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58% of respondents have already filed their 2022 tax returns, with 86%
reporting they have either received or expect to receive a refund.

——

.
~if

At-A-Glance:
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« Consumers’ planned usage of tax refunds is } !
fragmented with 27% saying they will use it to cover S 'f’
everyday expenses, 26% planning to put it toward 4
general savings and 12% opting to utilize it on home '
improvements. |

« 38% are planning indoor home projects exclusively,
20% will make outdoor improvements, and 42% will do
a combination of indoor and outdoor improvements.

The Outlook:

70% of homeowners are planning on making home improvements or doing seasonal maintenance in the next
few months, regardless of whether they receive a tax refund or not. But the boost provided by tax refunds could é
provide a much-needed lift to home improvement brands and retailers.
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At this point, 58% of respondents have filed
their tax returns for 2022. Only 7% report not
being required to file.

Filed 2022 federal and/or state income tax returns

98%

Filed their tax return
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Among those who have filed, 55% have already received their
refund. Only 14% report that they are not entitled to a refund.

Received or Expect to Receive a Refund
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Of the 35% who have not yet filed, 81% plan to file by the
April 19th deadline. Only 19% will require an extension.

Will you file taxes by April 19th or require an extension?
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Of those who’ll file by the 19th,
42% are expecting a refund while

(0]
36% expect to owe the government. are unsure what

Of those filing by April 19th: Expect a refund their status will be
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Given the option to select three things they were
most likely to do with their refund, 27% selected
using it for everyday expenses, and 26% plan to put
it toward general savings. Home improvement was
the next highest category selected at 12%.

Top 3 planned usages for tax refund
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Interestingly, with the
ability to select up to
three options, the
average respondent
selected only 1.1.

7%

. -5 ) .

Use it to help Put it towards Use it for home | Put it towards Use it for travel Put it towards Put it towards Put it towards Other 4
cover everyday general savings improvements |retirement savings anothermajor buying a new car buying a new A
expenses purchase (i.e. tv, house

computer,
furniture, etc.)



ConsumerPulge

Home Improvement
and Maintenance



Whether or not they are receiving a tax return, 70% of
homeowners are planning on making some improvement
or doing seasonal maintenance in the coming months.

Planning on making home improvements or doing seasonal home
maintenance in the next few months
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Not surprisingly, the three primary reasons
that people are not planning on doing home
improvements are financially based.

The need to hang on to the A shortage of money A concern that the future ~ —
extra money you have now to necessary to make the value of your home may [
be prepared for additional changes deprand £\

inflation &

59% 535% 22%
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As we’ve seen in other studies, a lack of consumer
confidence in their decision-making is also a factor
especially for younger homeowners.

Concern that the improvements may not Worry that you may not like the changes
add value to your home for a future sale you have in mind
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Among those planning improvements to their
home, 38% will be working exclusively indoors,

20% exclusively outdoors, and 42% will be working
both indoors and out.

Planned work on home: inside or outside 7S
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The range of indoor activities
planned spans everything from HVAC
(4%) to painting (18%). The six
project types cited by more than 10%
of respondents are outlined below.

Indoor home improvement or maintenance projects planned
over the next few months

18%
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Interior Bath remodel Kitchen Kitchen New Replace
painting remodel fixtures appliances flooring (wood,
(faucets, etc.) tile, carpet,

etc.)




Nearly half (46%) report they’ll tackle the indoor
home improvement projects on their own. The
remaining group is split between those who’ll
rely exclusively on contractors (25%) and those
who’ll share the workload with a pro (29%).

Who will do the work associated

with your indoor improvements
and maintenance?

| will do all the work 46% 15% 51% 53% 42%

Contractors and | will share the work 29% 29% 35% 24% 25%

Contractors will do all the work 25% 56% 15% 23% 32%




Among those using a contractor for’ mdoor
projects, the majority (64%) plan on acquiring
most of the necessary materials themselves.

Will purchase the
materials themselves

N\
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In addition to those who are not completing
home improvement/maintenance or projects,
more than half of those who are proceeding
have reduced the scope of their project to

save money.

Reduced the size, or the cost of materials used in your
indoor project versus what you had originally planned in
order to save money
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Of the 16 outdoor projects from which people had to
choose, building a garden (13%) and exterior painting
(12%) were the most popular. Only 8 projects garnered

7% or more responses.

Outdoor home improvement or maintenance projects planned over the next few months

/ 13% \

12%

10%

Build a garden  Exterior painting Tree or shrub New Weatherize New cooking Add orreplace a Add orreplace a 4
additions or doors/windows  (caulk/sealants, appliances (grill, fence deck .
K / replacement etc.) smoker, etc.)
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The balance of work between homeowners
and pros for outdoor projects is very similar
to the split on indoor projects. We also find
some generational biases with Gen Z over-
indexing on Pro reliance and Gen X planning
on doing more of the work on their own.
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Who will do the work associated with your
outdoor improvements/maintenance?

| will do all the work 50% 41% 50% 59%

The contractors will do all the work 27% 38% 24% 21%

Both the contractors and | will do the

23% 21% 26% 20%
work




Among those utilizing a
contractor for outdoor projects,
60% plan on purchasing the
majority of the materials

necessary to complete the work.

Will buy most of the materials necessary for their
outdoor project themselves

m All Gen Z = Millennial Gen X mBoomer
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As was the case with indoor projects, the
impact of the “shaky” economy is

demonstrated by the fact that 55% of those
planning outdoor projects have reduced the

scope of those activities to save money.

55%

All

Reduced the size, or the cost of materials used in your outdoor project
versus what you had originally planned in order to save money

49%

Gen Z

75%

Millennial

Gen X

of Millennials have reduced
the size or the cost of

materials to save money on
their outdoor projects.
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Do you want to take the
Pulse of your consumers?

Our insights team will partner with you to design a
study that will help you better understand your
customers and their problems, and how your brand
can win at retail.

To learn more about what our Four-Part Process and
custom research studies can do for you, contact:

Jenni Becker SVP, Business Development
jenni.becker@salesfactory.com




