or glaze it because it was actually in amazing condition. 
They were like, ‘As long as you’re okay with it not looking 
like brand new porcelain.’ Obviously it has some minor age 
to it because of how old it is, but I’m like, ‘No, that gives it 
character. Leave it.’ And then I found a great antique mirror 
at the Brooklyn Flea, which is like a monthly thing they have 
here. I purposefully wanted the one that had a little bit of age 
to it, that has that old kind of faded look to it.❞

3 Kinds of approval  INITIAL HUMP Renovating the basement apartment —mostly by themselves—gave them a huge appreciation for how much work goes into renovating. They realized how much—and how little—actual work they wanted to do for the top 3 floors of their brownstone.DURING THE PROJECT Patricia’s contractor, Horatio, stops by the house at least once every day to check on progress, which Patricia appreciates. She also likes how insistent he is about his subs keeping the house as clean as possible throughout the project. But she wishes he was more communicative and was quicker responding to her emails. 
LONG TERM Patricia’s husband is Patricia’s rock. Always there to calm her down when she starts feeling overwhelmed. Patricia does more research on aesthetics, but each have veto power when making final product decisions.
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Breakthrough Case Study Snapshots…
B L A C K  E N T R E P R E N E U R S H I P 
S E G M E N T A T I O N  A N D  
P R E D I C T I V E  M O D E L

Studied implications, impediments, 
experiences, and opportunities to address 
the disparity between a 22% NYC Black 
population as compared to only 2% of Black 
business ownership. The study learnings 
provided input into our SBS policy and program 
recommendations. 

Learnings were generated from:
	● Secondary Research

	● Qualitative Exploration including interviews 
and focus groups

	● Quantitative Online Surveys of Black NYC-
based current and future business owners 
and non-Black NYC-based current and 
future business owners. 

The Black entrepreneur and business owner 
insights defined anxieties, aspirations and 
barriers to Black-owned business formation 
and growth. These findings also informed our 
segment profiles and KPIs defined by concepts 
developed from survey and Agile exercises. 

Survey responses of non-Black and non-
NYC business owners served as controls 
for comparison to the NYC-based Black 
entrepreneur and business owner responses. 

https://www.nyc.gov/assets/sbs/downloads/
pdf/about/reports/benyc-report-digital.pdf

X E R O X  M A R K E T  
P E N E T R A T I O N  S T R A T E G Y

	● PROBLEM Introduce a low-end 
multifunctional printer in emerging markets.

	● SOUTION Conducted a global survey, 
utilized data analytics to determine pricing, 
positioning, and key product features.

	● BENEFIT Defined the go-to-market 
strategy that successfully penetrated the 
Brazilian and other emerging markets.

C U S T O M E R  S E G M E N T A T I O N 
A N D  C O N V E R S I O N  F O R 
L E A D I N G  I N F O R M A T I O N 
S E R V I C E S  C O M P A N Y

	● PROBLEM An information services client 
was interested in accurately measuring 
the usage of its products across different 
customer segments in addition to 
establishing a robust segmentation scheme. 
Client also wanted to estimate conversion 
likelihood of leads generated from their 
sales/marketing efforts.

	● SOUTION Developed probabilistic 
segmentation via Latent Class Analysis. 
Developed conversion model via hybrid 
Genetic Programming and Statistical model.

	● BENEFIT Increased effective tailored 
messaging to different cohorts of the 
prospect base delivering 35% increase in 
conversion rate among this population.

S A M P L I N G  O F  
P A S T  C L I E N T S

	● Aon

	● Bloomberg

	● CertainTeed

	● Chicago Tribune

	● The Dow Jones Company

	● DuPont

	● Exxon

	● The New York Times

	● Macy’s

	● McDonald’s

	● Memorial Sloan Kettering

	● MTA

	● NYC Dept. Small Business Services 
Business Preparedness and Resiliency 
Initiative

	● Philip Morris

	● Ralph Lauren

	● Stanford University

	● Xerox


