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What’s Included:

Residential Services Update: Get up to speed on the latest consumer trends within the home
services sector, including homeowner preferences, expectations, and demand drivers.

Subsector Overview: Dive into current consumer trends impacting subsectors within home
services and how service providers can differentiate themselves.

Market Landscape: Connect with our team to learn about our recent activity and explore
current sector trends and key investment opportunities.



Our Year In
Review:

2025 HW Residential Services Transactions
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a portfolio company of

TRIVEST

has been acquired by

KNOX-LANE

Exclusive
Sell-Side Advisor

Leading platform of
restoration brands
focused on residential
end markets

Erie Home —

N
ERIEHOME.

has been acquired by

€' LeafHome

a portfolio company of
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Exclusive
Sell-Side Advisor

Mono-brand private-
pay, residential roofing
provider with a
national footprint

Jones Lake —

Q
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a portfolio company of

FORT POINT
CAPITAL

has been acquired by

LGP

Exclusive
Sell-Side Advisor

Premier provider of
lake and pond
management services
to residential,
commercial, and
municipal customers
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a portfolio company of
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PARTNERS

has been acquired by
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G

a portfolio company of

D !

Lead
Sell-Side Advisor

Leader in residential
lawncare focused on
organic growth and
acquiring
best-in-class brands

A5 ¥ Somg

MOVING & STORAGE

(4x
@!p,s,mgmm m NEDSHOME neighborly™

(20 AN
o~
//\:-\l{THOR\TY ,EQ‘EMB;

Select Home Services Experience

(Zx\

2, ExperiGreen
Empower P i CARE
BRANDS Experts i Lown Care:
A
/7 e T
PUNCTUAL PROs  SAVAYREE.

oA

SR LS Groundworks S’ @Y Eibue

@ VirginiaGreen
TURNPOINT




HOME SERVICES CONSUMER STUDY

Home Services Remains Attractive to Investors

“Do It For Me” Market Gains Lasting Momentum

Both hiring preferences and demand for non-discretionary, essential services are accelerating, with a clear
consumer trend toward outsourcing, supported by stable or increased spending

Consumers are systematically moving away from DIY projects, driven by a desire for convenience and
certainty, and increasing their spend on professional home services even amid economic downturns

Evolving Generational Preferences Drive Distinct, Renewed Demand

The evolving preferences and expectations of younger homeowners are a primary driver of demand,
fundamentally influencing the market and its long-term outlook

Consumer priorities, communication preferences, and payment methods diverge across age groups,
incentivizing service providers to tailor their approach to effectively serve different demographics

Consumers Favor Strong Brands and Modern Technology

In a competitive home services market, homeowners increasingly rely on brand reputation and recognition
as a proxy for trust, prefer a seamless, tech-enabled experience, and discover providers through paid
advertising channels

This dynamic creates a clear competitive advantage for providers who can invest in brand-building and
updated digital platforms to meet modern expectations, allowing them to capture market share

Q1 2026

Insights from surveys of 1,000+ homeowners, conducted over multiple
years, reveal enduring trends to help operators adapt to shifting
consumer needs and to support interested investors in uncovering
approaches to effectively engage with the sector

90%
35%
96%
79%
94%

of respondents are as likely or more likely to hire a
home services provider than they were 2 — 3 years ago

of respondents plan to maintain or increase their
spend on home services, even during a recession

of respondents say a well-regarded, well-known brand
is important when hiring a home services provider

of respondents prefer hiring “local”
companies or individuals for home services

of respondents noted availability of financing has had
an impact on their decision to purchase a service




HOME SERVICES CONSUMER STUDY Q1 2026

Consumers are Qutsourcing More Home Services

Preference for Hiring vs. DIY Relative to 2 - 3 Years Ago Change in Spending Relative to 2 - 3 Years Ago
onificant] -
~90% of consumers are as likely Signi IE?,:;J Consumers are increasing their 5'8”'f'fan'f|y
or more likely to hire a home Somfgvvr\;g: 3% spend on home services, with ower Sianificant]
services provider than they Significantly ~84% spending as much or Somf;"\:‘/:t Higgher Y
were 2 — 3 years ago, while only Higher more, while only 16% are
~10% are more likely to perform 7% expecting to spend less than 12%
these services themselves they were 2 — 3 years ago
No Change
No Change Somewhat
Somewhat Higher
Higher

90% 84%
(o)

Key Insight: The structural shift towards outsourcing home services is accelerating a multi-year trend, as consumers increasingly back their growing preferences for hiring
professionals with greater spending
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Younger Consumers Lead Shift Towards Hiring Over DIY

Preference for Hiring Vs. DIY Relative to 2 - 3 Years Ago
1% 3%
5%

0,
8% 9%

18 - 34

Age Group

35-54

Age Group

55+

Age Group

94%

89% 86%

B Significantly Increased B Increased a Little Stayed the Same Decreased a Little B Decreased a Lot

Key Insight: While preference for hiring home services professionals is growing across all age groups, this trend is overwhelmingly concentrated in consumers under 55,
with ~94% of consumers aged 18 - 34 and ~89% of consumers aged 35 — 54 maintaining or increasing their preference for outsourcing home services work, signaling a

significant generational shift away from DIY solutions
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Certainty & Convenience Drive Hiring Decisions

Factors Influencing Hiring vs. DIY Challenges Faced with DIY
Execution risk drives consumers to hire professionals, with factors such as project complexity Consumers cite high personal costs, such as physical exhaustion (38%) and time
(49%) and lack of personal capabilities (46%) often outweighing potential cost savings (44%) commitment (36%), as the most significant deterrents from DIY projects
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Key Insight: Homeowners who hire professionals prioritize quality and convenience over potential DIY savings. With that, however, DIY isn’t always cheaper — higher
material costs and specialized equipment can make some projects as costly, or even more expensive, than hiring professionals
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Technical Services Boost DIFM Uptake

Highly Technical,
Common Services

These services have high
awareness and ubiquitous use
cases for all homeowners that
cannot be DIY-ed due to urgency,
complexity, importance to home
health and quality, and safety

More Outsourcing / DIFM

HVAC Repair Roofing
Electrical Foundafuon
Repair
Window .
Replacement Plumbing

Less-Frequent,
Technical Services

Technical services needing skilled
labor to install / repair, with high
avg. ticket, more episodic
demand, and in some cases,
potential for recurring service

plans. Low provider awareness vs.

traditional residential services,
providing opportunity for
sophisticated players

Interior Remodeling

Garage Door Repair

Generator Install / repair

Highly Recurring
Maintenance Services

Exterior, subscription-like services
with high value-add for a low
overall cost. Adoption among all
homeowners is still low,
contributing to lower survey
results than the strong retention
rates achieved by quality
providers would suggest

Exterior Lawncare

Pest Control

Gutter Cleaning

Infrequent
Services

Services that rise up infrequently,
and in some cases, can be
deferrable or neglected by

homeowners despite being difficult

and time-consuming to DIY

Painting

Exterior Cleaning

Moving

Q1 2026

More DIY

Low-Effort
and DIY-Able

While these services are frequent,
many homeowners view them as
DIY-able due to little technical
requirements, leaving
convenience / time as the main
benefit to outsourcing

Interior Cleaning

Grass Cutting

Pool Care

Key Insight: Survey data requires context — broadly speaking, residential services are valued by homeowners, who have a proclivity for outsourcing; however, survey
constructs will show some expected and also nuanced results that require context
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Home Services are Recession Resilient

Likelihood to Purchase Service During Economic Recession
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Key Insight: While home services overall demonstrate strong recessionary resilience, a clear divide emerges between essential and discretionary projects, with ~80% of
consumers planning to maintain or increase spending on fundamental repairs, compared to only ~“60% for more aesthetic, deferrable work

. Increase Significantly 8

. Decrease Moderately Stay the Same Increase Moderately

%/ . Decrease Significantly
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Consumers Plan to Continue Investing in Home Services

Consumer Spending Outlook

85%

of Consumers Expect to Increase or 30%

Maintain Spend on Home Services

18%

10%

5%

Significantly Higher Somewhat Higher No Change Somewhat Lower Significantly Lower

Key Insight: 85% of consumers believe they will spend the same amount or more on home services in the next 12 months, while only ~15% predict they will spend less
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Types of Residential Services

Repair / Replace Recurring

Services provided to residential customers
on a regular schedule

Reactive services to fix systems or
equipment after breakdown has occurred

Example Services

Example Services

@ {0

HVAC Repair Garage Door Repair Electrical Pest Control Interior Cleaning Landscaping

£ A0

Gutter Cleaning Pool Care Exterior Cleaning

LA = S

Roofing Foundation Repair Plumbing

ey

Gutter Install Window Replacement

a./

=10

Generator Install

/ Repair Power Washing Lake / Pond Management Water Filtration

10




Repair / Replace Services
HOME SERVICES CONSUMER STUDY Q1 2026

Key Consumer Selection Criteria for Repair Services

Considerations For One-time Repair / Replace Service Providers?
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Key Insight: For one-time services, provider selection is driven by intermediate, transactional needs, more heavily prioritizing items such as reputation (40%) and short lead time (34%)

%] 1) Certain similar responses grouped for comparability 11
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Recurring Services

Q1 2026

Consumer Considerations for Recurring Service Providers

Considerations for Recurring Upkeep /
Maintenance Service Providers

For recurring services, consumer loyalty is earned through long-term proven value, where
consistent quality (39%) and customer experience (37%) become increasingly important
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Causes of Cancellation for Recurring Services

Customer churn lacks a clear dominant driver, with reasons for cancellations distributed
mainly across service delivery failures and price sensitivity
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Key Insight: To secure long-term customer retention, recurring service providers must offer value through both operational excellence and competitive pricing, as

differentiation in either of these areas wins loyalty while failure drives cancellation




Recurring Services

HOME SERVICES CONSUMER STUDY Q1 2026

Consumer Demand is Relatively Inelastic to Price Changes

Maximum Acceptable Price Increase for Recurring Maximum Acceptable Price Increase for Recurring
Services Before Cancelling or Adjusting Frequency Services by Age Group

~94% of respondents indicated a willingness to accept a price increase of up to

Consumer demand for home services is highly price inelastic across all ages, with younger
10% for recurring services

homeowners being the most willing to accept significant price increases

18-34 13% 44% 6%

35-54 7%

55+ 8%

Key Insight: The resilient, inelastic nature of consumer demand for home services grants providers significant pricing power, allowing them to pass through modest price
increases with limited risk of customer churn

. 1-3% Increase . 3 -5% Increase 5—10% Increase 10%+ Increase 13
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Value Leads as Remodeling Hiring Priorities Shift with Age

Factors Influencing Hiring for Remodeling by Age Group Priority of Remodeling Projects

Consumer remodeling priorities are highly concentrated within the most visible and
functional spaces of the home, with kitchen, bath, and windows alone capturing ~68% of

all project demand

Remodeling hiring considerations are distinctly shaped by generational
preferences: homeowners 18 — 34 emphasize speed, those 55+ focus primarily on
value, and the 35 — 54 segment represents a transitional group that balances both
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Key Insight: Consumers remain committed to home improvement, with a strong focus on maximizing value. Investment priority is concentrated in targeted, high-impact
projects that deliver outsized returns, enhancing daily functionality, visual appearance, and property value




HOME SERVICES CONSUMER STUDY Q1 2026

Consumers Increasingly Value Brand Reputation

Importance of a Well-known, Well-regarded Brand Preferred Type of Service Provider
A well-regarded brand name is increasingly important to a majority of home National brands are becoming more important in consumers’ decision making, expanding
services customers considerations beyond historically preferred local providers
N N
N 28% 33% 8% § 1% N 60% 26%
N N
N N
S 32% 38% 6% f§ 1% N
w w
N N
S 34% 39% 0.3% N
R e
3%
N N
N 39% 37% 1% ]
u wu
3%
. Extremely Important . Very Important Somewhat Important

. Local Company . Individual Contractor National Company

Not Very Important . Not at All Important

Key Insight: The rising importance of brand recognition and reputation in consumer selection allows scaled providers to gain an edge, leveraging their structural advantages
to build trust and capture market share
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Referral & Digital Channels are Critical

2024 vs. 2025: How Did You Learn About Your Home Services Provider?

B 2022
In a post-COVID world, with weaker community ties and greater digital fluency, independent W 2023
research increasingly replaces traditional word-of-mouth referrals 2024
2025
68%  67% . - o . .
64% 2% As the cost and complexity of digital acquisition increases with Al / Google algorithms,
62% companies have reverted to more traditional advertising methods to reach consumers
0,
sa >'*  54%
. 47% 45% 46%
[v)
41% 40% 39%  40%
34%
9 23%
23% 19% 0 21%
’ 17%
l 3 -
0,
-)

Word of Mouth Internet Direct Advertising?® Social Media Branded Vehicles Billboard

Key Insight: While organic discovery, such as word of mouth and the internet, remain top acquisition sources, an evolving and increasingly competitive market is driving a

notable shift toward paid channels, with direct advertising, social media, and billboards becoming more prevalent for consumers in 2025

%] 1) Includes TV advertising and direct mail

16
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Q1 2026
Customer-Facing Technology is a Valuable Differentiator
Preferred Way of Interacting with Service Providers Importance of Latest Tech Used for Booking,
Billing, Project Management
Consumers increasingly factor digital ~66% of consumers say it’s
interactions, making effective tech- Mail extremely or very important that 1%
enabled communication a key Apps / service providers use the latest Not so . Extremely
strategic advantage for providers Website Phone tech for booking, billing, and Important Important
project management
Texts
Somewhat 66%
Important
Email
Very
In-Person Important

Key Insight: While consumers still value live communication, the growing popularity of modern, tech-enabled interactions creates a key opportunity for professionalized
platforms to differentiate by seamlessly integrating both into the customer experience




HOME SERVICES CONSUMER STUDY

Phone-Based & In-Person Services Remain Critical

Preferred Interaction by Age Group

2%

4% 4%

18-34

Age Group

35-54

Age Group

55+

Age Group

. Phone / Texts Apps / Websites / Emails Regular Mail

Key Insight: While company-initiated outreach through phone / text notifications remains the favored interaction method across all age groups, secondary
preferences diverge, as younger populations prioritize convenient digital tools while older generations value trust and assurance from in-person conversations

Q1 2026
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HOME SERVICES CONSUMER STUDY

Consumers Like Flexible Payment Options

Preferred Payment Method for Recurring Services Preferred Payment Method by Age
With pre-payment options in universal decline, payment preferences are diverging across

Consumers are split on which payment plan is optimal, giving an advantage to
service providers that can offer several different options generations: younger consumers are increasingly adopting auto-pay while older customers
continue to favor traditional pay-as-you-go

18-34
35-54

55+

Key Insight: While company-initiated outreach through phone / text notifications remains the favored interaction method across all age groups, secondary

preferences diverge, as younger populations prioritize convenient digital tools while older generations value trust and assurance from in-person conversations

. Auto-Pay as Services are Delivered Pay-as-You-Go (Not Automatic) 19

%/ . Pre-Pay in Full in Exchange for a Discount
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Mid-Sized Projects Drive Increasing Financing Demand

Impact of Available Financing on Percentage of Consumers Who Have Dollar Amount at Which Financing
Decision to Purchase a Service Used Financing vs. Not Is Utilized

94% of respondents say the availability of financing has The rapid increase in consumer use of financing

Financing utilization peaks for mid-size projects, with
had an impact on their decision to purchase a service highlights the growing importance of flexible payment the largest share of customers employing funding
solutions in engaging and attracting homeowners options for services ranging $5,000 - $9,999 (30%)

No Impact

No Financing at

Less than $1,000
Any Amount

Small $1,000 -$4,999
Impact $20,000+

22%

$10,000 -
$19,999
Large Impact

94%

$5,000 -$9,999

Key Insight: Accelerated adoption of financing reinforces its role in driving consumer investment — especially for mid-sized projects where funding demand is highest — making
financing options critical for capturing and converting demand and a key differentiator for scaled providers.
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About the Research

Age Region Household Income

20%

. $50K - $75K . $75K - $100K $100K - $125K

South West
o = s125k-s150k [ 150k

Harris Williams surveyed 1K+ consumers who were qualified based on their use of home services and are reflective of the average U.S. population




Residential Services Transaction Experience
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Our Team

Connect With Our Team

Learn more about our deep expertise
unlocking value for great businesses in
the residential services sector:

Additional Contacts

Tim Alexander

Managing Director

Consumer
talexander@harriswilliams.com
+1 612-807-3984

Corey Benjamin

Managing Director

Consumer
cbenjamin@harriswilliams.com
+1 804-305-7868

Zach England

Managing Director

Consumer
zengland@harriswilliams.com
+1415-547-9483

Brent Spiller

Managing Director

Consumer

bspiller@harriswilliams.com

Zach Ledwith

Managing Director
Consumer
zledwith@harriswilliams.com

+1 804-304-2707

Ed Arkus

Managing Director
Consumer
earkus@harriswilliams.com
+44 7947 665 321

Ryan Budlong

Managing Director

Consumer
rbudlong@harriswilliams.com
+1612-799-4314

Ryan Freeman

Managing Director

Consumer
rfreeman@harriswilliams.com
+1 612-245-2410

+1 804-337-1125

Will Bain

Managing Director
Consumer
wbain@harriswilliams.com
+44 7976 558 006

Brant Cash

Managing Director
Consumer
bcash@harriswilliams.com
+1612-219-7622

Andreas Poth

Managing Director
Consumer
apoth@harriswilliams.com
+49 1736 514 686
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%/Harﬂswllhams / GLOBAL INVESTMENT BANK

Mergers & Acquisitions e Private Capital Solutions e Primary Fund Placement

Aerospace, Defense &
Government Services

Harris Williams is a global investment bank specializing in M&A and private capital advisory services. Clients
worldwide rely on us to help unlock value in their business and turn ambitious goals into reality. We approach
every engagement with boundless collaboration, pooling expertise and relationships across industries and

geographies to deliver superior outcomes for our clients. Business Services

Consumer

Energy, Power & Infrastructure

OUTSTANDING

M&A INVESTMENT BANK

+ OF THE YEAR ¢

(0) Revenue from
75 /0 repeat clients
vault

Managing Directors BANKING

83% promoted from 10P 10 RANKED

within the firm

30+ iion

Healthcare & Life Sciences
HV Harris Williams

BY GLOBAL M&A NETWORK

2024

VAULT
BANKING 25

Industrials

Technology

Transportation & Logistics
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Important Disclosures

Harris Williams LLC is a registered broker-dealer and member of FINRA and SIPC. Harris Williams & Co. Ltd is a private limited company incorporated under English law with its registered office at 13th floor, One Angel Court, London
EC2R 7HJ, UK, registered with the Registrar of Companies for England and Wales (registration number 07078852). Harris Williams & Co. Ltd is authorised and regulated by the Financial Conduct Authority, number 5408952. Harris
Williams Private Capital Advisory Ltd. is an Appointed Representative of Sturgeon Ventures, LLP, which is authorised and regulated by the Financial Conduct Authority number 452811. Harris Williams & Co. Corporate Finance Advisors
GmbH is registered in the commercial register of the local court of Frankfurt am Main, Germany, under HRB 107540. The registered address is 16th Floor, Marienturm, Taunusanlage 9-10 60329, Frankfurt am Main, Germany (email
address: hwgermany@harriswilliams.com). Geschéftsfiihrer/Director: Paul Poggi, VAT No. DE321666994. Harris Williams (“HW”) is a trade name under which Harris Williams LLC, Harris Williams & Co. Ltd, Harris Williams & Co.
Corporate Finance Advisors GmbH, and Harris Williams Private Capital Advisory, Ltd conduct business.

HW is an affiliate of The PNC Financial Services Group, Inc., which, together with its subsidiaries and affiliates and their agents (collectively, “PNC”), engages in a broad range of businesses. PNC may have had, and may currently or in
the future have, business with or ownership in the Company and its related persons, potential parties to the proposed transaction and their related persons, or their competitors, customers or suppliers. When HW is engaged to
provide adviser services in a transaction, HW is acting only for its client in connection with the proposed transaction.

The distribution of this document in certain jurisdictions may be restricted by law, and accordingly, recipients of this document represent that they are able to receive this document without contravention of any registration
requirement or other legal restrictions in the jurisdictions in which they reside or in which they conduct business.

This document does not contain all the information needed to assess any transaction. You must conduct your own investigations and analyses. HW does not provide accounting, tax, investment, regulatory or legal advice to anyone.
This document is for discussion purposes only and is not a recommendation, offer or solicitation for the purchase or sale of any security or an invitation or inducement to engage in any transaction or investment activity. HW obtained
the information in this document from Company and/or third-party sources. HW has not independently verified such information and no obligation is undertaken to provide updated or additional information. No representation or
warranty, expressed or implied, is made in relation to the fairness, accuracy, correctness or completeness of the information, opinions or conclusions expressed herein. All forward-looking statements herein involve assumptions and
elements of subjective judgment and analysis and are not facts. Nothing in this document guarantees future results or performance.

This document is only being distributed to, and only made available to, and directed at: (a) persons who are outside the United Kingdom; (b) persons in the United Kingdom who have professional experience in matters relating to
investments falling within Article 19(5) of the UK Financial Services and Markets Act 2000 (Financial Promotion) Order 2005, as amended (the “Order”); (c) high net worth entities and other persons to whom it may otherwise lawfully
be communicated falling within Article 49(2)(a) and (d) of the Order; or (d) any other person to whom this document may otherwise lawfully be communicated or caused to be communicated (all such persons in (b) to (d) together
being referred to as “Relevant Persons”). This document must not be acted on or relied on by persons who are not Relevant Persons. In the UK, any investment or investment activity to which this document relates is only available to,
and will be engaged with, relevant persons.

For documents that pertain to a transaction or potential transaction:

All documents and information HW or HW PFP provide to prospective investors are for information only and may be used solely to evaluate a potential engagement and/or transaction. By accepting this document, you agree that,
unless provided in a confidentiality agreement between you and HW and/or HW PFP or permitted by applicable law, you will: (i) not, and will not allow any person acting on your behalf to, disclose, reproduce or distribute any of this
document without the Companies' prior written consent; (ii) keep, and cause anyone acting on your behalf to keep, confidential all non-public information in this document; (iii) use this document only for evaluating a potential
engagement and/or transaction; and (iv) upon request by HWand/or HW PFP, return all materials from HW or HW PFP and destroy all documents containing information from those materials.

None of HW or HW PFP, nor any of their respective affiliates, equity holders, directors, officers, managers, employees, contractors, advisors, representatives or agents (the “Protected Persons”), represent or warrant as to the
reasonableness or probability of any forward-looking statements made by any Protected Person. No potential investor should rely on them. To the greatest extent permitted by law, the Protected Persons shall have no liability for any
information, opinions or conclusions expressed herein, any forward-looking statements or assumptions on which they are based, or errors in or omissions from this document.
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