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1 Executive Summary

The purpose of this report is to summarise the
development of the preferred business model identified
for Build4Life by reporting of the key activities of the
customer discovery phase of Build4Life.

The proposed business model is for Build4Life to act as
a platform to connect renovators with service and
product suppliers with an overarching mission to help
deliverable sustainable renovations across Australia.

This would be achieved through the provision of an
online resource that provides quality content, a
connected community, and peer to peer support via local
Build4Life facilitators for everyone interested in
renovating their home to achieve a safe, healthy, and
economical home. The local Build4Life facilitators would
convene local networks of people who are planning and
undertaking their own renovations and connect them
with local trades, Build4Life online resources, and advice
to achieve sustainability outcomes. Commissions would
be paid by local trades and suppliers for referrals with a
percentage to be paid to the local Build4Life facilitators.

The analysis indicates that the value of the home
renovation market is estimated to be $33Billion in 2017
with a strong forward pipeline of renovation activity for
the next 10 years due to historical new home building
patterns resulting in homes in the key renovation 30-40
year age range growing by 14%.

The unique selling proposition of the proposed business
model is the local Build4Life facilitator who convenes a
local renovators club to share knowledge referrals and
create social connections for its members with others in
their local area. The analysis identifies that this approach
differentiates Build4Life from core competitors and
establishes this offering as unique in the market.

Key customer segment are identified for the proposed
business model. For the renovators customer segment
the analysis identifies two core market segments.
Couples with children between 35 and 54 years of age
and coupe without children in the same age category
who collectively represent 77% of the market.

For the trades customer segment the analysis has
identified small companies with less than 5 employees
represent 77% of the suppliers.

A competitor analysis is undertaken and identifies that
established online content brands such as Houzz and
HGTYV dominate the online content and advertising
space highlighting the risk of a content only business
model. However, Build4Lifes unique selling proposition
of having local Build4Life facilitator convening and
establishing local social networks puts this business
model in a high potential sector with low competition.

The report then addresses the validation of the proposed
business model through the establishment of a
Renovators Club pilot group in the Newcastle area NSW.

At the point of writing this report the Build4Life project
was progressing with the build of the online platform
after establishing an increased level of confidence that
the proposed business model fits a true market need.

LOW CARBON LIVING
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2 Build4Life Overview

Build4Life is an online resource that provides quality
content, a connected community, and peer to peer
support via local Build4Life facilitators for everyone
interested in renovating their home to achieve a safe,
healthy, and economical home. The local Build4Life
facilitators would convene local networks of people who
are planning and undertaking their own renovations and
connect them with local trades, Build4Life online
resources, and advice to achieve sustainability
outcomes.

Commissions would be paid by local trades and
suppliers for referrals with a percentage to be paid to the
local Build4Life facilitators.

2.1  What does your business do?

Build4Life facilitates local peer networks of renovators
and provides them with access to information to help
them achieve a safe, healthy, and economical home and
connects them with local trades to undertake the
renovations.

2.2 Products/services/solutions

The following are some of the proposed products and
services offered by Build4Life:

Products and Services for Renovators
e Online content

e Access to a peer to peer network of other local
renovators facilitated by a local Build4 Life facilitator

¢ Online renovation workspace to store ideas, request
guotes, manage the budget, social sharing

¢ Reviews and feedback on local trades etc
Products and Services for Trades

o Referral business

e Consolidation of multiple smaller projects

e Opportunity to get involved early in renovation
process

e Advertising

2.3 Company objectives

At the core of the Build4Life project is the need to
provide opportunities and inspiration for the public to
actively participate in a multi-way conversation on the
benefits and accessible opportunities from energy
efficient housing. This is in contrast with many previous
initiatives that have been passive one-way distribution of
information only. The specific objectives are

e To prototype the Build4Life social media platform
arising from RP3029 to allow a two-way national
conversation on sustainable housing catering to
consumer desires.

Test the platform with a restricted cohort of
consumers prior to a full national deployment
(national deployment is beyond the scope of this
Project).

Develop improved branding with a view to increasing
brand recognition for energy efficient housing.

Test ideas (see research above) about how to
mainstream the demand for low carbon housing.

Develop a plan to take the platform to a national
audience (this may include setting up a purpose built
entity to own and maintain it in the long term, note
that this work will be conducted independently of this
Project but in parallel to the work of this Project).

Disseminate other CRC content.

L) LOW CARBON LIVING
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3 Market

3.1 Overview

The home renovations market in Australia is estimated
to be valued at around $33 Billion in 2017 and
envisaged to rise to $36 Billion by 2020. By comparison
the revenue for Australia’s top 100 residential home
builders in 2015/16 was estimated to be $17.7 Billion.

The majority of renovations are undertaken on detached
family homes that are older than 20 years of age. The
occupants are typically couples (more than 75%) and
over half of these couples are living with children.

The average cost of renovations is $68,300 with 42% of
renovations typically between $5,000 and $40,000.

3.2 Size of market

The home renovations market in Australia is estimated
to be valued at around $33 Billion in 2017 and
envisaged to rise to $36 Billion by 2020. By comparison
the revenue for Australia’s top 100 residential home
builders in 2015/16 was estimated to be $17.7 Billion.

3.3 Market trends

The renovations investment has been relatively steady
since 2004 (showing a significant increase from 2001-
2004 which also coincided with the smash hit TV
program “The Block” which premiered on 1 June 2003).

This steady trend appears to be associated with past
new home building patterns resulting in the number of
detached houses in the 20-30 year age group being
relatively flat in recent years.

Renovations Investment in Australia - Moving Annual Total
Source: ABS 5206

40,000
38,000
36,000
8 34000
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ER]
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Dec-2004
Dec-2005
Dec-2006
Dec-2007
Dec-2008
Dec.2009
Dec-2010
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Dec-2014
Dec-2015

Dec-2016

Figure 1: Renovation Investment Trends 1999 to 2016

Over the next decade, the number of homes in 20-30
year age group will decline but those in the 30- 40 years
age group will rise by over 14% providing a relatively
consistent pipeline of renovation activity for the next 10
years.

3.4 What is the problem that needs to be
addressed

Build4Life acts as a platform to connect renovators with
service and product suppliers with an overarching
mission to help deliverable sustainable renovations
across Australia.

According to a 2015 survey by Houzz, the number one
challenge for home renovators is finding the right service
provider followed by the finding the right products and
materials. These challenges are exacerbated by other
pains such as lack of time, lack of money, and feeling
bullied by trades.

The trades in the renovation market are typically small
businesses with 5 or less staff (77%) are find quoting for
work to be time consuming (expensive) particularly for
small jobs and are constantly trying to secure forward
workload.

3.5 Build4Life solution

The proposed business model for Build4Life would
connect renovators with service providers within a
trusted peer network of other renovators within their own
community.

The unique selling proposition of the proposed business
model is the local Build4Life facilitator who convenes a
local renovators club to share knowledge referrals and
create social connections for its members with others in
their local area. This approach differentiates Build4Life
from core competitors are outlined in section 7.

L) LOW CARBON LIVING
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4 Business Model

In this business model Build4Life is an online resource
that provides quality content, a connected community,
and peer to peer support via local Build4Life facilitators
for everyone interested in renovating their home to
achieve a safe, healthy, and economical home. The local
Build4Life facilitators would convene local networks of
people who are planning and undertaking their own
renovations and connect them with local trades,
Build4Life online resources, and advice to achieve
sustainability outcomes. Commissions would be paid by
local trades and suppliers for referrals with a percentage
to be paid to the local Build4Life facilitators.

4.1 Build4Life model canvas
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Figure 2: Option 2 — Sustainability Publishing and Peer to Peer
Advice Service
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4.2 Customer segments

Two key customer segments have been identified:

4.2.1 Home renovators
What they want? (Job)

e To renovate their home to be safe, healthy, and
economical for their family.

e May DIY aspects to save money.
Pains

e Notime

e No money

e Have kids arriving so have growing pains in the
home functions.

e Have kids leaving so want to renovate to adapt to
empty nest lifestyle

e Tired of the hard sell.

e Have difficulty getting trades for small projects.
e Renovation are stressfull.

e Feel bullied by trades

Gains

e Healthy living

e Social connection

o Efficiency

4.2.2 Renovation builders and trades

What they want? (Job)

e Generate more sales and steady workflow
Pains

e Small jobs

e Quoting takes along time

e Stress of trying to constantly win the next project

e Planning and scheduling work

4.3 Value proposition

Online resource that provides quality content, a
connected community, and peer to peer support via local
Build4Life facilitators for everyone interested in
renovating their home to achieve a safe, healthy, and
economical home.

4.3.1 Key product/services

e Online content eg how to, design inspiration,

e Online chat to give real time response to queries
(could develop chat bot around Liveability principles
to direct enquiries to content)

e Pinterest style boards to store reno ideas.

e Local Build4Life facilitators

0  Would be local franchisee (trained
Liveability agent??) of Build4Life that
would convene/connect local people with
others undertaking renovations eg
renovators coffee club.

0  Would help with information from
Build4Life

0  Would help connect with local trades
(perhaps linkage to HiPages) and/or
suppliers for work — perhaps help get
group discounts from trades or suppliers

4.4 Channels

4.4.1 Home renovators

e Social media

o Traditional media

e Content marketing to website

e Local networks via Build4Life facilitators
e Social marketing e.g. school groups, etc.
e SMM

4.4.2 Trades

e Local networks

e Industry groups (eg HIA)
e HiPages

4.5 Relationships

4.5.1 Home renovators

e Membership site (maybe discounts for members eg
Groupon)

e Member portal to allow then to store images (eg
Pinterest), request quotes, give feedback, contact
other club members, manage budget etc.

o Face to face via Build4Life facilitators

4.5.2 Trades and builders
o Face to face via Build4Life facilitators
e Membership

e Accreditation as a Build4Life qualified supplier —
perhaps need to have completed some Build4Life
online training associated with sustainability

4.6 Revenue streams
e Advertising revenue from website

o Affiliate revenue from product sales through website

e
[ {L LOW CARBON LIV
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o Commissions for referrals to trades (average
renovation spend in 2015 $68,300 — source Houzz)

4.7 Key activities
e SEO for content — need to be found in search
e Content creation — video content

o Recruitment of Build4Life facilitators

4.8 Key resources

4.8.1 Technology

o Website

o ESCROW Service to facilitate financial transactions
between renovators and trades.

4.8.2 Human

o Build4Life facilitators

e Writers for content creation

e Web developer

e Trainers for Build4Life facilitators

e Marketing

4.9 Key partnerships

¢ Need to develop partnerships with reputable trades
in local areas — perhaps via HIA

e Product suppliers

4.10 Cost structure
¢ Website development and setup
o \Website maintenance

o Staff costs

» |VI n G Build4Life Business Model Analysis 13
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5 The Renovator

5.1 Demographic profile

The demographic profile of the Build4Life target market
is as follows.

Income
349% ¢ Under $100k
31% $100K - $150k

35% $150k+

0 Average Renovation
. Spend

Age
12% ' 25-34 years old $41,200

58% 'ttt 35-54years old
$80,300
31% ittt 55+ years old 4

$57,500

Figure 3: Demographic Profile

Based on this analysis a core market segment that the
business model would focus is couples (with and without
children) in the 34-54 age range.

5.1.1 Motivations to renovate

Money, Time and Home Purchases drive renovations.
The top 5 reasons for undertaking a renovation are as
follows:

e 35% renovate because they now have time to do it.

e 34% renovate because they now have enough
money.

e 30% renovated due to a home purchase (move in
and met people in your area) — 51% 25- 34, 30% 35-
54, 22% 55+

e 22% Adapting to family change SV Survey of home
renovators — influences and energy efficiency
outcomes also found 20% due to change in size of
family)

e 15% Renovate after discovering something that
needs repair (opportunistic)
5.1.2 Renovation spending profile

The average renovation spend is $68,300 although this
amount varies depending on the age group. 25-34 year
olds average spend on renovations is $41,200.

35-54 year olds average spend on renovations is
$80,300. Those older than 55 on average spend
$57,500 on renovations.

89% hired a specialist trade eg 71% electrician, 57%
plumber, 40% carpenter
5.1.3 Home characteristics

82% renovating detached single family dwelling with
80% older than 20 years (27% between 20-40 years) —
note for CSIRO - research suburbs with highest
concentrations of owner occupied home between 20-40
years old with families with children from ABS data.
5.1.4 Top challenges facing renovators

Based on a Houzz 2015 survey the top 5 challenges
facing renovators are as follows:

e 36% finding the right service provider (79% cite good
reviews or recommendations as important when
choosing a service provider)

e 32% Finding the right products and materials
e 28% Staying on budget
e 28% defining style

e 27% funding/financing project

5.1.5 Key influences

The following are the top 5 key influencers for
renovators:

e 68% own ideas

o 57% internet searches
e 50% Builder

o 48% family and friends

e 41% hardware store

5.1.6 Other characteristics

Over half of renovations take 6 months or longer in
planning through to start or work.

5.2 Trades

In the proposed business model Build4Life acts as a
platform to connect renovators with service and product
suppliers with an overarching mission to help deliverable
sustainable renovations across Australia. Therefore, the
other key customer segment is the trades.

At the time of preparing this analysis limited information
was available for this customer segment.

According to the HIA 2017 Renovations Roundup report
the following are some of the key characteristics of
trades in the renovation market.

5.2.1 Market size

Market size for renovations in Australia $33billion

P("@ LOW CARBON LIVING
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Typical Business Size 25% sole trader 52% 1to 5
people 13% 6 to 10 people 7% 11 to 20 people

2% More than 50 people

5.2.2 Most commonly hired specialists
67% electrician 66% plumbers 59% painters

58% carpenters

5.2.3 Renovation project values
3% less than $5k 22% $5k-$12k
20% $12k - $40k

6% $40k - $70k

5% $70k - $100k

13% $100k - $150k

10% $150k - $200k

11% $200k - $400k

9% More than $400k

5.2.4 Home typology

85% detached houses with 77% older than 20 years
(29% between 21 and 30 years).

P("@ LOW CARBON LIVING
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6 Competitor Analysis

The following is an analysis of some the key competitors
identified in the renovation sector.

6.1 Houzz.com

Houzz as a website focused on the DIY home
remodeling community. It is an online portal that offers a
design community focused on social network, a content
discovery, and an e-commerce site for consumers.
Today, Houzz has over 30 million unique monthly users
with more than 4 million home professionals.

Welcome to Houzz Australia

% houzz Search Photos, Products, Pros & More

@ PHOTOS. & FIND PROFESSIONALS. ® PRODUCTS @ sTories = aovice

My Houzz: Chris "Ludacris" Bridges' Surprise Home Makeover

Create the home you've always wanted

Houzz has three main revenue streams, as follows:

e ad revenue from major merchants and retailers like
Kohler and Ikea

e premium listing revenue from designers, architects,
etc. who want to be more easily discovered by Houzz
users/potential clients

e e-commerce commissions for operating an online
marketplace that lets users order sofas, vanities, etc.
that they find appealing. (they charge 15%
commission on products sold through Houzz)

Houzz.com.au receives around 850 thousand unique
monthly users.

6.2 Porch.com

Porch, which offers Houzz-like inspiration pages and
helps manage home improvement projects. Since it was
founded in 2013, Porch has expanded to a service that
features 132 million home projects supported by 3.2
million professionals and a tie-up with Lowe’s.

Areyou a pibfessionallooking fornew customers? [ REARD

Your projects, done
‘We make it easy to rm your home by

connecting you with the right pro.

Get your projects done the right way

Revenue is generated primarily through a premium
offering that allows professionals to be listed on Porch
and in the local Lowes.

Porch has over 1.5million unique monthly users.

6.3 DIYNetwork.com

DIY Network is a channel owned by Scripps Networks
Interactive that focuses on do it yourself projects at
home.

f W PG+@ App Watchlive Newsletters Full Episodes Made+Remade Login  Register

dmjy SHOWS HOW-TO SWEEPSTAKES VIDEOS a

WHATEVER
YOUDO

rica's Most Desperate La On Tonight ‘Texas Flip and Move
on June 6, 2017 for your 8om|7c

Up Next Texas Fiip and Move

3am| 2

See Full Schedule

What's New

Sign up for weekly project ideas and advice from experts.

Television stations air local versions with local hosts with
segments produced by the network. Branded DIY
Network programming is also broadcast in Japan and
the Philippines. The cable network reaches 50 million
households in the US.

The website has over 14 million unique monthly users.

6.4 HGTV.com

HGTV (an initialism for Home & Garden Television) is an
American basic cable and satellite television channel
that is owned by Scripps Networks Interactive. HGTV
broadcasts a variety of how-to shows with a focus on
home improvement, gardening, crafts, and remodeling.
The channel is headquartered in Knoxville, Tennessee.
The channel sponsors the annual HGTV Dream Home
and HGTV Smart Home giveaways.
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f ¥ P G+ @ Newsetters Magozine © Products WaichLive Sweepstakes Login Registe ()
SHOWS PHOTO LIBRARY DESIGN & DECOI rRs REMODEL vipEos
Main Kitchens Bathrooms Interiors Outdoors Time s Guide

f'\-- =

Need Remodeling Inspiration?

Follow Us Everywhere
e party! Don't miss HGTV in your favorite
social media feeds

What We're Loving Now

As of February 2015, approximately 95,628,000
American households (82.2% of households with
television) receive HGTV. In 2016, HGTV overtook CNN
as the third most-watched cable channel in the United
States, behind Fox News Channel and ESPN.

The website hgtv.com has over 22 million unique
monthly users.

Primary revenue model appears to be same as
commercial TV ie advertising

6.5 YoungHouselLove.com

Since 2007 John and Sherry Petersik built a cult
following with their website when we started this blog,
they renovated three homes, tackled thousands of DIY
projects, had two kids, written three books, designed
products (and showhouses), and started a podcast.

YOUNG LOVE

ABOUT ~ HOUSETOUR  PROJECTS ~ SHOP OURHOUSE  BOOKS &PRODUCTS ~ PODCAST  WE'REDIGGING  BLOG

~—rmm s

OF OUR NEW L\GHT\NG DES\GNS

& Sherry. We've

The site generates around 400 thousand unique monthly
users. They monetize the blog through ads, affiliate
products, and sponsored content.

6.6 hipages (hipages.com.au and
homeimprovementpages.com.au)

hipages is an Australian company that provides online
service directories and lead generation in various
industries such as the home improvement and
tradesmen sector, pet services, and natural therapies.

pages mlokingfor.. (e Pumber Emrpoemce @
register signin [

Fast. Free. No obligation to hire.

The easiest way to find a tradie

> Orsearch the directory

/ © Watch our latest TVad

hipages facilitates an online connection between
consumers and professionals in designated fields of
service.

hipages offers directory services that connect
consumers to registered tradesmen from 1,100
categories for tasks such as painting, tiling, and other
home repairs or renovations.

How hipages works

¥ EJ

3. Choose the best.

1. Tell us what 2. Get multiple quotes
tradie for the job

you need from professional tradies

quick questions and even

‘We help more Australians
complete more jobs every day

Professional tradies Australia wide:

hipages uploads approximately 80,000 job posts from
customers per month to its home improvement page
which has a user base of over 500,000 consumer
member with over 70 thousand unique monthly visitors
to its website.

In May 2015 hiPages reported $1.35 Billion in job value
on its platform over a 12 month period.

6.7 YourHome.gov.au

Your Home is your guide to building, buying or
renovating a home. It shows how to create a comfortable
home with low impact on the environment — economical
to run, healthier to live in and adaptable to your
changing needs.
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environment gov.au

_‘f % Australian Government

Introduction ~ Before you begin  Passive design Materials Energy Water Housing Case studies House designs

less ener oy and environmental impact efficency. environmental changes.

Getting started

4 Your Home
‘Your Home s your guide to building, buying or renovating a home. It shows how to Australia's guide to environmentally sustainable
costoa !

homes
$38.50 (nc GST) plus delvery t
Buy the book from CanPrint & £

e
healther o five in and adaptable 10 your changing needs.

Avbreviations | Accessiilty | Acknowledgements | Contact us | Copyright | Disclaimer | Downloads | Glossary | Privacy | Site map

The website has 170 thousand unique monthly visitors
however on 51% are from Australia.

The site is managed by the Australian Government and
does not appear to be monitised in any way.

6.8 Homelife.com.au

Owned by Newscorp Homelife covers everything from
craft and DIY to decorating, entertaining and gardening,
homelife.com.au has the everyday tips and simple
solutions to make your life easier.

Primary revenue appears to be generated from
advertising.

HOMEL[[FE

CRAFT&DIY  GARDENING  LIFESTYLE  DECORATING  CELEBRATIONS  RECIPES  COUNTRY STYLE Q

HOUSES

E LOGIN SIGN UP
Houses n
Contemporary makeover: a family - =

.lm..,; 2 i

- - home on the NSW coast

SUNCORP ()

SMALL BUSINESS

CONNECT

s - e —

Unique monthly visitors over 200 thousand.

6.9 Lifestyle.com.au

Part of the Foxtel franchise this site provides a broad
range of lifestyle content from DIY, property, pets,
through to health. It generates 550 thousand unique
monthly visitors.

Telstracom Personal  Small Business  Business &Enterprise  Health  AboutUs = & Contactus

ECTT—— =

V.. wuesve WSS NPUEE WS" sonvenn s o romm

T MEDIA  SKYNEWS AFL NRL Amuusnim‘mxm MOVIES

Lifestyle
HOME

Garden

The Great Interior
Design Challenge

‘The search for Britain's best amateur.

Revenue generated through advertising and sponsored
content.

6.10 Renoguide.com.au

Renoguide.com.au offers a forum community to chat
with advisors, and like-minded renovators and a
renovation ideas blog for inspiration.

Their Australian Renovation forum connects users not
only with like minded renovators, but they offer an
inhouse team of dedicated renovation experts. The site
also states that they connect users with “Renoguide
Certified” builders and tradespeople.

Your Guide To Renovating

EAFEEE

The website generates 36 thousand unique monthly
visitors (although only 21% is from Australia) and
interestingly 60% of this traffic comes from Pinterest.

Connect With Quality
Local Renovators and

Tradespeople.

Site does have advertising but although unclear it may
monitise through a commission/referral.

6.11 Bunnings

Hardware stores are sited by 41% as the 5 most
influential source of information in renovations.

Bunnings Group, trading as Bunnings Warehouse, is
Australia’s largest household hardware chain. The chain
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has been owned by Wesfarmers since 1994, and has
stores in Australia, New Zealand, and the United
Kingdom with revenue of $11.6 Billion.

ZUNNINGS
warehouse

Necres sore Ktera T 6080 S80S
9 30Nerbcon Dive @ 1024981 0600 ChongeSore

Sustainability D.LY. Advice vewan )

Its website generates 9.9 million unique visits per month.

6.12 Trade finder sites

There is a proliferation of sites that provide the ability to
get quotes from various trades including the following:

Website U‘ni‘que Monthly
Visitors
swww.hipages.com.au 70,000
www. Serviceseeking.com.au 655,000
www.getquote.com.au 94,100
www.1300alltrades.com.au <5000
www.airtasker.com 796,000
www.servicecentral.com.au 186,000
www.service.com.au 22,500
www.tradiefinder.com <5000
www.needatradie.net.au <5000
www.tradebuild.com.au (HIA platform) <5000

All of these sites are very similar in the user experience.
The site asks you to enter details of your proposed
project/renovation and then you are sent a number of
quotes from trades. The revenue model for many appear
to be either subscription based or pay-per-lead.

Phone in your job: 1300 304 162 Businesses Sign Up Here

K ServiceSeeking.com.au

Get Tradesman Quotes from $39 Per Hour

- It's FREE to use B Al

. / S
=D | v
T2 ol ale

1. Tell Tradesmen 2. Tradesmen Offer 3. You Choose The
What You Need Quotes & Prices Best Tradesman!

— No obligation to hire

— Quotes from $39 per hour

Tell us more about your job

Where is the job located? Enter your suburb of
When do you need the work to start? s s selicts=
What type of tradesman do you need? T,

Please provide any further details of the job:

www.serviceseeking.com.au

getquote

Get 3 quotes from vetted, expert licensed
Licensed Tradesmen or home service providers.

‘Well salect the best providers from over 77,000 that we have personall talked with to
make sure you get a tradesman that i fast, reiable and at @ good price.

Fast. Free. No obligation to hire.

Get Quotas Now:

=) Tonus yourproiem SR e Vil

Fillin the form below and up to 3 providers will call you with quotes.

in suburb at

www.getqguote.com.au

1300 ALLTRADES

www.1300alltrades.com.au
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SerceCiniral Siakoros: RegistrYourBusiness  Login  Blog . 1800 SERVICE m

Find Patio Builders

Or call us on 1800 SERVICE

Testimonials

M Raylec Elsctrical
[ Michael saic:

www.servicecentral.com.au

6.13 Strategic group map

The following strategic group map undertakes a
comparison of the renovation sector for businesses
identified as potential competitors to Build4Life. The
strategic group map compares two primary
characteristics of the companies; the channels through
which they engage with their customers and the primary
revenue source for the company. The size of the bubble
represents the relative audience/website visits for each
company.

Physical
Products

Referral

Commission p renoguide.com.au
@ HiPages.com.au [EcgLE b

i Drcitinmir
Membership Peren:coi b PQS]‘-

Affliliate yourhouselove.com
Products

REVENUE SOURCE

4 homelife.com.au
Sponsorex
Content fouzz:com / lifestyle.com.au

renoguide.com.au

Advertising
yourhome.gov.au

Online Traditional Social Expert Face to Face
Content Media Platform Advice

CHANNELS

Figure 4 Strategic Group Map

As can been seen from the strategic group map
competing with established online content brands such
as Houzz and HGTYV for advertising revenue would be
extremely challenging for Build4Life.

However, Build4Lifes unique selling proposition of
having local Build4Life facilitator convening and
establishing local social networks puts this business
model in a high potential sector with low competition.
The strategic group map also highlights the risk of a
content only business model.
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7 Project Plan

The establishment of the Build4ife business model will
be undertaken across a number of key stages including
the following:

e Establishment of pilot renovator club networks;
e Establishment of a trade network; and
e The development and testing of the Build4Life MVP.

A proposed program for the implementation is included
in appendix A.

7.1 The Renovators Club

The initial stage of the implementation of the Build4Life
business model will be the establishment of four pilot
renovator clubs to validate the key assumptions in the
business model.

Subject to budget constraints it is proposed that the pilot
groups will be established based on the customer
avatars as follows:

e Couple with children who has just purchased a new
home;

e Couple with or without children who need to renovate
to accommodate changes in family circumstances;

e Couples without children who have just purchased a
new home; and

e Couples without children who are renovating for
other reasons.

The establishment of the renovator clubs needs to be
undertaken within the framework of the CRC RP3029
contract framework. Specifically, the renovators club
should contribute to address the following key project
research questions;

e Can social media be used to create mainstream
demand for low carbon, sustainable housing?

e How do sustainability concerns propagate in an
online environment?

¢ Do sustainability concerns generalise?
e Can sustainability-related decisions be nudged?

¢ How do people talk about sustainability? Does this
change over time and how can we best use this
information to frame messages?

¢ How do people value sustainable housing? Financial
and values based analysis.

e How can social motivations be harnessed to spread
sustainability messages to the general public.

e How can the platform be developed and scaled for
large scale national capability?

¢ How can the platform be commercialised and
appropriately managed for long term financial, social
and environmental sustainability?

e Exploring from a research perspective how the
platform might be appropriately managed in the long
term (social enterprise research)

In addition to the research questions the renovator club
pilot groups also need to test key assumptions in the
business model. Some of the key objectives of the pilot
groups will be as follows

e Validate customers are willing to meet and discuss
renovations in a social setting.

e Test ideas about how to mainstream the demand for
low carbon housing.

o Validate key pain points for renovators.

e Validate that sustainability related decisions can be
nudged.

7.1.1 Process for Establishing Pilot Renovator
Clubs

The following is the proposed process for establishing
the renovator clubs:

1. ldentify target suburbs for pilot projects.
2. Recruit Build4Life facilitators in target suburbs.

3. Marketing campaign for renovator club membership
in targeted suburbs.

4. Establish pilot groups.

7.1.2 Target Suburbs

The recruitment of the Build4Life Facilitators and pilot
renovator clubs will be done by focusing on specific
suburbs that match the customer avatar criteria.

Specifically the analysis would aim to identify suburbs
with housing stock aged 20-40 years, with households
comprised of couples aged between 35 and 54, with and
without children, and with incomes greater than $100k
per annum.

Based on this analysis a number of specific suburbs
would be identified for the recruitment of Build4Life
facilitators and the pilot renovation clubs.

7.1.3 Build4Life Facilitator Recruitment

Recruitment of the facilitators will be done via a
combination of approaches:

e Direct recruitment through existing networks of the
project members;

e Job posting via free classifieds like gumtree.com.au
and paid job advertising services such as
seek.com.au.

7.1.4 Renovator Club Pilot Groups

The facilitators in conjunction with the project team
would then work towards recruiting members to join the
renovators club with the initial plan to convene
renovators in a social setting as a market research
exercise to gain a better understanding on their needs,
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pain points, and to begin to address some of the
research questions from the project.

The marketing approach for recruiting members into the
pilot group would include the following:

e Direct mail letter box drops for targeted suburbs;

. Advertising at local schools and community
groups; and

e Geo-targeted Facebook ad campaigns.

It is envisioned that 3-4 pilot groups would be
established.

Once established a series of market testing campaigns
will be conducted to validate various aspects of the
business model and to get user feedback on the MVP.

7.2 Trade network

One of the roles of the Build4Life facilitators would be to
establish the local trades network and get them to “sign-
up”.

Where possible trades identified using the following
channels:

o Direct contact using existing classified services like
the yellow pages;

e Via partner networks eg HIA; and

e Geo-targeted Social media marketing (paid and
organic).

Note that the market research shows that one of the
most significant channels for marketing to trades is the
Radio. However, for the pilot phase it was determined
that this channel did not provide sufficient control over
location and is best considered for the scale up phase.

7.3 Build minimum viable product (MVP)

The development of the MVP will be based around 2 key
phases:

e Phase 1 — will be the develop of the first version of
the MVP (MVP 1.0) to a site standup using a more
traditional waterfall development methodology.

e Phase 2 — will involve fortnightly coding sprints using
an agile project management methodology in
conjunction with actual customer feedback from the
renovator club pilot groups.

7.3.1 Phase1-MVP 1.0

The first activity in this phase will be the development of
the MVP functional specification. The functional
specification will include the following:

e MVP goals;

e Customer journey maps which is the process by
which a visitor to the website moves through the
sales funnel eg visit site, sign-up for account,
consume content, seek information on renovators
club, joins local renovators club;

e Features list; and

e MVP definition suitable for calling for tender
proposals.

It is proposed that is activity would be undertaken as a
project workshop.

Once the preferred website site developer is appointed
then the following key activities will need to be
undertaken:

1. Develop site map and wireframes;

2. Design of page layouts;

3. Content creation — examples might include:
a. Site terms and conditions
b. Privacy policy
c. Affiliate policy
d. Renovation media content eg blogs, videos
e. About us
f. How it works

4. Coding

5. Test and review prototype

User feedback from renovator club pilot groups

7.3.2 Phase 2 -MVP 2.0

After the completion of the site stand up (minimum
functional product) the site would be tested via the
renovator club pilot groups and user feedback captured
on desired features etc. This user feedback would be
used to undertake a series of product development
sprints to add specific features to the website.
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8 Project Schedule
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9 Renovator Club Validation Plan

9.1 Purpose

The purpose of the renovator clubs is to provide a way
for renovators to meet and develop social networks in
order to share knowledge and ideas associated with
their renovations. Build4Life would inject knowledge and
information on sustainable renovations with a view to
having these ideas and concepts adopted and
disseminated via the social networks established within
the club. Build4Life facilitators would act as community
managers for the renovators club.

9.2 Assumptions

The use of a Build4Life facilitator convening a renovators
club is a key element of the proposed business model
and there are numerous assumptions underpinning this
concept. The establishment of the pilot renovators club
is aimed at testing these assumptions as part of the
process of evaluating the business model.

The following are the key assumptions associated with
the business model that relate to the renovators club
concept:
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Type [Assumption Proposed Test Observation Timing

\Value Proposition Peer-to-peer community (local) Interviews Interviews with renovators suggested August 2017
that this was not particularly important
for them. They were very short on time
and that this was just another thing to

do. Valued the online community most.

The VP assumes that renovators want to
meet with a local (face-to-face) peer to peer
community to share ideas about
renovations.

\Value Proposition Peer-to-peer community (online) Establish a Facebook page for the August 2017
specific community/LGA that is
conducting the pilot group and see if
people are willing to interact and share
ideas.

The renovators want to participate in an
online community to share ideas and
information on renovating.

Facebook ad campaign (geo-targeted) |Conversion rate = 2-3%
inviting to join group.

Letter box drop (combined with above) |conversion rate = 1%
inviting to join facebook group.

\Value Proposition Renovators would use an online portal for  [Customer interviews with members of Interview - Sept 2017
storing renovation ideas and managing renovators club.
quotes.

Test — Oct/Nov 2017
Allow renovation club members chance
to test and try out web platform.

\Value Proposition Build4Life Community Manager Customer interviews with members of Sept 2017
renovators club.

Community manager needs to be a local
person e.g. from same suburb.

Value Proposition Referral business for local trades Interviews with local trades. Sept 2017

Trades value the opportunity to quote to a
group.

Value Proposition Referral business for local trades Interviews with local trades. Sept 2017

Trades would attend events with renovators
club to provide advice / input.

\Value Proposition Trades would be willing to quote and be Interviews with local trades. Sept 2017
paid via the Build4Life platform (and pay a

commission to Build4Life on the work).
) Allow trades to test Build4Life platform. Oct/Nov 2017
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Type [Assumption Proposed Test Observation Timing
\Value Proposition Build4Life Facilitators — people would be Recruitment process and interviews. Oct/Nov 2017
looking to have their own business as a
facilitator.
Channels Social media marketing Geo-targeted Facebook ads campaign. |Response rate = August 2017
Conversion rate =
Social media marketing is a good way to
reach potential renovator club members
Channels Social media Customer insights via renovators club. Oct 2017
People are looking for information on Google analytics for web content.
renovations through social media.
Channels Social media Conduct tests for same content on Nov/Dec 2017
different channels eg
\Which are the best social media channels
for reaching potential customers. Blog posts
0 Reddit
e Stumbleupon
e Tumblr
e Digg
e Youtube
e Pinterest
e Facebook
o  Twitter
e Instagram
o Other
Channels Social marketing (i.e. referrals amongst Survey of renovation club members to Nov 2017
personal social network) is an effective way |get net promotor score.
to engage with renovators.
Dec 2017
Survey of renovator club members to
find out where they found out about
Build4Life.
Customer Segments Renovators are typically couples between [Customer surveys as part of onboarding Sep 2017
34 and 55 years old and approx. half have |process
children living with them.
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Type [Assumption Proposed Test Observation Timing

Customer segments Renovators - Reasons for renovating Customer surveyl/interviews Sep 2017

e 35% renovate because they now have
time to do it.

o 34% renovate because they now have
enough money.

e 30% renovated due to a home purchase
(move in and met people in your area) —
519% 25-34, 30% 35-54, 22% 55+

o 22% Adapting to family change SV
Survey of home renovators — influences
and energy efficiency outcomes also
found 20% due to change in size of
family)

e 15% Renovate after discovering
something that needs repair
(opportunistic)

Customer Segments Renovators Biggest challenges Customer surveys/interviews Sep 2017

o 36% finding the right service provider
(79% cite good reviews or
recommendations as important when
choosing a service provider)

e  32% Finding the right products and
materials

e 28% Staying on budget
o 28% defining style
o 27% funding/financing project

Customer Segments Trades Survey and interviews. Oct 2017

The trades in the renovation market are
typically small businesses with 5 or less
staff (77%) are find quoting for work to be
time consuming (expensive) particularly for
small jobs and are constantly trying to
secure forward workload.

Customer Segments Trades would support sustainability goals of [Survey and interviews Oct 2017
Build4Life
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Type

[Assumption

Proposed Test

Observation

Timing

Customer Segments

Build4Life Facilitators

\Who would be the best target market for this
segment?

Recruitment campaign combined with a
survey to profile applicants.

Dec 2017

Customer relationships

Renovation club

Renovators and/or trades would be willing to
participate in a local peer to peer network

Establish a renovators club in test
suburb (see value proposition above).

Aug/Sep 2017

Customer relationships

Trades would participate in some sort of
sustainability accreditation scheme to be
part of Build4Life

Interviews with trades.

Oct 2017

Customer relationships

Build4Life facilitators would want to be
independent consultants i.e. not an
employee — similar to Avon or Tupperware
models.

Possibly franchise model.

Interviews with potential candidates.

Dec 2017

Revenue streams

Trades would pay a commission to
Build4Life.

Interviews with trades.

Conduct full financial business model
pilot.

Oct 2017

Jan/Feb 2018

Cost Structure

Build4Life facilitators would receive a
commission on sales.

Interviews with potential candidates.

Dec 2017

R
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10 MVP Definition

10.1 Story mapping and features list

A workshop was conducted to develop the framework for
the MVP. The workshop utilized a story mapping
technique derived from the software industry and agile
development. It is based on understanding a user’s
journey through your product, how they use the product,
and the process they follow. The following is the five-
step process used to develop the MVP using story
mapping.

Step 1 — Identify the primary goal of your product. What
does it do and what problem is it trying to solve?

Step 2 — Define the process. The next step is to define
the process and user would go through in using the
product i.e. what tasks would they need to perform.
Next, we need to define the stages this process flow
would follow.

Step 3 — Create features list. In this step, we now go
through a brain storming process to identify the features
of the product that the user might want to see at each
stage of the process. In this step, we are not looking to
prioritise the feature but to simply identify features that
might help the user solve a problem.

Step 4 — Prioritise the features list. The next step is to
organise and prioritise the feature lists. We do this by
considering the following questions:

e How important is the feature to completing the task?
e How often will the feature be used?
e How many users will use this feature?

e How much value does the feature deliver to the
user?

o How difficult is the feature to implement?

Based on this we organise the features under each task
of the process from highest to lowest priority.

Step 5 — Define the MVP. Once we have our list of
features in order of priority we can now define the key
features necessary for our MVP. The MVP should
represent the minimum number of features that are
essential to providing the user with the necessary
experience of the proposed product, remembering that
we are seeking to test our key assumptions with the
MVP.

Now we decide on the "must have" features, "nice to
have" features and the "do not need" features from our
lists. Next, we draw a line across our features list that
divides the "must have" features from the other features.

User Flow

®
v

High Priority

Stage | Stage 2 Stage 3 Stage 4 Stage 5
Feature Feature Feature Feature Feature
PO RN . et (XX
Feature . . Feature
e F | Feature Fe
.......... ] e
Feature . .
Bt B OB e cesenedt Eoalivs
z asid Featre v ine
5
2
o
§ Feature F <

The features above this line (MVP line) represent our
MVP and the features below the line captures our larger
vision for the product and features that can be added
later.

Renovators story mapping 11 July 2019
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Trades story mapping 11 July 2017

Build4Life facilitator story mapping 11 July 2017
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10.1.1Renovators story map
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10.1.2Trade story map
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10.1.3Build4Life facilitator story map
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11 Renovators Club Pilot Group

11.1 Purpose

The purpose of the renovator clubs is to provide a way
for renovators to meet and develop social networks in
order to share knowledge and ideas associated with
their renovations. Build4Life would inject knowledge and
information on sustainable renovations with a view to
having these ideas and concepts adopted and
disseminated via the social networks established within
the club.

11.2 Overview

The use of a Build4Life facilitator convening a renovators
club is a key element of the proposed business model
and there are numerous assumptions underpinning this
concept. The establishment of the pilot renovators club
is aimed at testing these assumptions as part of the
process of evaluating the business model.

A pilot renovators club was established in the Newcastle
area on 4 September 2017 and covers the New
Lambton, New Lambton Heights, Rankin Park, Lambton
and surrounding suburbs.

The club was established using a closed Facebook
group as shown in figure 5 below.
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4 Octover20
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‘The question on everyone's ips......What is BuildaLife Renovators Club? eat

Renovating a home can be a rewarding experience. We get to make our The BuidéLife Newcastle Renovators Club is
home reflect our personality and lifestyle.... See More the place to connect...See More

Figure 5: Build4Life Newcastle Renovators Facebook Group
(Screen Capture 30 Nov 2017)

Recruitment through the group has been undertaken via
a number of channels.

The first channel has been through social marketing
(getting club members to recommend joining to their
friends and networks). The first of this occurred in the
week beginning 9 Oct 2017 with the commencement of
the Build4Life facilitator, Kathryn Heatrick. The second
occurred in the week beginning 9 Nov 17 when we
posted an explainer video and asked club members to
share.

shared Build4Life's video

1}? Kathnl.rl.'e Hn.eatr.ick
y )

¥ November

10:03am

Please share this video with friends, family and colleagues. We would
love for more local renovators in New Lambton, New Lambton Heights,
Lambton or Rankin Park to join us, share ideas and tips and join the
conversation.

We look forward to welcoming new members and we are planning our
first social meet & greet to start connecting with information and
professionals in order to make this renovation journey much more
enjoyable.

Watch the video, click the link, join in!

Renovations
can be stressful
without the
right
knowledge or
help

363 Views

Build4Life

Published by James M

You are invited to become a member of our Newcastle Renovators Club Facebook
Group - here is the link http:/fbit.ly/2zUj9L1

Build4Life is an exciting new initia...
See More

oy tike  (J comment D~

Figure 6: Post asking members to share

Both of these activities saw a significant uplift in
membership as shown in figure 7 below.

Build4Life Newcastle Renovators Club Membership

Figure 7: Club Membership Growth

The project has also been undertaking Facebook ad
campaigns to recruit members. The Facebook ads have
resulted in a small number of new members
(approximately 4).

In addition to the club, an MVP website has been built to
allow for user feedback.
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|

Find perfect suppliers for your proje?cts or LooK for
renovation projects online?

o
| N

How Build4Life works?

Figure 8: MVP Website (www.build4life.club)

Another channel explored was a letter box drop which
was conducted across two suburbs. 100 flyers were
distributed in New Lambton Heights on 25 January 2018
and 100 flyers were distributed in New Lambton on 1
February 2018. The flyer design is shown in figure 9

build ' life Newcastle Renovators Group

Renovating is too stressful to go it alone.

Join over 60 other renovators from around
New Lambton Heights in our local
Renovators Facebook Group.

¢ Get the information you need.

o Connect with trusted suppliers. g
¢ Get design ideas.

Just visit our Facebook page and
click "Visit group" to join.)
n fb.me/MyBuild4Life

Because renovating is more fun together.

Renovation rules

Rulel. Every drop of paint dropped from ladder height
will land in the only gap in the plastic sheet.

Rule 2. The marital argument over which "white" to paint
the ceiling will increase in intensity to the degree
to which to the two shades are indistinguishable.

Rule 3. It's not true that trades don't turn up on time.
They will turn up precisely on time, di
the plumbing to your only toilet and come back
in 2 weeks to "finish the job". -

Rule 4. Dust created during the renovation will
find its way into your underwear drawer
by means still not understood by science. -

Rule 5. Every improvement will make
everything else look worse. G

n fb.me/MyBuild4Life
)

Figure 9: Letter Box drop flyer design

11.3 Surveys

A survey was distributed to renovators in the Facebook
group on 21 January 2017 and we received 26
responses The survey consisted of 10 questions and
the following are the results.

Q1 —What is your gender?

What is your gender?

Q3 - What is the single biggest challenge you feel you
are facing when undertaking your renovation (please be
as detailed as possible)?

A word cloud based on the response to this question is
shown below. The key challenges faced by the
respondents were 27% time related challenges, 19%
finding the right trades/suppliers, and 46% relate to
budget either not having enough money or concerns
over costs. This results correlates with previous market
research in section 6.1
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Q4 - Rank the following challenges to completing your

renovation (1=extremely challenging and 5=no challenge

at all)

Rank the following challenges to completing your renovation
(1=extremely challenging and 5=no challenge at all)

materisiproducts

Q5 — Why are you renovating?

Renovators were asked to describe their motivation for
renovating.

The most common reasons for renovating were to
update their home (23%) or because they needed more
space in the home (50%).
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Q6 - When do you want to start renovating?

When do you want to start renovating?
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Q7 - Which of the following applies best to your home?

Which of the following applies best to your home?
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Q8 - Which of following will be part of your renovation?
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Q9 - Rank the following list in importance to you when
completing the renovation (1=least important and
5=most important)

Rank the following list in importance to you when ing the
(1=least important and 5=most important)
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Q10 - If there was an online tool available to assist you
in planning and managing your renovation, on a scale of
1 to 5, what would be most important to you? (1=least
important and 5=most important)
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If there was an online tool available to assist you in planning and managing your renovation, on a scale -Performance ~ METRICS FORALL YCUR VIDEOSFROM112-2/28 COMPARED TO THE PREVIOUS 118 DAYS
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11.3.1Summary and next steps

The survey validated our target customer profile as
consisting of mainly mothers (81%) aged between the
age of 36-45 (54%). Their biggest challenges with
undertaking a renovation is not having enough time
(27%), concerns over budget (46%), and finding reliable
trades and suppliers (19%).

Most were renovating because they felt they needed
more space (50%) or to update their home (23%) with
the top 3 renovation activities being bathrooms (88%),
kitchens (69%), and extending the home footprint (46%).

Most important things for renovators when completing
the renovation was functionality, keeping to budget, and
good communications with the trades.

Next steps include face to face interviews with
renovators to unpack some of these responses.

Based on the type of renovations being undertaken
there is a need to focus on content associated with
kitchen and bathroom renovations.

11.4 Video content

Throughout the testing of the renovator club concept a
number of videos were produced to try and drive visitors
to the Facebook group.

The following is an overview of the videos that were
developed and the number of views (both paid through
boosting the post and organic traffic) between 1
November 2017 and 28 February 2018.

Video Published Minutes Viewed Video Views  ~
RENOVATING Your invitation to join our Newcastle ® 108/17 81 566
w Rencvatars Facebook group 8:59PM —

I

o Invitation to Join Our Newcastle & 1704017 136 437
Renovators Group 12:51PM ——

i

.!i

N\
M@ "S\1 1nterior Design Tips with Louise Hatcher ° 12112117 77 288
127 9:40PM —
i _W- Interior Design Trends with Louise * 121017 83 0
Reomtim ¥ Hatcher 7:49PM ——
-
: Renovations Tips - How 1o determine ® 1210817 52 167
your style witn Lovise Hat.. 9:41PM —_—
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