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SHAPING A BRAND STRATEGY 
IN CONSTRUCTION, INSTALLATION & DIY

Your brand is your most valuable asset. 

The more distinct your brand is, the more valuable it will become. However, 

being distinct is not that easy when playing in the field of construction, 

installation and home improvement markets. This is because these industries 

are subject to different, more complex powers than typical B2C markets. 

Professional applicators can be brand loyal beyond any reason.

It is commonly concluded that, in our industries, professionals settle for 

nothing less than top-notch quality. Word-of-mouth recommendations are 

crucial for scoring new business, and the best way to ensure this is by using 

perfect brands. 

On the other hand, building projects are often subject to specifications.

These specifications make it difficult for B2B marketers to know who exactly 

they should target to improve their brand performance; architects, project 

developers, building contractors, and applicators all have different 

preferences, but in the end, only one can be the final decision maker.

Positioning and tracking a ‘construction brand’ can be difficult because of 

these complexities. Through numerous annual branding studies in our core 

focus industries, USP Marketing Consultancy knows how to obtain B2B & 

B2C brand insights which will help shape your future brand strategy. 



TYPES OF BRANDING 

STUDIES (1)

Our branding studies all come down to one common goal: increasing long-

term profitability by introducing, maintaining or growing your brand in a wildly 

competitive landscape. To help reach this goal we conduct the following two 

types of brand studies:

1. Brand position/ tracking studies

A successful brand strategy relies on the ability to position yourself in a way 

that resonates with the target audience, yet differentiates from 

competitors. In the construction, installation and home improvement 

industries, most competitor brands are trying very hard to be distinct, yet their 

core target groups often perceive all players in a very similar way. This is 

because professionals are craftsmen, who will usually put quality over price 

and every brand is trying to deliver just that. 

A brand position study is ideal for getting an overview of your performance 

across countries, industries and/ or target groups, to finetune your strategy 

accordingly. 

Competitor benchmarks are standard in brand position studies, as brand 

positioning is a relative, constantly changing process. As such, these studies 

are ideal for repetitive tracking. Brand trackers always deal with historic 

behaviour, as future behaviour is merely speculation. Also, the nature of 

specification in the installation and construction industry makes it difficult to 

anticipate who will be making the brand decisions in upcoming projects. 

REBRANDING?



TYPES OF BRANDING 

STUDIES (2)

2. Brand image/ perception studies

In order to be considered, brands need to be distinctive. A relevant and 

appealing brand image is thus crucial. Nowadays, sustainability and 

digitalisation are hot topics in the installation, construction and home 

improvement industries, and many brands are trying to build strong 

associations with specific key values that resonate with these topics. 

The paint industry is a good example; a consumer or professional painter 

will not easily react emotionally to a paint brand being ‘sustainable’, but cares 

much more when claims like ‘good for your health and wellbeing’, ‘free of 

solvents and preservatives’ or ‘good for the indoor environment’ are used. 

Taking the ‘healthy paint supplier’ position is a battle fought by many brands 

and suppliers, usually leading to various winners across countries, target 

groups, and product segments.



A BRANDING BLEND

The questions to be asked in a brand positioning, tracking or image/ 

perception study can be rather straightforward. As such, the typical approach 

of USP Marketing Consultancy is to blend elements of all these types of 

studies, to give the full brand picture. 

For brands having a substantial market share, a branding study will also 

target a lot of brand users. In these studies we commonly include some 

elements of user/ customer satisfaction.

Brand studies are typically blind studies. The spontaneous answers about 

awareness, usage, and preference are essential for understanding the brand 

landscape, so unveiling a principal name at the start of the interview (as 

commonly done in customer satisfaction research) would lead to biased 

insights.



WHY USP FOR YOUR 

BRANDING STUDIES?

Through numerous annual B2B and B2C branding studies in our core focus 

industries, USP Marketing Consultancy knows how to target professionals 

like architects, installers, painters, building contractors and end consumers 

around the world.

Tracking and understanding brand performance is essential, but in these 

complex industries, it has its challenges. USP’s unique experience will 

eliminate these challenges for you. Our knowledge of the construction, 

installation and home improvement markets and stakeholders builds a solid 

base for any brand positioning, tracking or image research. 

Some of our customers for multinational branding studies include:



HOW DO WE DO THIS?

We offer a range of research methods (qualitative and/ or quantitative) and, 

combined with our knowledge of and experience in your sector, provide you 

with specialised advice.
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Orientation
• Specify your business needs
• Identify target customers
• Determine methodology

Kick-off
• Verify final research details
• Personal meeting with project teams

Research set-up
• Decide on measurement tools 
• Define competitor brands for benchmarking

Results
• Exploratory (statistical) analysis to unveil storyboard 

and ‘so what’s

Consultancy
• Workshop/ presentation
• Consultancy on action plan 
• Advise on follow-up



USP Marketing Consultancy’s approach to 

brand research is closely linked to Byron 

Sharp’s ‘How Brands Grow’ theory;

“The good news is that your customers are 

just like your competitor’s customers, and 

their customers are like yours. This means 

their buyers are up for grabs. So, target the 

whole market.” (B. Sharp, How Brands 

Grow, Vol.1).

To give actionable recommendations on 

brand growth strategies, we often use the 

‘brand funnel’ model. This model provides 

a comprehensive snapshot of your brand’s 

performance throughout various critical 

relationship phases. The funnel typically 

covers between 3 and 6 phases, 

depending on how many questions are 

dedicated to this topic. 

100%

0% 75% 64% 50% 48% 15% 10%

1. Brand awareness
- Top-Of-Mind 
- Spontaneous
- Aided

3. Brand usage
Have you used 
this brand?

4. Regular usage
Do you use this 
brand regularly?

POSSIBLE QUESTIONS TO ASK

Brand A

85% 78% 96% 68% 66%

99% 88% 84% 75% 35% 32%

2. Consideration
Have you considered 
this brand?

5. Preference
Is this your 
preferred brand?

6. Loyalty
Would you 
recommend this 
brand?

THE BRAND FUNNEL MODEL

Competitor A

Conversions
The percentages below the graph indicate the conversion; for example which share of the 

respondents that know a brand also uses that brand? A low percentage indicates a major 

amount of dropouts, and that action is required.

89% 95% 89% 47% 91%

WHAT RESULTS CAN LOOK LIKE

Recommendation for Brand A
Users always become regular 
users. Work on spreading these 
good reviews and create more 
awareness among non-users.



Our exploratory analysis will unveil a storyboard and the ‘so what’s. This 

will then be reported in an actionable report (like PowerPoint), focusing on 

the recommendations per channel, segment and/ or country. 

We want to assist you in implementing the desired actions. Personal 

presentations and/ or workshops, based on our 25+ years of market 

experience, will enable this.

FROM INSIGHTS TO IMPACT

MORE INFORMATION

Stephane Mennen

Project Manager Brand Research

mennen@usp-mc.nl

+31 6 1026 7211

Dirk Hoogenboom

Research Consultant

hoogenboom@usp-mc.nl

+31 6 5209 8924
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About USP

USP Marketing Consultancy

Total

70

Head office Subsidiary

Rotterdam Düsseldorf

Consultants

Research 
Analysts

Project 
managers

Market specialist 
installation, construction, home 
improvement and real estate

Dedicated and multi-client research

Active in the market for over 25 years

230+ dedicated market research 
projects annually

Revenue distribution

turnover coming from 
international projects

70%

turnover coming from 
dedicated market 

research, 10% from 
multi client

90%

turnover coming from 
B2B, 30% B2C

70%

focus groups in-depth 
interviews

78 1,162

B2B CATI 
interviews

B2C online 
interviews

58,653 56,750

Research in

34
countries annually
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