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Introduction

* NARI: Is a national trade organization for the
remodeling industry, with local state offices all
through the country.

* NARI'sroots go back to 1935 when President
Roosevelt's National Recovery Act was passed.

* Like NAR®, NARI’'s members are to follow a specific
required Code of Ethics and maintain a set of
professional standards.

* Homeowners and renters remodel, redesign, and
restructure their homes for a variety of reasons. This
report takes a deep dive into why a homeowner
remodels, the outcome of taking on projects, and the
increased happiness in the home once a project is
completed.

* To dothe costvs. return analysis:
* NARI provided cost estimates
*  NAR® members estimated the financial returns

* Americans spent an estimated $603 billion in 2024
on remodeling their homes. 42 percent of NARI
members found a greater demand for their services
during the last two years.

Fifty-seven percent of NARI members cited that the
scale of the projects increased, resulting in either a
larger project or the remodeling of more than one room
in the last two years.

This matches what REALTORS® conveyed regarding
buyers’ expectations: 46% of home buyers are less
willing to compromise on the condition of the home
when purchasing.

To gather cost data, NARI members were given the
following parameters:

* Home would be a 2,300 sqft house, which aligns
with the average size according to U.S. Census
data.

* The houseis a post-1978 construction with no
concealed problems.

* Remodeling materials used represent standard or
typical quality, with some projects incorporating
“better-quality" materials.

NAR calculated a Joy Score for each project based on
the happiness homeowners reported with their
renovations.
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Consider the following...

Our local market conditions, supply-and-demand, inventory
availability or shortage, and other similar local factors, may
be somewhat different than the national perspective that this
research project was conducted under.

Also remember: this research is on “all remodeling”
projects, NOT “remodeling before I sell” projects.
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Top Joy Score For Remodeling

Added Primary Bedroom Suite
Kitchen Upgrade

New Roofing

Bathroom Renovation
Complete Kitchen Renovation
Paint 1 Interior Room

New Wood Flooring

Basement Conversion to Living Area

Paint Exterior Siding

New Front Door
New Siding

Garage Door
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REALTOR® Perception of Demand

REALTORS® often suggest a homeowner take on a
remodel project before attempting to sell their
home. The top projects REALTORS® recommended
potential sellers take on are painting the entire
home, painting one room, and new roofing.

Since 2020, REALTORS® have seen home

preferences shift. The top remodeled areas NAR®
members have seen an increased demand for in
the last two years have been kitchen upgrades,
new roofing, and a bathroom renovation.
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Top Remodeling Projects REALTORS® Recommend Sellers Do Before Selling

Paint The Entire Home 50%

Paint 1 Interior Room 41%

New Roofing 37%

Kitchen Upgrade 30%

Bathroom Renovation 24%
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Last Two Years REALTORS® Have Seen Increased Demand For ...

Kitchen Upgrade

New Roofing

Bathroom Renovation

Paint Entire Interior

Complete Kitchen
Renovation

48%

43%

35%

32%

26%
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Primary Reason for Completing the Remodeling Project

Upgrade worn-out surfaces, finishes & materials |GG 27%
Improve energy efficiency || G 19%
Wiltsellinnext 2years [ 18%

Time for achange [ 138%

Add features and improve livability [} 8%
Modernize - 5%
Just moved in and wanted to customize [ 4%

To improve organization and storage | 1%
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Impact of Housing Affordability on Decision to Remodel

Housing affordability not a .
factor to remodel 89%

Was a factor and do not want to move due
to housing affordability 5%

Was deciding factor/cannot afford to
. - 5%
move due to housing affordability
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How Project Was Paid For

Home equity loan/ tine of crecit (NN 57

savings [N 25%
Credit card - 10%

Another type of loan . 4%

citt | 3%

Financed through remodeler/store . 3%
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Who Did the Work

Hired a professional for ALL the work

Did ALL the work entirely themselves

Hired the labor, purchased the material

Did some DIY labor

Had help with shopping, but did the labor

| 1%

29%

24%

24%

22%
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2025 Remodeling Impact Report

Completed in Time as Planned

More time, 31% Less time, 31%

About the same amount of time as
planned, 37%
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Most Important Results of Remodeling Project

Better functionality/livability [ |GGG 28%
Beauty and aesthetics B 23%

Durable and long-lasting results/products B 23%
Energy efficiency / green home - 15%
Better meets their needs . 5%
Better for resale . 4%

Adds more personality to home . 3%
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Would Do the Project the Same Way

Absolutely exactly the same way 46%

Few different choices for _ 30%
materials and/or products
Would use a professional - 23%

Spent money elsewhere 1%
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2025 Remodeling Impact Report

Effects of the Remodeling, in Summary ...

Increased
enjoyment, 46%

Decreased
enjoyment,
16%

Same level of enjoyment, 38%
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2025 Remodeling Impact Report

Sense of Accomplishment

Major sense of
accomplishment, 55%

No feeling either
way, 21%

Minor sense of
Accomplishment, 25%
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Would Consumer Remodel Other Areas of Home?

Would remodel
more if cost not
anissue, 91%

Don't know, 5%
Would not, 4%
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Consider the following...

Our local market conditions, supply-and-demand, inventory
availability or shortage, and other similar local factors, may
be somewhat different than the national perspective that this
research project was conducted under.

Also, this research is “item specific” in its remodeling
project’s focus.

Nevertheless, you will find the following cost-recovery or
return ratios, as guidelines that you can refer to in your
practice, with considerations for local market adjustments.
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Top Cost Recovery For Remodeling Projects

New Steel Front Door | 100%
Closet Renovation | 3%
New Fiberglass Front Door | 50%
New Vinyl Windows R 7%
New Wood Windows | 7%
Basement Conversion to Living Area | 7%
Attic Conversion o Living Area | 7%
Complete Kitchen Renovation | 0%
Minor Kitchen Upgrade RN  G0%
Add New Bathroom NI 567
Primary Suite I 5%
Bathroom Renovation I 50%

0% 25% 50% 75% 100%
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