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From
DIY

Dabblers to 
Confident 
Can-Doers

How Home Improvement Brands Can
Connect with the New Generation

of COVID-Compelled DIYers 



What’s 
behind the 

Burgeoning 
DIY Boom?

And more importantly, will it last?



Last March, our previously-packed calendars were wiped clean of potlucks, pro sports, 
and spring break getaways. To fill the void, many folks turned to home improvement 
projects, trading in their concert tickets for cans of paint, and dinner reservations for drill 
bits. 

In fact, 77% of people in 2020 took on at least one home improvement project—everything 
from light gardening to full-scale remodels—up from 68% in 20191. This led home centers, 
hardware stores, garden centers and building materials suppliers to see the greatest sales 
growth of all retail categories. While the overall U.S. economy retreated, Home Depot’s 
same-store sales shot up 25%2 and Lowe’s up 30%3.

For DIY brands—retailers, hardware and CPG manufacturers—it is imperative to 
understand what to expect from consumers as things slowly return to normal. While 
the DIY surge may have been sparked by a specific, temporary historical event, we 
may be witnessing the emergence of a new generation of DIY enthusiasts who plan to 
continue their DIYing—if their newfound passion is properly nurtured. 

The “what” behind this DIY boom is clear, but for DIY brands to really plan for the future, we 
need to understand the “why” as well. In this original research report, we’ll pull back the 
curtain on some surprising learnings about the newly-invigorated home DIYer, including:

• The shift away from projects spurred by necessity or cost-savings
• The personality types of the DIYer, and how they shape their approach, choice of 

projects, category opportunities, and future intentions
• The pace of growth in skills and project complexity that keeps DIYers motivated (and 

buying!)
• The role DIY plays in relationship development and self-expression
• The factors that could stop this DIY boom if brands don’t adapt post-COVID 

Read on to discover a lot of good news for brands in this sector, some challenges that lie 
ahead, and strategies you can employ today that will help your brand continue to grow for 
years to come. 

1      Retail Dive, The rise of the home improvement sector — and where it could go next, May 2021
2    CNBC, Home Depot earnings beat as shoppers focus on home, retailer to make pandemic pay raises permanent, November 2020
3    CNBC, Lowe’s shares tumble as earnings fall short despite robust sales gains, November 2020



What’s
Covered
Within?

First, if you have limited time to peruse, we’d recommend going straight to the “Different 
types of DIYers” and “DIY on the Horizon” sections for the most distilled insights, 
takeaways, and recommendations from our research.

But if you’re ready to fully dig in, here’s what we’ll cover:
• Our Research Method
• Who’s Doing the DIY?: Top-Line Takeaways of the DIY Newcomer
• A Perfect Storm Whips Up Sawdust: Understanding the factors that fueled the fire
• Keeping the Tank Full: The must-know factors that motivate, and will continue to fuel, 

these DIYers
• Different Types of DIYers: An intro to two distinct COVID-era can-doers

• Meet the Exacting Engineers
• Meet the Ambitious Artisans

• When DIY Met “Heal Thyself”: DIYers saw the power of hands-on to improve general 
well-being 

• Building Bonds: Projects helped couples and families connect during COVID
• DIY on the Horizon: Unexpected circumstances paved the way for a lifetime of DIY
• Recapping the Opportunities Ahead for DIY Brands



our
researcH
METHOD

At Planet, we are passionate about people’s pastime pursuits, and the brands that 
support them. So after seeing this growing wave of individuals discover a new DIY 
passion, we were driven to uncover the contents of their hearts and minds. 

Our methodology consisted of reviewing and analyzing existing market research, followed 
by a quantitative study, qualitative research, and synthesis of all inputs. Observations, 
insights, and recommendations followed.

Original Research Phase 1

In August 2021, we surveyed 405 U.S. adults aged 21–45 who reported that they 
increased their DIY activity during the pandemic. We chose this age group because 
of their likelihood to be in the earlier stages of their DIY and home ownership journey, 
providing an important opportunity for DIY brands to catch their attention and earn a spot 
in their workshop and toolbox.

Original Research Phase 2

Once we analyzed the survey results, we conducted virtual in-depth interviews with 
individuals who represented different types of DIYers based on what we learned in our 
survey. Participants were carefully selected to represent a range of different backgrounds 
and projects, and gave us a deeper understanding of these newly-invigorated DIYers.



Who’s Doing 
the DIY?

Top-line takeaways of the DIY newcomer



For reference as you’re reading this report, here’s how these new DIYers stack up 
compared to the general population of 18–45 year olds: 

• slightly more likely to be married females with small households
• solidly middle class (much less likely to have a household income under $30,000 or 

over $100,000)
• much more likely to own their home
• much more likely to be employed full-time
• much more likely to hold a bachelor’s degree or higher
• much more likely to hold jobs that went remote during the pandemic

Children Living at Home

47% Zero
24% One
18% Two
11% Three+

Marital Status

63% Married
31% Single
5% Divorced or Separated
1% Widowed

Ethnicity

65% White

11% Asian

10% Hispanic, Latino or Spanish

10% Other / Prefer Not To Say

9% Black or African American

4% American Indian or Alaskan Native



Brands should prospect like it’s 1849

Since many COVID-DIYers were inexperienced in the world of home improvement prior to 
starting their pandemic projects, they haven’t yet been heavily influenced by DIY brands. 
Consider turning your attention to prospecting: become their favorite trusty toolbox 
brand before your competition beats you to the punch. Experienced DIYers have already 
established their favorites, but these newbies are still ripe for the picking.

Household Income

Average HHI: $57,500

7% Under $15,000
9% $15,000-$29,999
18% $30,000-$49,999
19% $50,000-$74,999
19% $75,000-$99,999
16% $100,000-$150,000
12% $150,000+

Home Ownership

66% Own
34% Rent

Employment Status

70% Employed full time
13% Employed part-time
8% Not employed - looking for work
1% Retired
8% Not employed - Homemaker or 
Stay-at-home Parent

Education

5% No HS Diploma
11% HS Diploma
16% Some College
8% Associate’s Degree
34% Bachelor’s Degree
21% Master’s Degree
2% Professional Degree
3% Doctoral Degree



COVID-19: 
A Perfect 

Storm Whips 
Up Sawdust

Understanding the factors that fueled the fire



In normal circumstances, many factors can push a person to take on more DIY projects. 
The COVID-19 pandemic brought many of those triggers into overlap in short order, driving 
an unprecedented, widespread behavioral shift that would not have happened so rapidly 
otherwise.

Necessity is the Mother of Construction

Stuck at home with few options, these DIYers discovered their handy side through 
necessity. Some common projects involved converting extra bedrooms into home offices 
and garages into makeshift gyms. For a far wider crowd, completing one inaugural project 
was the first snow flurry that became an avalanche of home projects pursued primarily for 
pleasure. (See “They walked before they ran” below for more about these DIYers’ specific 
COVID-era projects) 

Brands should use 
social media to inspire 
first, sell later

These DIYers value social media 
much more for inspiration than for 
product recommendations. Develop 
a robust content strategy that 
aims to inspire projects rather than 
promote products. 

(see the “Recapping, the Opportunities Ahead 
for DIY Brands” section for more on where these 
DIYers turn for product recommendations.)

When DIY provides a sight for 
sore eyes

Despite a global crisis, people stuck at home 
were chock-full of inspiration. Staring at chipped 
shower tiles, peeling paint, and overgrown 
gardens for weeks on end gave them some git-r-
done gumption. A surge in screen time, including 
DIYers’ go-to sources like YouTube (the top source 
of inspiration for 73% of DIYers), contributed. 
They also flocked to Pinterest, Instagram, and 
home makeover shows that were plastered 
with comforting images of beautifully manicured 
homes.

“80–90% of the inspiration comes from 
Pinterest and DIY shows. We’ve been bingeing 
all the home makeover shows. And it makes 
us start thinking of all the things we could 
change.” 
— Male, Age 34



Keeping up with the Joneses, 
virtually

Peer pressure also played a crucial role in their 
inspiration. While browsing through friends’ social 
media feeds and visiting with family members on 
Zoom, soon-to-be DIYers were being steeped in all 
of their loved ones’ projects, and wanted to get in on 
the fun.

Home is where the outdated rec 
room is

With their minds full of ideas about what a perfect 
home might look like, the next wave of inspiration 
came from simply being at home more, where 
they would imagine all of the different ways they 
could apply this inspiration. Research participants 
reported that the more time they spent at home, 
the more they started to notice opportunities to 
improve their surroundings. 

“My parents were talking about 
redoing their countertops. So 
we’d talk with them about what 
they’d plan on doing, how they 
wanted to change, and it got our 
own gears turning.”
— Female, Age 37

“Our screen time went through 
the roof. We tried to figure out 
a good balance of doing other 
things outside of that to be 
productive... Being home 24/7 
gave us that push to work on the 
house.”
— Female, Age 36

In the very early days of the lockdown, many people savored a chance to rest. But the 
longer they stayed at home, the more antsy they started to feel about the need to make 
a change. Going “stir crazy” was a common theme we heard in interviews, as people 
mentioned a deep urge to find something stimulating and tactile to do at home. 

Excuses met their final expiration date

With DIY, intentions are often good, while follow-through is lacking. But when most 
calendar-crushing obligations melted away—commutes, kids’ extracurriculars—families 
could prioritize new pursuits. With the latent interest to do DIY projects, a surge of 
inspiration, a feeling of restlessness, and more space to explore their passions, one DIYer 
summed it up well when they told us, “We’ve been wanting to [start a project] for the 
longest time, and we had no excuse not to finally start.”



Keeping the 
Tank Full

The must-know factors that motivate, 
and will continue to fuel, these DIYers



New DIYers who plan to 
do at least one project 
in the next 12 months

98%
Brands should remind 
folks of their DIY 
bright spots

These new DIYers will now look 
back on their projects—and by 
association, the products they 
used—as bright spots in a dark 
era. DIY brands were an ally as 
they navigated uncharted ground. 
In messaging and marketing, 
play on this sense of near-term 
nostalgia. Make sure that much like 
touchstones of other life events—a 
favorite tennis racquet from college, 
that original Nintendo Entertainment 
System—your fans will continue 
to associate your brand with a 
meaningful moment, which will 
strengthen their loyalty along the 
way.

Comfort through Nesting 

We saw numerous reports of a “nesting fever” 
sweeping through the country as people hunkered 
down indoors. People often turn to remaking 
their homes as a way of establishing a sense of 
security and control over their environment to 
cope with the loss of control they feel over many 
other aspects of their life. 

A 2020 article in The Kit4 explored this 
phenomenon, aptly stating, “more than ever, our 
home symbolizes security, a refuge from the big 
bad ‘outside.’ So we nest. We make it cozy and 
beautiful—a stark contrast to the dangers that lurk 
beyond our doormat.”

During the early days of the pandemic, this 
phenomenon served as a valuable springboard, 
leading DIYers to discover other motivations to 
keep going. But the boredom and discomfort of 
being “stuck at home” is going to decline as a 
motivator to get them started on projects, so DIY 
brands can’t ride this wave forever. 

As already discussed, many factors inspired 
folks to tackle that first COVID DIY project. But we 
noticed that this wasn’t a one-and-done thing. 
Once people completed one project, they’d find 
more and more. So we explored the psychology of 
what kept them going throughout the pandemic, 
and in turn, what is likely to keep them inspired and 
activated for life.



They walked before they ran (and avoided anything that 
drips or zaps)

Intimidation is a key factor in DIY inertia. If there is a project that needs to be done, people 
want it to be done well, and they worry that attempting it themselves carries a risk of 
failure. This line of thinking still rings true of “necessary” projects—urgent repairs, budget-
constrained undertakings.

However, we found that COVID-19 DIYers entered into their projects with different 
motivations, and as a result, a more relaxed mindset. Instead of being driven by necessity 
or budget, they were mostly hoping to enjoy the process and keep occupied and 
entertained. This made them more willing to explore, and less inhibited by fear of failure. 

Participants told us that if there’s too much complexity in a project, it can feel more like 
work than a passion project, and they’d often rather call in a professional. So they largely 
avoided high-risk projects where failure could result in injuries or large expenses (precise 
measurements, power saws). Less than 20% of DIYers reported working on “difficult” 
projects, with the majority opting for moderate projects such as interior painting, replacing 
lighting fixtures, and gardening. When choosing which projects fall to the bottom of their 
long to-do lists, “lack of skill” was 3x more likely to be a factor than any other. 

Motivated by Delight

70% projects motivated by a desire 
to increase home enjoyment

16% projects motivated by a 
passion or hobby

14% projects motivated by 
necessity or a desire to save 
money

Projects that Make These DIYers Nervous

35% Electrical
20% Plumbing + Water Systems
19% Large-scale or Structural
8% Painting
6% Carpentry + Woodworking
5% Floor + Tiling
4% Anything involving power tools
3% Hanging or Mounting Items



These DIYers Opted for Easier

29% primarily worked on easy home DIY 
projects, such as hanging a picture or 
replacing an air filter

52% primarily worked on moderate home 
DIY projects, such as interior painting, 
replacing a faucet, gardening

19% primarily worked on heavy home 
DIY projects, such as exterior painting, 
landscaping, tiling, renovations

What’s stopping you?

57% Lack of skill
17% Cost
13% Lack of equipment/tools
12% Lack of time

“I’m doing this for fun, not 
interested in the risk of big 
mistakes. I’m staying away from 
anything that drips or zaps.” 
— Male, Age 33

“After the first project I realized 
it’s a lot easier than I was 
expecting. And so I’ve kept going, 
I keep learning little tricks and 
hacks to make it easier, so I can 
definitely do more now.” 
— Female, Age 26

“I’m a firm believer that there are 
tools everyone should have, so I 
try to use what we have. But I do 
enjoy picking up a new tool for a 
new skill. If I’m taking on a project 
that requires something new, it 
kind of feels like I’ve earned that 
new tool.”  
— Female, Age 37

Most folks said they started with small projects, 
and their comfort zone expanded slightly with 
each new endeavor. Their small wins filled them 
with the confidence, pride, and motivation to 
stretch their skills and take on something slightly 
more difficult. The majority of DIYers described 
themselves as “eager but cautious,” where they 
are still learning the ropes and taking things one 
step at a time. Upon reflecting on their projects, 
94% of pandemic DIYers claimed that their skills 
have improved. 

Similar to their feeling toward learning new skills, 
they also have an interest in starting simple and 
gradually increasing their familiarity with new tools. 
Over half of DIYers say that they typically need 
to purchase at least one new tool to complete a 
home DIY project, and expanding their toolbox in 
this way is something they enjoy doing and take 
pride in.



Along the way, these DIYers learned that mistakes are part of the process. If he could give 
advice to a new DIYer, one participant offered: “Expect to fail the first time, and learn as 
many lessons for subsequent attempts.” While 17% say that they have been disappointed 
in the results of their projects, 80% of DIYers said that when they finish a project, they feel 
proud of their accomplishments even if it’s not perfect. 

How These New DIYers Describe Themselves Right Now
49% Eager but Cautious:
Learning the ropes, but taking things one step at a time
22% Damn the Torpedoes:
Even when they mess up, they charge ahead and make it work

12% Nervous Nelly:
They worry they’ll make things worse by doing it themselves
12% Future HGTV Star:
The more they do, the more excited they are to become a super-DIYer

5% Total Newbie:
They’re just starting out and sticking to the simple stuff for now

Brands should celebrate the 
casual DIYer

Remember that this new breed of DIYers is more 
motivated by exploration and personal enjoyment 
than by necessity or cost savings. You can increase 
their comfort and confidence in taking on new tools 
and projects by creating content and sharing tips that 
will reduce their fear of failure. Rather than focusing on 
pros and experts in your marketing, bring attention to 
regular folks like them who have accomplished more 
than they thought they could. We recently launched a 
television campaign for J-B Weld that shows how the 
brand empowers all types of DIYers.

Also consider tying your product to projects across 
the spectrum regarding the complexity involved, or 
the tools they need to own, demonstrating how many 
additional uses their new tools might serve. Focus on 
the feelings of pride and creativity that keep DIYers 
coming back by showing them a gradual path to 
proficiency.
4  The Kit, This is why you’re so into decorating right now, June 2020

“For me, it’s more that I want 
to do something that I’m 
pleased with and can walk 
into and be calm and happy. 
It doesn’t necessarily [need 
to] be perfect “ 
— Male, Age 42

“Over time it has become 
a fun part of my life, I don’t 
take it as seriously. I’m just 
trying to make it. It doesn’t 
need to be the best of the 
best.” 
— Female, Age 26

https://www.mediapost.com/publications/article/366495/j-b-welds-alter-egos-encourage-diy-repair-proje.html
https://www.mediapost.com/publications/article/366495/j-b-welds-alter-egos-encourage-diy-repair-proje.html


Different 
Types of 

DIYers

An Intro to two distinct COVID-era can-doers 



FAVORITE TYPES
OF PROJECTS

24% Painting and resurfacing 
(ex. walls, shelves, cabinets)

24% Aesthetic and decorative changes 
(ex. replacing light fixtures and faucets) 

18% Functional projects 
(including remodels and space-saving projects)

16% Gardening and landscaping

10% “Quick and easy” projects

8% Woodworking

Exploring new DIY methods was also a way of exploring their personal strengths and 
often reinforced their general personality types. We found that there were different types 
of DIYers who gravitated toward different types of projects and methods, falling into 
two broad, but meaningful, camps. We like to think of them as Exacting Engineers and 
Ambitious Artisans.

Let’s take a look at these two distinct segments of DIY’s new class...

“I didn’t consider hiring someone 
for these projects. When I thought 
through what it would take to do 
the project, and realized I could 
probably do it myself, it felt like it 
was my idea so it’s my project.” — 
Male, Age 29

Since our home is a reflection of who we are, our 
DIY motivations and priorities vary quite a bit.

These DIYers’ different mindsets were reflected 
in the types of projects they chose to take on 
throughout this time. The projects they focused on 
reflect their own vision, interests, and interpretation 
of “creativity”. (For more on the projects they plan 
to do next, see “DIY on the Horizon”) 



“Once we started working, everything mostly did go according to plan, and that’s 
because we put so much effort into the planning. Being so prepared was critical to 
our success.” — Exacting Engineer, Male, 34

They relish finding problems and creating solutions to optimize the home’s 
function and organization.

Gender

51% Male
49% Female

Homeowner

51% Own
49% Rent

Ethnicity

76% White

9% Asian

7% Hispanic, Latino or Spanish

6% Prefer Not to Say/Other 

5% Black or African American

3% American Indian or Alaskan Native



Exacting 
Engineers

Personality + Mindset 
• Methodical, tenacious, precise, prepared, logical
• While they do more challenging projects, they are also harder on themselves: they are 

less confident in the progress of their skills, and more hesitant to use skills they are not 
confident in

DIY Journey
• Started young and learned the ropes: 55% did their first DIY project while living with a 

parent, and 60% were assisting someone on their first DIY project

Project Types
• They are most excited by planning and problem solving, so they thrive while 

researching and preparing for challenging projects that will solve problems around their 
home.

 
Priority product categories
• Power tools and accessories
• Building materials and hardware
• Storage and organization
• Smart home devices

Education

2% No HS Diploma
6% HS Diploma
11% Some College
8% Associate’s Degree
45% Bachelor’s Degree
22% Master’s Degree
2% Professional Degree
4% Doctoral Degree

Household income

Under $15,000
8% $15,000-$29,999
12% $30,000-$49,999
23% $50,000-$74,999
17% $75,000-$99,999
17% $100,000-$150,000
18% $150,000+

Children living at home

55% Zero
20% One
12% Two
13% Three+



Exacting 
Engineers

Top Marketing Channels
• During all phases of preparation, they gravitate toward sources that are more  

research-based than inspiration or creative-oriented. Online video is their top source for 
every phase.

- online articles
- social media
- print magazines
- books

- online articles
- word of mouth
  recommendations
- print magazines
- books

- hardware store 
  employees
- word of mouth 
  recommendations
- online articles
- brand/manufacturers’         
  websites
-print magazines

- In-store at Big Box 
  Home Improvement     
  Stores
- Online at Big Box Home    
  Improvement Stores
- Online at Big Box 
  General Stores
- In-store at Big Box 
  General Stores

Inspiration Project Research Purchase Consideration Purchase

How Brands Can Reach Them
The Exacting Engineers put a lot of research into their process 
and shopping list. Consider emphasizing online reviews and 
optimizing your place in search results. These shoppers would 
also appreciate thorough instructions and other helpful tips that 
can help them optimize their process. These DIYers are interested 
in life hacks and are receptive to hearing about other new tools 
and techniques that would help them with their project. 



“Passion to create something drives me. I have an image of this project in my mind, 
and whenever I feel discouraged or frustrated I refer back to that picture in my mind, 
and it inspires me to keep going.” — Ambitious Artisan, Female, Age 29

Visionaries who are fueled by inspiration to transform their personal 
aesthetic into a space that feels more like home

Gender

60% Female
40% Male

Homeowner

66% Own
44% Rent

Ethnicity

56% White

13% Hispanic, Latino or Spanish

13% Black or African American

12% Asian

6% American Indian or Alaskan Native

6% Prefer Not to Say/Other



Personality + Mindset
• Creative, inspired, self-starter, impatient, passionate, emotionally-invested
• Prone to experiencing frustration during their projects, but are inspired by their  

proficiency gains

DIY Journey
• Started DIY when they moved into a rental from a desire to update/improve features, 

where they took the lead on their first DIY project. They are still more likely than average 
to work on projects alone.

Project Types
• With their projects stemming from creative vision, they thrive during the inspiration 

phase, and occasionally the research and shopping phase when seeking out  
decorative materials like fabrics, paints, and stains. They are most likely to work on  
gardening/landscaping, painting, and decorative projects. 

Priority product categories
• Wall paints + materials, gardening and landscaping tools, decorative items and fixtures, 

adhesives, live and artificial plants

EDUCATION HOUSEHOLD INCOME Children living at home

55% Zero
20% One
12% Two
13% Three+

AMBITIOUS 
ARTISANS

5% No HS Diploma
13% HS Diploma
20% Some College
9% Associate’s Degree
27% Bachelor’s Degree
21% Master’s Degree
2% Professional Degree
3% Doctoral Degree

8% Under $15,000
10% $15,000-$29,999
21% $30,000-$49,999
18% $50,000-$74,999
17% $75,000-$99,999
16% $100,000-$150,000
10% $150,000+



Top Marketing Channels
• During all phases of preparation, they gravitate toward sources that are more inspiring 

and creatively-oriented. Online video is their top source for every phase.

- online articles
- social media
- print magazines
- books

- online articles
- word of mouth
  recommendations
- print magazines
- books

- hardware store 
  employees
- word of mouth 
  recommendations
- online articles
- brand/manufacturers’         
  websites
-print magazines

- In-store at Big Box 
  Home Improvement     
  Stores
- Online at Big Box Home    
  Improvement Stores
- Online at Big Box 
  General Stores
- In-store at Big Box 
  General Stores

Inspiration Project Research Purchase Consideration Purchase

ambitious 
artisans

Brand implications
The Ambitious Artisans are fueled by their inspiration and vision. 
Consider engaging with the influencers and TV programming that 
these DIYers turn to for ideas. Present your materials in a way that 
helps DIYers envision how your materials can fit into their home 
and help them express their personality.

These DIYers are interested in making the maximum visual impact 
using the least amount of materials and effort, and are receptive 
to recommendations for products and techniques that will help 
them accomplish that. They tend to invest less of their overall 
attention into the planning and preparation of phases of their 
projects, and therefore are more likely to show up at the hardware 
store in need of guidance and product recommendations. Make 
their shopping process easier by offering clear communication at 
the point of sale about different ways that a product can be used. 



When DIY Met 
“Heal Thyself”

These DIYers saw the power of hands-on
to improve general well-being



Creativity and working with one’s hands have long 
been known to reduce anxiety, boost self-esteem, 
calm mood disturbances, and boost a person’s 
overall feeling of life quality, as backed by numerous 
studies including one from early 2020 by BMC Public 
Health5. During the pandemic, a period marked by 
anxiety and uncertainty, the mental health benefits 
of DIY could not have come at a better time. 

One cause of the mental health boost is that the 
problem-solving and focus required during a DIY 
project encourages a state of mental flow—a state 
shown to increase happiness, and boost emotional 
regulation, creativity, and internal motivation and 
reward6. 

While working through home improvement projects, 
DIYers also practiced working through a variety of 
mixed emotions. Most emotions reported throughout 
their projects were positive, but at the same time, 
DIYers had to grapple with inevitable frustrations, 
causing some negative emotions. 

”Connecting with tools 
to create things offers us 
a compensation that no 
electronics can bring… Seeing 
the results of our labor creates 
something that feels solid in 
a world of impermanence.” 
— Master woodworker Gary 
Rogowski (Author of Handmade: 
Creative Focus in the Age of 
Distraction) 

5  BMC Health; Arts, mental distress, mental health 
functioning & life satisfaction: fixed-effects analyses of a 
nationally-representative panel study, February 2020
6  Very Well Mind, The psychology of flow, April 2021



Working through these mixed emotions brought them a greater sense of grit, resilience, 
and perseverance. Since their projects were so deeply driven by passion and personal 
vision, they felt compelled to finish the project no matter how frustrating. 

“At first I was uncomfortable going into making the living plant wall, but I already had 
the picture in my mind and nothing was going to stop me. At first the wall did not look 
good. But as I kept working on it, it kept getting better and I was very proud of it at 
the end.” — Male, Age 29

“Even when I got really frustrated, I’d think ‘I already made it this far, I’ve got to finish 
it.” — Female, Age 43

We asked participants to share the lessons they learned from their DIY 
projects, and their responses showed an overwhelming trend of pride 
and empowerment. 

Brands can be a “DIY Ally”

Consider creating opportunities to empower DIYers and acknowledge the progress 
they’re making at each stage of their journey. This could include catered web experiences 
based on a DIYer’s self-reported skill level, or following up digitally to share an empowering 
message after a purchase. Win hearts and minds by being an ally in their quest to become 
a confident DIYer.

“I am capable of so much more than I thought.” — Female, Age 37

“I’d go back and tell my earlier self ‘you can push the mountain’. It has been so 
empowering.” — Male, Age 29

“The pandemic brought out some real hidden talent in me, and now if there’s 
anything I think I could do myself, I would not pay someone to do it.” 
— Male, Age 29



Building 
Bonds

Projects helped couples and families 
connect during COVID



“Seeing [the final product] 
makes me feel great as a mom 
because it always reminds me 

of how we did this together. 
There’s a part of us in it.” 

— Female, Age 43

“We were full of Hallmark 
moments. There was definitely 
blood, sweat and tears. It’s 
the project that has taken the 
most out of us, but given us the 
most reward. There were funny 
times. There were adventures. 
Then there were the frustrating 
moments yelling at one another.“ 
— Female, Age 43

“The DIY process is full of 
unexpected surprises and 
challenges to deal with, and 
we treat them as teaching 
opportunities.” — Male, Age 34

For many of these DIYers, the actual outcome of 
the project was a nice perk, but spending time 
together on a shared goal was the true reward. 
During a time when social contact was limited 
and many people only saw members of their own 
household, lots of DIYers were motivated to start 
projects primarily for the purpose of connecting 
with their families. 

Beyond just sharing concrete skills, working on 
projects together gave parents opportunities 
to teach their children about work ethic, and 
show them how rewarding it can be to overcome 
obstacles. 

Looking back on the finished product becomes a 
reminder of those shared experiences, filled with 
memories and emotional meaning. 



Brands should celebrate those 
who collaborate

New DIYers enjoy being able to find a role for their unique 
skills within their team projects. Consider showing 
projects in a way that encourages teamwork, such as 
giving parents ideas for roles that their kids might be 
able to play within the project. And instead of presenting 
DIYers as loners tinkering in the garage, show families of 
all ages eagerly teaming up to get the job done.

How it’s going

70% were leading their 
most recent DIY project
30% were assisting on their 
most recent DIY project

How it started

45% Completed their first project 
while living with their parents/
guardian 
30% Completed their first project 
when they purchased their first 
home
25% Completed their first project 
when they moved into a rental

Family First: A Dependable DIY Pipeline 

For DIY brands, there’s a tremendous opportunity to build awareness and affinity with the 
next generation of DIYers while they’re still living at home: 45% of our respondents did their 
first DIY project when living at home with a parent/guardian, more than any other life stage. 
Now the shoe’s on the other foot and they’re mentoring their own kids.



DIY on the 
Horizon

Unexpected circumstances paved
the way for a lifetime of DIY



Many of the market trends and events of 2020 are easy to look back on as 
anomalies. It’s easy to wonder if perhaps the DIY boom was just a passing fad on par 
with Tiger King mania.

Yet we’ve heard many encouraging things from these energized DIYers. Each new project 
seems to drive excitement for another. After years of putting off DIY projects, COVID 
was a perfect reason to get going. Since they gained momentum during the pandemic, 
DIYers told us that they are now more receptive to opportunities for further home 
improvements. And they intend to continue working on their homes well into the future. 
Of the overwhelming number of these DIYers who have more projects planned (98%), the 
average DIYer has more than one project per month lined up for the next year!

In the near future, though, it seems that the Exacting Engineers and Ambitious Artisans 
have some different intentions for the projects they’ll start, giving brands a window into 
who and how they should be courting these two distinct groups.

Average # of Projects Planned in Next 12 Months

Total Projects Project Type

Small interior repairs

Large interior repairs

Small outdoor repairs

Building custom furniture

Renovations / room improvements

Large outdoor repairs

Gardening

3.0

1.2

2.1

1.0

1.7

1.2

2.6

12.8



The Plans of 
the Ultimate 

Planners

Exacting Engineers

• Project Momentum: they have been working through a checklist of projects, pushing 
the limits of their abilities slightly each time

• Intended Projects: structural changes (new patios and porches, adding/removing 
walls, rewiring, etc.) and projects that require professional support (electrical,  
plumbing, etc.)

• What Could Stop Them: moving away from true DIY projects when they lack  
confidence in their skills and welcoming in more professionals

• Brand Opportunities: focus on encouraging skill-building, and giving them the  
confidence to tackle projects that they might otherwise be inclined to call a profe-
sional to help with 

“We’ve finished most of the projects we had planned, and I’m feeling ready to do 
the bigger projects. DIY was like a stepping stone. But now those big projects are 
the ones we’d want to hire out for.” — Male, Age 34



Exploring Even 
More Creative 

Outlets

Ambitious Artisans

• Project Momentum: with projects fueled by inspiration and creativity, they’re more 
passionate with each project, and are likely to become some of the most loyal new 
DIYers to emerge from the COVID-19 DIY boom. 

• Intended Projects: many of the same types of projects they’ve been working on, 
with increasing difficulty (visual improvements, decoration, resurfacing, etc.)

• What Could Stop Them: as the pandemic subsides, other obligations will begin 
competing for their time again. DIY will need to be treated as a deliberate part of their 
lifestyle.

• Brand Opportunities:  Encourage small-win projects that can keep their momentum 
and motivation up. Underscore that DIY offers a creative outlet that could  
permanently replace some of their pre-COVID hobbies. 

“I’ve come to love it, and I want to see what else I’m capable of… I’ll find a way to 
make time for my projects.” — Female, Age 26



Recapping the 
Opportunities 
Ahead for DIY 

Brands



Throughout our investigation of COVID-19 home DIY projects, we discovered just how 
emotionally-rewarding home improvement projects have been to this new crop of DIYers. 
During every step of the process, DIYers and their families are tapping into their creativity, 
working together, managing frustrations, cultivating patience, and strengthening their self-
confidence. In this way, DIY has all of the makings of a passion-driven lifestyle activity.
 
Passion-driven activities are the ones that people most connect with as being part 
of their identity and personality, which they are likely to treat as bio headlines on 
their social media pages and talk to all of their friends about. They treat their tools and 
materials like important supporting characters in a story that they will be telling widely, 
and brands have an opportunity to play a role in writing that story. The good news for 
brands is that people are more willing to spend money on tools, equipment, and supplies if 
they support their passions, rather than feel like a necessity.

Currently, word-of-mouth referrals play a central role in shaping a DIYer’s toolbox. Many 
DIYers start their own toolbox based on the brands that they saw their parents using—
as was the case with our survey participants’ most frequently-mentioned brands like 
Dewalt, Behr, and Craftsman.  For DIYers who are less confident in their shopping list and 
needs, they also rely heavily on the recommendations of professionals at home centers 
and hardware stores. For every brand fan you gain, you’ve earned an advocate who will 
influence many more like-minded DIYers.

Valued Sources 
For Product 

Recommendations
52% Online Video/YouTube

48% Hardware Store/Home Improvement
Store Employee Recommendations

43% Family/Friends Recommendations

34% Online Articles

28% Brand/Manufacturers’ Websites

21% Online Buyer Reviews

20% Blogs/Forums

19% Print Magazines

18% Social Media

15% Books

7% Influencer Recommendations



DIY brands can connect with their new wave of consumers by treating their projects less 
like work, and more like the passion-driven, emotional endeavors that they are. DIYers are 
on an emotional journey, writing a story that they want to share. If DIY brands want to pick 
up momentum during this unique time, they should position themselves as part of the 
story and make emotional connections with their customers.

As a recap, brands can help keep this DIY moment alive and gain shoppers’ trust by 
considering a few key takeaways:

• Prospect like it’s 1849: These new DIYers aren’t locked into their favorite brands yet, so 
devote time and energy to finding them and making a bond.

• Use social media to inspire first, sell later: These DIYers (especially Ambitious 
Artisans) value social media much more for inspiration than for product 
recommendations, so develop a robust content strategy that aims to inspire projects 
rather than promote products. 

• Remind folks of their DIY bright spots: Since these new DIYers will now look back on 
their projects—and by association, the products they used—as bright spots in a dark 
era, use messaging and marketing that plays on this sense of near-term nostalgia.

• Celebrate the casual DIYer: Rather than focusing on professionals and experts in 
your marketing, bring attention to regular folks who have accomplished more than 
they thought they could (while offering tips and tricks that will continue to build their 
confidence).

• Be a DIY Ally: Create opportunities to empower DIYers and acknowledge the progress 
they’re making with catered web experiences based on a DIYer’s self-reported skill 
level, or digital follow-ups sharing an empowering message after a purchase. 

1. Dewalt
2. Behr
3. Craftman
4. Black & Decker
5. Sherwin-Williams
6. Ryobi 
7. Gorilla glue
8. Milwaukee

10. Home Depot
11. Makita
12. Stanley
13. Valspar
14. Benjamin Moore
15. Lowe’s
16. Clorox 
17. Goo Gone

18. Lysol
19. Bosch
20. Mr. Clean
21. Snap-On
22. Command
23. Ducktape
24. Glidden 
25. Rustoleum

26. GE
28. Amazon
29. Dremel
30. Kobalt 

Participants’ favorite DIY brands (unaided / open-ended)



• Celebrate those who collaborate: Consider showing projects in a way that 
encourages teamwork, such as giving parents ideas for roles that their kids might be 
able to play within the project. And instead of presenting DIYers as loners tinkering in 
the garage, show couples, families, or friends working together. 

• Treat Exacting Engineers and Ambitious Artisans differently: Consider the 
personality of the DIYer who is most likely to take on a certain tool or project, and cater 
your approach to match theirs: 

• Exacting Engineers love precision, planning, and research, so be present at those 
stages. Help them optimize their process with life hacks and geeky details, and 
flatter them so they’ll take on tougher projects each time.

• Ambitious Artisans value visual impact and seek out inspiration, so be present 
in their ideation process. Help them make the maximum visual impact through 
the least effort. They are less likely to be prepared when heading to the store, so 
simplify their shopping process by offering clear guidance at the point of sale, and 
even ready-to-go product packs that offer everything they need for a project. Help 
them keep up their momentum and motivation by providing more ideas for small-
win projects. 

FIN



Can we 
talk?

There’s a lot more to discuss when it comes to the insight and info we discovered about 
this new crop of DIYers. So don’t hesitate to give us a shout if you’ve got questions. 

As a brand strategy and creative shop specializing in workshop and weekend brands, 
we live and breathe the DIY life, and we’re eager to help you connect with more DIYers—
old and new—to help you make the most of this once-in-a-generation opportunity. 

You can find out more about Planet Propaganda and our work for brands like Duluth 
Trading Company and J-B Weld right here, and you can reach us any time right here.

https://planetpropaganda.com/
https://planetpropaganda.com/contact
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