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The home services sector is positioned for healthy long-term growth due to housing market trends and a shift toward 
outsourcing more home-related tasks. This shift is driven by home-buying millennials with less free time, waning DIY interest, 
and more money to spend.

• A majority of surveyed consumers are more likely to outsource home services than perform those tasks themselves.

• Most are also increasing their spending on service providers, with a tendency for hiring those with technical or specialized expertise.

While consumers have a preference for local brands, some services benefit from national recognition and spend. 

• For services where the consumer is "in the market" for a shorter time period, national brands can have an awareness and marketing spend advantage, but 
consumers generally favor local brands that are well reviewed. 

Financial and strategic buyers can take advantage of several opportunities within home services to create growth and value.

• Platforms that skew to break-fix, non-discretionary, and recurring services can generate steady growth.

• Digital channels—including internet search, online reviews, and social media—have a greater ability to reach consumers and grab market share.

• Tech-enabled and professionalized platforms that offer easy-to-use customer-facing technology, financing options, and flexible terms can differentiate 
themselves from the competition.

To better understand this opportunity, Harris Williams surveyed 1,001 U.S. consumers who use home services.1
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Consumers are outsourcing more home services.
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Significantly higher
21%

Somewhat higher
30%

No change
40%

Somewhat lower
7%

Significantly lower
2%

Key Insight: A long-term shift is underway toward more outsourcing of home services. Drivers include millennial home-buying, less 
homeowner free time and DIY interest, and more discretionary income. 

51% of consumers are likelier to hire someone to perform home 
services than 2-3 years ago. Fewer than 10% are likelier to perform 

these services themselves.

Spending on these services is up too: 52% are spending more on 
service providers, versus ~10% spending less.

Significantly higher
19%

Somewhat higher
33%No change

35%

Somewhat lower
10%

Significantly lower

Change in spending, past 2-3 yearsPreference for hiring vs. DIY, past 2-3 years



Millennial consumers’ (18-34) preference for pros has grown more than 
other consumers.
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Key Insight: Home services providers should be sure to include younger homeowners in their marketing strategies. 

Spending on these services is up too: 52% are spending 
more on service providers, versus ~10% spending less.

Significantly higher, 28%

20%

14%

Somewhat higher, 33%

28%

28%

No change, 34%

43%

46%

Somewhat lower, 4%

7%

10%

Significantly lower, 2%

2%

2%
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Preference for hiring vs. DIY, past 2-3 years



Consumers are likeliest to outsource technical, specialized services.
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Key Insight: Growth-focused platforms should have expertise in these more specialized and difficult tasks.

49% of consumers are spending more on beauty and 
personal care in 2021 than in 2020, while spending will be 
steady for 39%.

This is not a temporary bump: 58% of consumers plan to 
spend somewhat more or significantly more on beauty and 

personal care products over the next year. 

18%

25%

29%

32%

41%

42%

42%

59%

61%

68%

77%

83%

82%

75%

71%

68%

59%

58%

58%

41%

39%

32%

23%

17%

Cleaning Services

Grass Cutting

Painting

Lawn Treatments (fertilizers, etc.)

Gutter Cleaning

Pool Care

Moving

Remodeling

Pest Control

Plumbing

Electrical

HVAC Repair

Do It For Me (DIFM) vs. Do It Yourself (DIY)

DIFM DIY
*Data adjusted to exclude respondents choosing “N/A.”



Younger consumers are likelier than others to solicit multiple bids.
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Three or more
33%

One or two
46%

None--I hire based 
on reputation or past 

experience
22%

Competitive proposals typically solicited

Key Insight: A recognizable and well-regarded brand can make the difference in the competitive bidding process, particularly among younger 
consumers used to greater price transparency.

Nearly 80% of consumers seek out multiple competitive proposals. 
One-third solicits three or more.

21% 21% 25%

42% 48% 47%

37% 31% 28%

18-34 35-54 55+

Proposals solicited by age

Hire on reputation or experience 1 or 2 3 or more

Older consumers are less likely to solicit multiple bids, reflecting 
loyalty to incumbent providers.



Individual contractor
26%

Local company
60%

National company
14%

Brand matters—but so does being perceived as local.
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Key Insight: Brand recognition and reputation are important in the consumer decision-making process, and consumers prefer a local 
brand to perform services over national providers.

Extremely 
important

28%

Very important
33%

Somewhat 
important

30%

Not very 
important

8%

Not at all important

A well-regarded brand name is very or extremely important to 61% of 
consumers…

Brand is important to 91% of consumers, and very or 
extremely important to 51%.

Importance of well-regarded, well-known brand

…but so is a strong local presence.

Preferred type of service provider



Reputation, price, and reviews are top considerations.
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Key Insight: Reputation, price, and recommendations/reviews are most important to consumers in the selection process.

49% of consumers are spending more on beauty and 
personal care in 2021 than in 2020, while spending will be 
steady for 39%.

This is not a temporary bump: 58% of consumers plan to 
spend somewhat more or significantly more on beauty and 

personal care products over the next year. 9%

13%

13%

14%

15%

15%

16%

17%

22%

27%

28%

30%

Timeliness

Friendliness

Proximity

Availability

Responsiveness

Accepted payment types

Connection to local community

800 number to resolve issues

Online reviews

Recommendations from friends or family

Price

Reputation

Most Important Consideration When Hiring a Home Services Provider



Referrals and digital channels are critical customer acquisition channels.
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Key Insight: Residential services continue to see a shift toward digital marketing, which helps drive word-of-mouth, internet search, and social 
media. Yet traditional methods of advertising, including direct mailers and fliers, continue to play an important role.

49% of consumers are spending more on beauty and 
personal care in 2021 than in 2020, while spending will be 
steady for 39%.

This is not a temporary bump: 58% of consumers plan to 
spend somewhat more or significantly more on beauty and 

personal care products over the next year. 12%

23%

29%

34%

54%

68%

Billboard

Branded work vehicle

Direct advertising (e.g., commercials or fliers)

Social media

Internet search

Word of mouth/family or friends

Discovery Channels for Home Services Providers



Customer-facing technology could be a valuable differentiator… 
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Email
12%

Texts
13%

App/Website
7%

Phone
37%

In-person
28%

Regular mail
3%

Extremely 
important

27%

Very important
31%

Somewhat 
important

29%

Not very 
important

11%

Not at all 
important

Key Insight: Consumers value modern, tech-enabled ways of interacting with home services companies, providing an opportunity for 
professionalized platforms.

Tech-enabled communications are key, but phone and in-person 
interactions remain important for building trust with consumers.

58% of consumers say it’s extremely or very important 
service providers use the latest tech for booking, billing, and 

project management.

Importance of latest tech used for 
booking, billing, project management

Preferred way of interacting with service providers



…Yet strong in-person and phone-based service remains important. 
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Key Insight: Younger consumers are likelier to prefer digital interactions. All age groups exhibit a desire for multiple forms of interaction.

Phone and tech-enabled communications (text/email/web) 
are preferred over in-person and regular mail.

21%

38%

40%

39%

36%

37%

40%

26%

23%

55+

35-54

18-34

Preferred Interaction by Age

Email/Texts/App Phone In-Person



Financing and flexible payment terms also appeal to consumers.
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A lot more 
likely
25%

A little more 
likely
37%

No difference
33%

A little less 
likely
3%

A lot less 
likely
2%

Pre-pay in full in exchange for 
a discount

25%

Auto-pay as services 
are delivered

34%

Pay-as-you-go 
(not automatic)

40%

Key Insight: Consumers value flexible terms and financing, providing another opportunity for professionalized platforms.

62% of consumers would be likelier to start large projects if 
financing were offered.

Consumers are split on which payment plan is optimal, giving 
an advantage to companies that can offer several.

Increased likeliness to start large projects due to financing 
from service providers

Preferred payment model for recurring services



Payment preferences vary by age group.
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Key Insight: Younger consumers are more interested in pre-pay and auto-pay than older consumers, who prefer pay-as-you-go.

Phone and tech-enabled communications (text/email/web) 
are preferred over in-person and regular mail.

19%

24%

31%

31%

33%

37%

49%

43%

32%

55+

35-54

18-34

Preferred Payment Method by Age

Pre-pay for discount Auto-pay as services delivered Pay-as-you-go



Our M&A Professionals and Experience
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Our Firm
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Harris Williams has a broad range of industry expertise, which creates powerful opportunities. Our clients benefit from our deep sector experience, 
integrated industry intelligence and collaboration across the firm, and our commitment to learning what makes them unique. For more information, visit 
our website at www.harriswilliams.com. 

I N D U S T R Y  G R O U P  E X P E R T I S E

Healthcare 
& Life Sciences

Industrials
Building Products 

& Materials
Consumer Technology

Energy, Power 
& Infrastructure

Aerospace, Defense & 
Government Services

Business 
Services

Specialty 
Distribution

Transportation 
& Logistics

C O N S I S T E N T  R E C O G N I T I O N  F O R  Q U A L I T Y

H A R R I S  W I L L I A M S  O F F I C E  L O C A T I O N S

U N I T E D  S T A T E S E U R O P E

B O S T O N

C L E V E L A N D

M I N N E A P O L I S

R I C H M O N D

S A N  F R A N C I S C O

W A S H I N G T O N ,  D . C .  

F R A N K F U R T

L O N D O N

http://www.harriswilliams.com/
https://www.harriswilliams.com/industries/healthcare-and-life-sciences
https://www.harriswilliams.com/industries/industrials
https://www.harriswilliams.com/industries/building-products-and-materials
https://www.harriswilliams.com/industries/consumer
https://www.harriswilliams.com/industries/technology
https://www.harriswilliams.com/industries/energy-and-power
https://www.harriswilliams.com/industries/aerospace-defense-and-government-services
https://www.harriswilliams.com/industries/business-services
https://www.harriswilliams.com/industries/specialty-distribution
https://www.harriswilliams.com/industries/transportation-and-logistics


Disclosures and Disclaimers 
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1. Harris Williams, in partnership with Toluna USA Inc., conducted online surveys with 1,001 U.S. consumers in May 2022. 

Investment banking services are provided by Harris Williams LLC (“Harris Williams”). Harris Williams 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 8th Floor, 20 Farringdon Street, London EC4A 4AB, UK, registered with the Registrar of 
Companies for England and Wales, registration number 07078852. Harris Williams & Co. Ltd is authorized and regulated by the Financial Conduct Authority. 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 
Bockenheimer Landstrasse 33-35, 60325 Frankfurt am Main, Germany (email address: hwgermany@harriswilliams.com). Geschäftsführers/Directors: Jeffery H. Perkins, Paul Poggi, VAT 
No. DE321666994. Harris Williams is a trade name under which Harris Williams LLC, Harris Williams & Co. Ltd and Harris Williams & Co. Corporate Finance Advisors GmbH conduct 
business.

The information and views contained in this content have been prepared in part by Harris Williams. This content does not purport to be comprehensive or to contain all the information 
that a recipient may need in order to evaluate any investment or potential transaction. This content is not a research report, as such term is defined by applicable law and regulations, 
and is provided for informational purposes only. Any and all information, including estimates, projections and other forward-looking statements, presented in this document may 
involve various assumptions and significant elements of subjective judgment and analysis that may or may not be correct. Harris Williams has not independently verified, and neither 
Harris Williams nor any other person will independently verify, any of the information, estimates, projections or forward-looking statements contained herein or the assumptions on 
which they are based. The information contained in this document is made as of the date hereof unless stated otherwise. Harris Williams does not expect to update or otherwise revise 
this document nor provide any additional information, nor correct any inaccuracies herein which may become apparent. 

This content is intended for institutional use only and should not be relied upon by retail investors or members of the general public. The information contained herein is believed by 
Harris Williams to be reliable but Harris Williams makes no representation or warranty as to the accuracy or completeness of such information, and information contained herein that is 
based on material prepared by others may involve significant elements of subjective judgment and analysis which may or may not be correct. Opinions, estimates and projections 
contained herein constitute Harris Williams’ judgment and are subject to change without notice.

This content is not to be construed as investment advice an offer to buy or sell or a solicitation of an offer to buy or sell any financial instruments or to participate in any particular 
transaction, nor shall this content form the basis of any contract. It does not constitute and should not be construed as an endorsement or recommendation of any entities’ products or 
services.

No part of this material may be copied or duplicated in any form or by any means, or redistributed, without Harris Williams’ prior written consent.
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