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Lowe's
CASE STUDY

Revitalization of home improvement retailer’s 
brand portfolio catapults the company’s image 
and transforms its customer base forever.



LOWE'S IS 
THE SECOND 

LARGEST HOME 
IMPROVEMENT 

STORE IN THE USA

Lowe’s is the USA’s second largest 
home improvement retailer and 
owns 2,300 stores throughout 
the U.S., Canada and Mexico. 
Having built up a formidable national presence, Lowe’s came to Elevation Marketing 
seeking help to increase footfall across its existing stores, and drive up the basket ring 
on each purchase in order to deliver greater stockholder value. 

BACKGROUND 

CHALLENGE

How could Lowe’s offer a distinctive 
brand and product offering that 
was differentiated from all other 
competing power retailers?
Elevation Marketing set course on a mission to guide Lowe’s on how to 
overhaul its brand portfolio and reshape the in-house product mix to be distinctly 
different from those of its competitors. Elevation worked closely with the Lowe’s 
Finance team, IT team and brand marketing team to conduct a comprehensive 
accounting of its customer segmentation and the brands within the Lowe’s portfolio.



STRATEGY

Research to gain 
insights about 
Lowe’s customers 
and uncover 
what brands 
and products 
truly resonate 
with them.

PHASE 1:  
CUSTOMER SEGMENTATION  
Deep dive revealed insight on 
multiple consumer types at Lowe’s. 
Historically, Lowe’s had categorized its 
customer base into two segments: “do-it-
yourselfers” (DIYers) and professional 
contractors. Working with the Lowe’s 
insights team, Elevation Marketing 
conducted an in-depth segmentation 
study to explore and define buying 
behavior of Lowe’s customers. By 
understanding how different people behave 
in the home improvement category—what 
they buy, how they buy, what they spend, 
how often they spend—it is possible to 
prioritize the customers that can make the 
biggest difference to the business.

The study identified more than a dozen 
different cohort groups segmented by 
their knowledge, experience, passion 
and the brands that they preferred not 
only for home improvement projects, but 
also other aspects of their lives. This had 
important implications for Lowe’s in terms of 
its brand portfolio, product mix and multi-
channel marketing efforts. By targeting 
these customer segments in a voice that 
resonated with each group and with brands 
that they identified with, Lowe’s would 
be able to capture a larger share of the 
segment’s total wallet.

 PHASE 2: BRAND AUDIT    
Comprehensive audit and 
assessment of all of the national, 
proprietary, licensed and exclusive 
brands at Lowe’s. 
Beginning with visits to Lowe’s stores across 
the U.S., Elevation’s team uncovered key 
insights on the number of brands at Lowe’s, 
and how they were merchandised and 
perceived by customers. Once brands 
were audited, Elevation Marketing 
conducted a brand equity analysis 
of the portfolio to see which brands 
resonated with the appropriate customer 
segments shopping at Lowe’s. Brands were 
quantitively rated based on perception of 
their value, quality and trustworthiness by 
the newly defined customer segments.

PHASE 3: EVALUATION   
Bringing it all together 
One of the critical insights gained from 
the segmentation study was that Lowe’s 
professional customers were looking for very 
specific brands, and many of those brands 
were not currently available at Lowe’s. 
Similarly, the brand assessment revealed 
that many of the brands Lowe’s did have at 
the time were not inspiring deep connections 
with Lowe’s customers. Elevation Marketing 
set out to turn this data into an opportunity 
for Lowe’s to attract new customers and 
retain their loyalty. The irrelevant brands 
were phased out over time, and Elevation’s 
team, along with the Lowe’s brand team, 

introduced new proprietary, licensed 
and exclusive brands. The teams helped 
to support line reviews with brands that 
truly resonated with the targeted customer 
segments. Finally, product lines were 
developed for the brands at Lowe’s based 
on the most important consumer segments 
identified by Elevation Marketing.

PHASE 4: EXECUTION 
Three-year strategic brand 
development plan 
Elevation Marketing created Lowe’s 
three-year brand development strategy 
and revitalized in-store merchandising 
programs to better speak to the new 
Lowe’s customer segments. Lowe’s entered 
into new licensing and exclusivity agreements 
with companies whose brands resonated 
with Lowe’s target customers. Finally, a brand 
committee was set up to review new brand 
opportunities that merchants introduced to 
ensure the strategies fit with the new Lowe’s 
brand strategy.



•  Customer segmentation study

• Brand audit and evaluation

•  Revamp brand selection criteria

•  Three-year brand strategy

•  New brand creation

•  New brand equity research

•  Merchandising and packaging creative

DELIVERABLES



8% increase in average customer 
basket ring—pleasing Lowe’s 
executives and stockholders alike.

RESULTS 

“IF YOU ARE LOOKING FOR A FULL-SERVICE 
BRANDING PARTNER, THEN LOOK NO FURTHER 

THAN ELEVATION MARKETING. Elevation’s 
team has been a great asset every step of the way, 
assessing the entire home improvement landscape 

across customers, competition and our brands to help us 
develop the blueprint for the brand and merchandising 

strategies that we follow today.”

–Bob Gfeller, Former Executive Vice President of Merchandising/ 
  Customer Experience, Lowe’s Home Improvement



Elevation Marketing is one of the most dynamic, 
integrated B2B agencies in the U.S., and for good 
reason — our strategic, fully integrated approach aligns 
sales and marketing to deliver remarkable results for 
clients whose buying cycles, customer behaviors and 
channels to market are uniquely their own. Marketing 
B2B companies successfully requires deep understanding 
of the B2B space, a knack for compelling brand stories, 
and the ability to execute effectively when buyers are 

companies, not consumers. With proven B2B acumen, 
unparalleled research and exceptional creative design, 
we develop data-driven marketing strategies and build 
memorable brand experiences that empower lasting 
customer relationships for clients in every industry. 

Top 20 
Interactive Marketing Firm

ABOUT ELEVATION

 
Insight. Innovation. Impact. 

Scott Miraglia, President 
Sales@ElevationB2B.com 
275 East Rivulon Blvd., Suite 411 
Gilbert, Arizona 85297 
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