
■ NARI is the only trade association dedicated exclusively to the remodeling industry.

■ NARI’s membership of over 7,500 companies is made up of local remodeling contractors and national
manufacturers and suppliers to the industry. The national manufacturers and suppliers are referred to as
National Members. Some National Members promote their products/services direct to the remodeler; others 
go to market through distributors and dealers. Both derive all or part of their bottom-line from the remodeling
contractor! National Members are companies much like your Company.

■ NARI’s roots go back to 1935, when a home improvement organization was formed. In 1982, the Home
Improvement Council and the National Remodeling Association merged to form NARI. NARI is built on 
a chapter format with chapters in most major cities nationwide. It has enjoyed sizeable growth in the past
decade and continues growth through a program—Chapter Express—which assists our members in developing
additional chapters in their areas while networking with remodelers. NARI is the largest network of remodeling
professionals in existence. In 2000, NARI moved its national headquarters from Alexandria, Virginia, to 
Des Plaines, Illinois and resides there today.

■ NARI, The Voice of the Remodeling Industry™, is a nonprofit trade association whose core purpose is to
advance and promote the remodeling industry’s professionalism, products and vital public purpose.

■ Education and certification are the cornerstones of NARI. NARI has a number of certifications including the
Certified Remodeler, designed for the full-service general contractors, to the Certified Remodeling Carpenter,
designed to train and designate an entry-level carpenter. Remodelers can be certified earning the Certified
Residential Green Professional designation, in development is the Universal Design and Adaptive Remodeling
designation which certifies remodelers in suiting the client needs today and allowing for easy adaptation for
their special needs as they age or are affected by disabilities.

■ NARI contractor members compete for regional and national excellence awards in over 25 home
improvement categories. These national awards are the COTY or Contractor of the Year awards. The awards are
then presented at the NARI Evening of ExcellenceSM, a premier national awards event attended by hundreds of
remodelers and supplier members from all over the country. Many National Members get involved in this
program as sponsors, particularly those with products included in award winning entries. Several sponsors are
included on the DVD/video to show how your company can get involved and be promoted as well.

■ NARI provides dozens of opportunities for National Members to promote their companies to contractor
members throughout this brochure. There is an entire sponsorship section. If an existing program doesn’t
“jump out” and satisfy the need, let’s create one for you that does. We enjoy thinking “outside the box.”

■ National Members have unlimited use of the member database for direct mailing and can email once each
normal business quarter.

■ The return on investment of a National Membership can add significantly to your profitability! Enclosed is
your National Member application. The natural next question, why not become a NARI National Member? 
As suggested by the title of that familiar novel If Not Now, When?
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■ Today’s consumer is used to looking for something to distinguish the best from the rest.

■ A NARI certification identifies the remodeler as the best of the best.
• It tells the consumer that the remodeler is dedicated to high standards of workmanship and has proved

his/her knowledge through rigorous testing.
• No matter how good the remodeler thinks he/she is, there is the need for a short concise identifier to let

the world know who they are.
• NARI certification provides that identifier.

■ To that end, education and certification are the cornerstones of NARI.  
• NARI has a number of certification programs, including the Certified Remodeler for the experienced

including the Certified Remodeling Carpenter for the entry-level carpenter.
• NARI also certifies in a number of specialty areas, including Certified Kitchen and Bath Remodeler and

Certified Residential Green Professional.
• Currently in development is the Universal Design program, which certifies remodelers in Universal

Design and Adaptive Remodeling, suiting client needs today and allowing for easy adaptation for their
special needs as they age or are affected by disabilities.

■ NARI certification provides the consumer with the assurance that they are choosing expert professionals with
years of experience, dedication to ongoing training, and a commitment to ethical conduct. Certified
individuals are viewed as:

• Better trained
• More highly skilled
• More professional
• More reliable
• More knowledgeable, with up-to-date information on the latest tools, techniques, and materials
• Quality-oriented, with a sense of pride in their work

■ The Certified Residential Green Professional designation is available for those who focus on remodeling using
environmentally and client comfort friendly processes and materials.

■ Also delivered are awareness programs of immediate interest to members such as the updated EPA lead 
paint rule.

EDUCATION & CERTIFICATION 
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■ There are more than 800,000 individuals and companies that perform remodeling services.

■ The remodeling industry is larger than new home construction but is highly fragmented.  It creates a challenge
for companies like yours to influence remodelers with your product or service.

■ Research shows that remodelers identify and switch brands through direct experience.
• Broad national advertising, tradeshow presence and product promotions have not proven effective.
• A targeted, focused approach to the leading remodeling firms is what NARI believes is the wisest strategy.
• Contractors look to support companies who support their industry through association membership,

sponsorship or other involvement in the association, like advertising of product and services through the
vehicles listed below.

■ National manufacturers and suppliers promote their products and services, whether directly or indirectly to
remodeling contractors, through the many vehicles available at NARI. Most of those vehicles are also available
though not discounted to non-member companies.

■ Remodelers have direct contact with the homeowner and are major influencers when it comes to selecting
products for the home. Companies using the same marketing techniques used for builders miss the mark 
and fail.

■ Also, as a service to the public and upon request, NARI mails a brochure entitled How to Select a Remodeling
Professional.  It is further made available for downloading from the NARI website. Your company logo can be
added through sponsorship to reach the consumer.

■ While your marketing and advertising program can be custom designed, listed are several of the standard
vehicles available:

• The Remodelers’ Journal – a bi-monthly magazine
• How to Select a Remodeling Professional – contractors also use this as a “calling card”
• Spec Sheet – the bi-monthly e-newsletter
• Web site and/or banner ads – on average receives over 2,500,000 hits p/month
• Partnering with NARI in National Ad Campaigns
• Research Partnership – research is more potent when part of NARI Research

ADVERTISING
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NARI’s Done More Digging…

■ In a survey of the NARI contractor members conducted in conjunction with Stanford University Graduate
School of Business, it was estimated that roughly 38% boasted combined total sales of approximately $4.7
billion. That number excluded its’ specialty contractors.

■ In addition to being among the leaders of the industry, they indicated that 75% of their work was derived from
residential remodeling but…

■ Perhaps the most difficult question is “who is the remodeling contractor?” To what extent should a contractor be
considered a remodeler based on:

• whether they are general contractors or subs?
• whether they specialize in remodeling or also do new home construction?
• whether they specialize in residential versus commercial?
• whether they have employees and establishments or are a single-person working out of a home?

■ NARI’s three most recent phases of research set out and accomplished:
• PHASE I, a profile of the NARI membership, both in terms of what is typical and what are key 

differences i.e., size (sales, employees), strategies and business practices, key changes being 
undertaken and why, etc.

• PHASE II, a better understanding of the remodeling industry’s boundaries, focused on the difference 
between non-NARI member contractors and NARI contractors.
Who should be considered a remodeler and who should not?

• PHASE III, focused on consumers’ attitudes about remodeling.
What makes the homeowner finally decide to remodel?
What factors influence the homeowner’s purchasing decisions and perception that the 
remodel was successful?

(NARI Members have access to the results through narrative summaries of each phase of research, including a
comparative analysis of all 3 phases.)

Need research conducted anonymously, by a third party, or just need non-biased results? Contact NARI to either
add your company questions or commission the entire study.

RESEARCH
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■ The multi-billion dollar opportunity within the remodeling industry creates a significant challenge for
manufacturers; suppliers and service providers who seek to tap the remodeling market.

■ Finding professional remodelers and putting them in direct contact with your products and services is a
significant challenge facing most companies.

■ Partnering with NARI puts you in direct contact with the owners of remodeling companies, whose ranks
continue to grow rapidly with the association!

■ There is a vast array of opportunity to have your company products and services before the professional
remodelers through both a-la-carte sponsorship and/or packaged in the “Star” sponsor programs (that offer
significant discounts). Request the separate brochure listing the advertising/sponsorship programs.  Listed is a
sampling of the sponsorships available:

■ Trade Shows – sponsoring and “getting your word out”

■ Sponsorship of the Evening of ExcellenceSM – the annual NARI Awards Gala

■ COTY (Contractor of the Year) Award Sponsorship – a national award in recognition of achievement, various
sponsorships available

■ Wall of Fame (at the Evening of ExcellenceSM) – all COTY Award winners for the year displayed and
sponsorship signage on each panel

■ Meeting Sponsorships – including Business Meeting Luncheons, Social Events, Receptions, and 
Leadership Summit

■ Education/Certification Sponsorships – whether programs in “Green” Remodeling, Mold Abatement, 
“Design and Adaptive” Remodeling, or specific modules of training

■ Member Handbook – sponsorship of the handbook - a resource guide for all members to make the most 
of their NARI benefits and membership

■ Research Partnerships – research is more potent when part of NARI Research

SPONSORSHIP
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The National Members as an advisory Council of NARI looked for an even greater way to connect their
distribution network (sales force) with the remodeling contractors at their local chapter level, or “grass roots” of
NARI. Market Match was born in the Fall of 2003.

■ By having the local distribution network (company sales force, dealers, distributors and/or franchisees) also join
at the chapter level, the Company enjoys a discount of $160 per chapter joined under their National
Membership.

■ The Company also has the ability to network one-on-one with the remodeler in dinner and business meetings,
interact on chapter committees and councils, and good wholesome competition in local social events and
activities. Further, there is opportunity to promote the Company products/services in and through seminars,
workshops and displays.

■ Local chapters get involved in community service projects. Remodelers provide the rebuilding skill and often
coupled with the Company donating product/services, which creates a great opportunity for media exposure.

■ Many of the chapters host local trade and consumer shows, home tours, and offer discounts whether the
company joins the chapter or simply as a benefit of National Membership.

■ Market Match, further, is a spreadsheet of the chapters and their contacts, e-mailed to and in which the
Company enters their local contacts creating a matrix. It is then returned by e-mail to NARI, who then
forwards it to the chapter or the spreadsheet instead may be forwarded by the Company direct to their
distribution network for direct contact if desired. The purpose is to provide and/or exchange the local contacts.

MARKET MATCH
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■ COTY or Contractor of the Year Awards. Contractor members compete regionally and nationally for superiority
in the marketplace awards in over 25 home improvement and remodeling categories.

■ The awards are then presented annually on the last night of the Spring Business Meeting at the premier
national awards program referred to as the Evening of ExcellenceSM. The event might be thought of as “The
Academy Awards” of the remodeling industry.

• Per Mark Brick, CR, NARI President 2003/04, and President of B&E General Contractors, Inc. in
Glendale, Wisconsin, “There is about $1 billion worth of remodeling projects represented in the room at
the Evening of ExcellenceSM.” A number of particular interest to those National Members with products
included in the award winning entries.  

• National Members both sponsor the Evening of ExcellenceSM and many are suppliers of product/services
in the award winning projects having networked with the remodelers to gain their business and
cooperative effort.

■ Whether directly with remodelers or indirectly through dealers or distributors, consider the impact remodelers
add or could be adding to your Company’s bottom line.

NATIONAL AWARDS
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