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We surveyed 101 residential builders from across the United States about 
their purchasing and buying behaviors over the past year. All builders 
included in the survey have direct decision-making authority or in�uence 
on the building products purchased for their projects.

Average Cost of ProjectYears in Business

8-10 years

5-7 years

2-4 years

7%

9%

16%

>10 years

67%

<2 years

1% 4%

Under 
$10,000

$10,000 - 
$24,999

$25,000 - 
$49,999$50,000 - 

$99,999

14%

26%22%

$100,000 - 
$199,999

$200,000 +

Don’t know

14%

17%

4%

Company Size

Don’t know

1%

>50 
employees

46%

21-50 
employees

15%

4-10 
employee

1 
employee

11-20 
employee

21%

2-3
employee

13%

1% 3%

Type of Projects 

New
Construction

Single Family vs.
Multifamily Projects

Multifamily 

77%
Single Family

23%
Remodel/
Repair35% 65%

At physical 
retail store

Order online/
delivery

Order online/
store pickup

67% 5%28%

41% 10%43%

Dealer/
Lumberyard

66% 10%20%

44% 19%34%

Home 
Depot

65% 11%21%

40% 20%37%

Lowe’s

This shift to online purchasing is here to stay. 

of home builders expect building product suppliers to offer 

online ordering going forward.

80%

32%
32%

24% 12% 7%
11%12%23%

Compared to pre-pandemic purchase behaviors, builders have started 

purchasing more online. Amazon purchases increased from 7% to 11% 

while in-store sales declined at physical retail stores. However, these stores 

did see an increase in their buy online, store pick-up and delivery options.

Purchase Channels

Purchases

Pre-Pandemic Current Day

Lowe’s Dealer/Lumberyard AmazonHome Depot

Availability was the driving force behind builders making a 

change in brands or retailers. 

Purchase Behaviors

Tried a New Retailer
During the Pandemic

Yes

28%
No

72%

71% tried a new retailer because they had 
what they needed in stock.

When asked why, 

+

SOLD OUT

36% of home builders indicated they used a building product or brand 

for the �rst time during the pandemic and most liked it better.

Brand Selection and Expectations

A strong web presence and digital marketing was the number one 

driver for builders �nding new brands and products.

Brand Discovery

Online ad

52%

Supplier or retail website

64%

Brand’s website

46%
Social media

42%

Tried a New Brand

Yes

36%

How New Brands
Were Discovered 

New Brand vs. Old Brand

Much better than 
my normal brand

24%

Somewhat
better

49%

YouTube

LinkedIn 35%

Facebook

Instagram 53%

82%

59%

indicated their usual/preferred brand was out of 
stock and the new brand was readily available.52%

NEW

When asked why,

Social Media Platforms
Used to Research Products


