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Executive Summary 
� The impact of the Internet on consumer durables goods purchasing is considerable 

� Durable Goods Manufacturers (DGMs) must understand the online behavior of 
their different types of customers 
¡ These customers expect to directly engage with their brands anywhere at 

anytime 
¡ These customers engage in online interactions above and beyond product 

research.  
¡ These customers seek online community 

� DGMs must understand how their retail customers/partners are being challenged 
in the market  

� Eaglepoint recommends: 
¡ DGMs must develop their own direct-to-consumer capability 
¡ DGMs must develop and execute a clear strategy with online distribution 

partners like Amazon 
¡ DGMs must tie together the retail experience with their other forms of digital 

user experiences 
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Digital Media is disrupting the traditional 
relationship among manufacturer, retailer and 
end customer across all sectors including the 
hard goods and home improvement industry.  

How large is this impact? While online sales 
totaled a respectable $190 billion in 2013, even 
more impressive was the influence the web had 
on retail sales. Nearly half of all retail sales ($1.1 
Trillion) were influenced by the Web.  

Nearly 27 percent of all product shoppers of 
home improvement goods did their research 
online before coming into a store. But their 
research did not stop there. Nearly 27% of all 
smartphone users did their online research while 
in the store. 

 

 

How should durable goods 
manufacturers (DGM's) respond to 
this behavior? 
 

1. DGM's must come to understand that their 
customer's purchasing habits have 
considerably changed and that they must 
leverage digital media and online tools to 
take advantage of these changes.  

2. DGM's must learn to broaden their 
distribution strategies in an increasingly 
omni-channel world. 

3. DGM's must understand how their 
competitive landscape is changing. New 
entrants, such as Amazon, and on-line 
auction sites have dramatically altered the 
distribution landscape.   

DGM's must understand their 
customers 
 

DGM's must develop understanding of at least 4 
types of customers: contractors, end customers, 
individual tradesmen and retail establishments.  

Each customer type follows a purchasing pattern 
that is changing and distinct from each other. 
Further, these customers are engaging in new 
behaviors online: 

1. DGM customers expect to directly engage 
with their brands anywhere at anytime. 

2. DGM customer online interaction is not 
limited to product research.  

4. DGM customers seek online community 
5. DGM's must understand how their retail 

customers/partners are being challenged in 
the market 

Hard goods customers typically fall into these 
four camps: 

� General/Specialty Contractor 
There is a wide range of buying skills 
exhibited by contractors. While some are 
using the web in the transaction, many can 
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be influenced if a better selling model is 
presented to them. This is a new opportunity 
for DGM's. 
 

� End Customers 
For end customers, over 35% (and growing) 
of homeowners, according to the Remodeling 
Sentiment Report, bypass the general 
contractor, and hire tradesmen themselves 
directly. These customers leverage tools like 
Angie's list, Yelp or other such online 
directories to find skilled assistance. 

Meanwhile 67% of homeowners report they 
will do some of the work when they remodel 
according to that same Remodeling 
Sentiment Report. These end customers are 
often very skilled digitally and leverage 
research extensively to learn how to 
accomplish the task at hand. Video is taking 
a much more prominent role in providing this 
sort of content. 

� Individual Tradesmen 
Individual tradesmen rely increasingly on 
technology as the prime method of 
communication both with customers and 
vendors.  

� Retail Customers 
Last but not least, DGM's must understand 
how their retail customers are changing and 
how their buyers discover and leverage new 
products.  Retailers like Lowes and Home 
Depot) leverage more and more digital 
technology to remain competitive. Many have 
branched into offering value-added services 
such as classes or DIY books to teach 
customers how to do the work themselves. 
Their DIY websites also provide information, 
in the form of how-to videos, articles and 
step-by-step instructions. 

DGM customers expect to directly 
engage with their brands anywhere 
at anytime. 
 

6. DGM customers expect to be able to 
research the DGM's products online and 
perhaps buy from the brand directly. 
 
Customers will spend tremendous amounts 
of time researching brands online before they 
ever engage with the brand. 27% of all 
product shoppers of home improvement 
products researched online before buying in 
a store. 

• P&G’s E-Store 
No less a giant than P&G launched an e-
store in 2010 to learn about their customers. 
First, they learned that more and more 
customers are spending time online to 
interact with the brands, even if they buy 
offline. “Brand-building is becoming a digital 
exchange, rather than a one-way exchange.” 
Second, content is very important to help 
consumers make a decision. “Enhanced 
content" is very important to establishing an 
even stronger relationship with consumers. 
When they go on-shelf, most of their 
interaction with a brand is through what they 
remember they saw at home or the 
packaging (including interactive 
communication) they see in front of them. 
(Emarketer) 

DGM customer online interaction is 
not limited to product research.  
 

DGM customers expect brands to hear and respond to 
them online in customer service interactions. 
According to a recent survey, customer service 
ranking is the number one factor influencing how 
much a consumer trusts a company. When asked 
what made a customer service interaction bad, 72 
percent of the respondents in a recent survey blamed 
having to explain a problem to multiple people, while 
only 51 percent blamed a bad customer service 
interaction on the problem not being resolved. In that 
same study, 58 percent said they were more likely to 
share customer service experiences today than they 
were five years ago, with more and more people 
sharing experiences on social networking sites and 
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writing online reviews. Survey: Importance of 
customer service.  

DGM customers seek online 
community 
 

DGM customers are online also to seek to find a 
community of consumers who share their same 
passion / concern for the product in order to 
validate or alter their likely purchasing process. 
According to a new survey conducted by 
Dimensional Research, an overwhelming 90 
percent of respondents who recalled reading 
online reviews claimed that positive online 
reviews influenced buying decisions, while 86 
percent said buying decisions were influenced by 
negative online reviews. 
 

DGM’s must understand how their 
retail customers/partners are being 
challenged in the market  
 

Retailers are competing with online stores not 
just on price, but on service and availability. 

The Best Buy case study of 2013 is indicative of 
the challenges retailers face. Amazon’s mobile 
app hit the market in Dec 2012. At first, Best Buy 
responded by contending that they would and 
could confound the app by obfuscating product 
id’s, etc. But within the year, as “showrooming” 
was taking hold through US retailers, Best Buy 
launched the Renew Blue program which 
included: 

• price matching 

• efforts to improve customers' online 
experiences as well as their experiences in 
other channels.  

• a more interactive shopping experience for 
its online customers and providing them with 
recommendations based on their browsing 
history. 

• making product search capabilities more 
navigable and consistent across devices – 
Best Buy Case study here.  

 
The results were positive and obvious quickly. 
Best Buy sales and stock have grown 
significantly. Same-store sales in the company's 
fourth quarter rose 0.9 percent, the company's 
largest gain in the past three years. – 
Meanwhile, ten Wall St. analysts have upgraded 
the stock over the past six weeks.  

 

Some questions Durable Goods 
Companies need to be asking 
themselves. 
 

Question 1:  Given these changes in 
customer research and buying behavior, are 
DGM’s equipped to monitor this sentiment? 

 

Question 2:	  Given that customer behavior in 
the research and purchasing process has 
drastically changed, what must DGM’s do to 
manage this omni-channel world. 

 

Eaglepoint’s Point of View 
 

1. DGMs must develop their own direct-to-
consumer capability. Because the capability 
reflects on the brand, the solution should: 
¡ Be a great user experience 

¡ Be a highly branded user experience 

¡ Not compete with the retailer on price 

¡ The solution should point to partner 
retailers or service providers who 
leverage the manufacturer’s product 
enhancing their partner’s revenue 
potential 

¡ The solution should enable learning:  
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o Which content was most 
engaging to the consumer 

o Which product features or 
variations  (color, style, 
configuration, etc.) were most 
interesting to consumers 

2. DGM’s must develop and execute a clear 
strategy with online distribution partners like 
Amazon. It’s a fact that 1 in 5 dollars spent 
online go to Amazon. MIT Tech Review.  

 
¡ Pricing 

As a consequence of Amazon’s clout 
online, DGM pricing strategies must 
account for this new channel. Amazon 
has and will punish smaller suppliers if 
pricing is not consistent across the web.  

 
¡ Product availability 

Product availability must be managed not 
just with Amazon but other, smaller 
distributors who re-sell the DGM’s 
product on Amazon. Often these smaller 
vendors will not follow DGM pricing 
guidelines, creating conflict in the market 
and a punishing rebuke from Amazon.  
 

3. DGM’s must tie together the retail experience 
with their other forms of digital user 
experiences (social, mobile, web) to provide 
consistent, accurate information to the 
customer. DGM’s must map out the customer 
experience across all channels, regardless of 
the location or the device the consumer is 
using DGM’s must answer questions like: 
¡ "Does the content stimulate further 

engagement? 

¡ “Does the experience propel the 
consumer to engage further, either with a 
retailer or wholesaler or direct to the 
manufacturer? 

 

In short, building a website is not sufficient any 
longer. The experience must be enriching and 

easy for the user (any user) to navigate on any 
device. 

Finally, the digital experience must match and 
marry with the offline experience in order to 
maximize the relationship with the customer. 
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