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introducing level media
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Level Media is an agency founded on balance and perfection. We attack every project with a 
level mind and always end with a straight answer. At Level Media we have a policy of “Work 
hard. Play hard.” providing our clients with a welcoming and dynamic environment filled with 
the happiest and most creative minds, dedicated producing the perfect media plan for your 
brand. You will love our people and you will love our work, we hang our reputation on it.

Being a team player, 
we love Alyssa for her 
compassion. When she 
came on the team, leveling 
the playing field was big on 
her list, but Alyssa quickly 
revised her ideas on that 
subject, surrendering to the 
fact that WE are simply the 
best.

We love variety here at 
Level, and Britt fits the 
ticket perfectly. This media 
guru also worked for a stint 
on a construction crew. We 
put her to work on every 
client, making sure our 
foundation is level and 
sturdy.  

As a picture handing 
enthusiast, Kelsey is not 
only a valued member 
of the Level Media team, 
but also doubles as our 
interior decorator.  This 
one definitely has a 
sharp eye, and whit, so 
watch out folks.

Calm and collected is 
the name of the game 
for this lady. Whenever 
things get crazy, whether 
it be the company 
squirrel getting loose 
or the naming of our 
agency as the winner of 
yet another award, Tess 
always has a level head 
on her shoulders.

Raised in the country, 
Gracie is a seasoned 
expert in fence building. 
With every satisfied 
client, Gracie helps in 
steadily building and 
securing a fence around 
our ever-growing piece 
of the media industry.



introduction
 When the housing market collapsed and the recession hit in 2008, the 
home improvement industry took a huge hit as well. Home Depot, being the 
largest player in the industry, initially saw a 66% drop in profits in the first 
quarter of 2008 alone1. Since then, the markets have recovered slightly, but 
Home Depot is still feeling the effects of the recession. In an attempt to keep 
its position as the market leader, it has capitalized on its ability to lower 
prices, hence their new tagline “More Saving, More Doing.”

 With the effects of the recession and price reductions bearing down on 
the company, Home Depot has a fixed advertising budget and has requested 
recommendations to really zero in on a more specific target market with a 
distinct media vehicle.

 For their next advertising campaign, we recommend that Home Depot 
really focus on advertising to women consumers, as they are the key 
influencers in the household, as well as placing ads in publications that 
are project-based, as many homeowners are turning to DIY projects rather 
than hiring professionals when performing renovations in the home.

4



situation analysis



After taking its first financial hit in 2008, the market saw 
an even larger drop in sales in 2009-- -11.8%. There 
seemed to be a slight light at the end of the tunnel in 
2010 as sales actually increased from 2009 by .8%. 
The Mintel report predicts spending in this market 
to increase steadily until at least 2015 due to pent up 
demand and the ongoing need for maintenance and 
repair2.

the industry
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the industry cont.
The Transition to DIY
 When the recession hit, money spending declined -- two-thirds 
reported cutting household spending. Women in the households 
showed to be the most price sensitive, with 77% reporting making 
changes versus only 67% of men3. 
 One place these spending cuts were seen is with professional 
help around the home. While only 1 in 5 reported using professional 
services, two-thirds of those people reported cutting down spending 
in that area and doing the work themselves3.

What’s Selling?
 Paint is the most widely bought home improvement product, 
purchased by two-thirds of those who undertook home improvement. 
Building and construction items are next, purchased by 38%, and 
followed by flooring, purchased by 27%. Paint being the most popular 
DIY item really propelled the category; 52% of DIYers report taking 
on a painting project in the past year4. 
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the brand
 Home Depot Inc., founded in 1978 and known by the signature orange 
square logo, is the world’s largest home improvement retailer, consisting 
of 193,370 employees and reporting revenue of $66.2 billion in 20105. 
The company stocks between 30,000 and 40,000 products and caters to 
“do-it-yourself” customers as well as “do-it-for-me” customers. 

 In 2009, Home Depot stores spent $409.1 million on advertising 
despite the recession, but sported their new tagline “More Saving. More 
Doing.” in response to the more money conscious consumer2. The new 
tagline shows Home Depot as a place where the DIYers can be smart 

with their money while still receiving a 
good deal with great customer service. 
The company advertisements continue 
this framing by showing enthusiastic 
do-it-yourselfers tackling a variety of 
basic projects with the assistance of 
friendly and knowledgeable Home 
Depot employees.
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the brand the competition
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Home Depot has long maintained 
itself as the market leader of the home 
improvement category, with sales 
27.8% higher than Lowe’s2. However, 
Lowe’s is the second-largest home 
improvement retailer in the world, 
making them Home Depot’s biggest 
competitor.
 
Home Depot and Lowe’s have remained 
the two largest home improvement retailers, despite challenges faced 
during the economic downturn. Both retailers saw major decreases in sales 
from 2006-2009, but have still outperformed in this market. But, Home Depot 
and Lowe’s both projected increased sales for 20102.



the competition cont.
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 Lowe’s tagline - “Let’s Build Something Together” - promotes DIY activity 
along with friendliness and community. Lowe’s has sought to differentiate 
itself from the competition by suggesting it is more exclusively DIY oriented 
than Home Depot, which has been known to be used mostly by professionals. 
Lowe’s has attempted to reach out to women by featuring wider aisles, brighter 
lighting, and less of a warehouse feel in its stores2.
 
 Lowe’s 2010 national ad campaign was themed around “experience.” 
Their ads feature young, recent homebuyers, who are facing the challenges of 
DIY projects. The campaign implies that Lowe’s can offer advice for a range 
of projects and can bring them friendly, compassionate service from a DIY 
expert2.
 
 Most recently, Lowe’s has announced 
its plans to restructure retail stores and 
merchandising organizations, a move the 
company said will improve delivery speed 
of new products and services.



the competition cont.

recommendations



the DIY consumer

 Home Depot has always been the industry leader preferred by DIY 
consumers. However, the economic downturn caused DIY consumers 
to have less discretionary income available for home renovations and 
to become more focused on small, necessary repairs instead of larger, 
product-intensive projects. 
 
 Consumers are now regaining confidence in the economy and are 
ready to reinvest in more home renovation projects. However, the DIY 
consumer is now spending more conservatively. 
 
 The DIY consumer is usually married, as singles tend to hire help 
for their home improvement projects. The DIY consumer tends have a 
higher income and is looking for a way to add value to their home2. 

 Since having consumers of both genders is critical to the success of 
Home Depot,  the current dilemma is not which gender to ignore but 
rather to decide which gender represents the smartest focus for the 
Home Depot media placement and will add the most value to other 
marketing efforts.
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the DIY male

 Male DIY consumers make up the core user group for Home Depot 
products. The items that are purchased by far more males than females 
include hand/lawn tools and lumber. Men are the traditional consumer 
of home improvement products and have long been targeted by Home 
Depot and competitors.

Pros:
These male-dominated categories proved to be the most recession-•	
proof categories and therefore investing in this core consumer can 
provide a good foundation for Home Depot’s business no matter 
what turns the economy might take.

 
Additionally, Home Depot has a well-established masculine brand •	
identity with the bright orange color and block logo along with a 
warehouse style in-store layout6. Targeting men is in tune with the 
well-established voice of Home Depot.
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the DIY male cont.
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Cons:
Home Depot is already well-established with the male DIY •	
consumer, so while it is necessary to retain this consumer base, 
it does not present the same growing opportunity that female 
DIY consumers do.

More women than men are participating in the DIY projects that •	
are most popular, including painting, in which 64% of women 
participate in versus 54% of men7. 

When asked why they don’t undertake DIY projects, 27% of men •	
would rather hire a professional to do it for them, versus only 
19% of women7.



the DIY female
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 While the male DIY consumers make up the 
core user group, the female DIY consumer is the 
key influencer (see diagram)8. The female DIY 
consumer is the one who calls the shots about what 
paint color to use; she knows what she wants the 
renovated room to look like, how much she wants it 
to cost, and when she wants it to be done.

Pros:
Home Depot understands the value of the DIY •	
female, which comprises half of its consumer 
base. Within every retail store, Home Depot 
has revamped departments offering home 
redecorating supplies and projects6. 

Targeting the female DIY consumer is in line •	
with other current marketing efforts from Home 
Depot such as the launch of the Martha Stewart line of paints2. Women are 
more receptive to Home Depot as a result of these efforts. 



the DIY female cont.

Women tend to be more interested in “going green,” purchasing •	
energy-saving products and are more likely to be interested in 
Home Depot’s Eco Options9.

.  
Cons:

Decreased spending on flooring which is one of the segments •	
that women out purchase men in2. 

Many women are still intimidated by larger, more labor-intensive •	
improvement projects and are less likely to take on projects on 
their own4.

 
Women tend to be more value-conscious when shopping for •	
home improvement products. This concern is addressed by 
Home Depot’s new slogan and value-conscious positioning and 
pricing3.
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our decision

Ultimately Level Media has decided to target the 
female DIY consumer to remain consistent with 
other current Home Depot marketing efforts, and 
access the key influencer in the household. This 
targeting will also allow the media placement to 
add to the frequency that Home Depot is reaching 
the female DIY consumer.
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the publications
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Project-based
 Project-based publications focus on advice and perspective for consumers 
interested in building, renovating, or furnishing their home. Some give step-by-
step instructions for easy DIY projects, while others provide tips and tricks to 
making simple projects even simpler10. Instead of centering the publication on 
a lifestyle choice, project-based magazines inspire consumers to bring their 
creativity to life through projects and changes in the home.

Lifestyle based
 Lifestyle-based publications focus on a way of life for consumers. More often, 
then not, they inspire their readers to make particular life choices. These types of 
publications provide readers with advice, hope and guidance along with stories 
of struggles and triumphs. Other publications, like ‘Women’s Day,’ are centered 
on finding “sensible solutions to common problems in relationships, finances, 
family and home management”12. Ultimately, lifestyle based publications have a 
particular tone to them while focusing on the different choices consumers make 
throughout their everyday lives.



the publications cont.

 Level Media chose to focus on project-based publications because 
of the sudden consumer interest in DIY projects. According to a 2008 
report, just when the economy took a downturn, “homeowners have 
shown a well above average level of DIY purchase”7. Statistics also 
show a range of DIY purchases being made. The increase in DIY 
projects being done gives Level Media the opportunity to maximize 
their reach, ultimately giving Home Depot a larger audience.
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the publications cont.
Better Homes and Gardens

 Better Homes and Gardens magazine, the fourth best selling magazine 
in the United States, focuses on women who believe home is where the 
heart is. She views the house as the center of all activity, in turn, making 
the comfort of the home her number one priority. Better Homes and 
Gardens understands this and provides many inspirational techniques 
in order to spark creativity and self-expression amongst the woman of 
the house. They view their reader as one who uses her house to build 
a world of her own thus having each issue contain editorial content on 
design. “Better Homes and Gardens helps [the woman] bridge the gap 
between dreaming and doing”13.
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the publications cont.

This Old House

 This Old House generates useful information on craftsmanship and 
fine design. The magazine centers around the idea that the best work 
originates from informed planning and the usage of quality materials 
and workmanship. Though its focus is not on any particular gender, it 
does focus on the DIY consumer. Each issue provides useful how-to tips, 
tricks and advice for all skill levels14. 
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our decision

It is more important to reach consumers via 
media environments that focus on home 
improvement instead of beautiful living 
spaces. Level Media will choose to advertise 
within the project-based magazine, Better 
Homes and Gardens, due to its large female 
consumer audience and the high interest in 
DIY projects during these tough economic 
times. Not only does it have a dense female 
audience, but Better Homes and Gardens also 
has a larger circulation and frequency than This 
Old House. This reach and frequency gives 
Home Depot a greater chance of attracting 
more of its intended target, the DIY woman.
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our decision

conclusions



conclusion

 The entire team here at Level Media is confident in the 
decisions we have made for Home Depot. We have fully 
researched and understand the current market conditions in the 
home improvement category, as well as Home Depot’s place in 
this market. We are certain that targeting the female DIYers is the 
best move for the company. Females are the key decision makers 
in the household and we feel that Home Depot will benefit from 
reaching out to them.
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conclusion conclusion cont.

 Placing ads in Better Homes and Gardens will help Home 
Depot be successful in targeting this female group. This 
project-based magazine is the perfect space for Home Depot 
to reach out to the female consumer, who reads the magazine 
for tips and ideas on how to make their homes beautiful on a 
budget. 

 Better Homes and Gardens has a circulation of 7.6 million, 
with an average of 5.2 adult readers per copy. This leads to 
approximately 40 million impressions that Home Depot could 
receive from placing ads in this publication. Additionally, 
80.1% of Better Homes and Gardens readers are female11. We 
are certain that this placement will be key to Home Depot’s 
success in targeting this market.

25



additional recommendations

 Placing  the web address of Home Depot’s blog “The Apron” 
on the advertisement in the magazine could also lead to more 
site traffic and exposure to Home Depot’s online project-based 
resources.

 In addition, if more funds become available to increase 
the Home Depot advertising budget, we recommend placing 
advertisements on DIY-centric websites and vamping up the 
DIY section of Home Depot’s own website. While 25% of DIY 
consumers do turn to magazines for help with their projects, 
and even greater number turn to the web. 34% of consumers 
reference DIY related websites and 27% turn to DIY store 
websites4.
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appendix
 http://360.datamonitor.com.ezproxy.lib.utexas.edu/Product?pid=A90DD556-7D84-404E-1. 
B981-EC308159E493
“Home Improvement 2011” http://academic.mintel.com/sinatra/oxygen_academic/2. 
search_results/show&/display/id=542833
“Economizing in the Home: DIY Retail 2009” http://academic.mintel.com/sinatra/oxy-3. 
gen_academic/search_results/show&/display/id=464960
“DIY in a Down Economy 2009” http://academic.mintel.com/sinatra/oxygen_academic/4. 
search_results/show&/display/id=464960
http://www.redbooks.com/Subscriber/Profile.aspx?ent=1324625. 
http://www.upi.com/Business_News/2011/01/28/Home-Depot-looking-for-women-shop-6. 
pers/UPI-97181296248932/
“The DIY Consumer 2008” http://academic.mintel.com/sinatra/oxygen_academic/7. 
search_results/show&/display/id=296167
http://pewresearch.org/pubs/967/gender-power8. 
“Attitudes Towards Energy Saving 2011”9. 

http://www.bhg.com/tools/meet-the-staff-of-bhgcom/10. 
http://www.meredith.com/mediakit/bhg/research.html11. 
http://www.magazines.com/product/womans-day#info12. 
“Better Homes and Gardens” http://www.srds.com.ezproxy.lib.utexas.edu/cmas/main13. 
“This Old House” http://www.srds.com.ezproxy.lib.utexas.edu/cmas/main14. 
http://www.thisoldhouse.com/toh/static/pdf/ad-with-us/AudienceDemoPro-15. 
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