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themselves, but without deep pockets or in-depth
“how to” knowledge. 

The vision of The Home Depot’s founders,
Bernie Marcus and Arthur M. Blank, was to give
customers everyday low prices with experienced
tradespeople offering straight advice on how to
get projects off the ground. Consumers immedi-
ately warmed to the idea, and the concept quickly
took off.  

THE PRODUCT

The inventory in the company’s stores consists of
40,000 to 50,000 different kinds of building mate-
rials, home improvement supplies, and lawn and
garden products, as well as 250,000 products that
can be special ordered. In addition to basics, rang-
ing from lumber to lightbulbs, The Home Depot

offers a range of proprietary and exclu-
sive brands in its stores, including
Hampton Bay® fans and lighting; BEHR
Premium Plus® paint; Thomasville® cab-
inetry; Pegasus faucets; Vigoro® lawn
and garden products; Veranda™ com-
posite decking, fencing and railing; and
Husky® and RIDGID® tools. The in-
store appliance showroom also features
General Electric® and Maytag® products. 

In April 2007, The Home Depot
expanded its long-term commitment to
the environment and sustainability with

the launch of its Eco Options program in the United
States. Eco Options is a classification that allows
customers to easily identify products that have less
of an impact on the environment and empowers
them to help make a difference in their own homes.
The Home Depot has identified more than 2,800
Eco Options products, including all-natural insect
repellents, cellulose insulation, front-load washing
machines, organic plant food, and vegetables in

THE MARKET

For 28 years, The Home Depot has been a leader
in providing innovative products, services, and
expertise to general consumers and professional
customers alike. The company is the world’s
largest home improvement retailer and one of the
most recognized and respected brands in the
global marketplace. The retailer employs approx-
imately 364,000 associates and operates more
than 2,000 retail stores in all 50 states, the
District of Columbia, Puerto Rico, the U.S.
Virgin Islands, 10 Canadian provinces, Mexico,
and China. In fiscal 2006, The Home Depot 
had sales of $90.8 billion and earnings of 
$5.8 billion.

The company’s operating strategy is to offer 
a broad assortment of high-quality merchandise
and services at competitive prices using knowl-
edgeable, service-oriented associates and strong
marketing and credit promotions. The company
believes that its associates’ knowledge of products
and home improvement techniques is very impor-
tant to its marketing approach and its ability to
maintain and enhance customer satisfaction.

The Home Depot stores serve three primary
customer groups:
• Do-It-Yourself (“D-I-Y”) Customers: These

customers are typically homeowners who pur-
chase products and complete their own projects
and installations. To complement the expertise
of its associates, The Home Depot stores offer
“how-to” clinics taught by associates.

• Do-It-For-Me (“D-I-F-M”) Customers: These
customers are typically homeowners who pur-
chase materials themselves and hire third par-
ties to complete the project and/or installation.
The company arranges for the installation of a
variety of its products through qualified inde-
pendent contractors.

• Professional Customers: These customers are
professional remodelers, general contractors,
repair people, and tradespeople. The company
offers a variety of programs to these customers,
including delivery and will-call services, dedi-
cated staff, extensive merchandise selections,
and expanded credit programs. 

The Home Depot empowers its customers to
achieve the home, condo, or apartment of their
dreams. That belief is inherent in the company’s
tagline, “You can do it. We can help.” 

ACHIEVEMENTS

In 28 years, The Home Depot has grown to become:
• The world’s largest home improvement retailer 
• The third-largest retailer in the world 
• The second-largest retailer in America 

• The largest home improvement retailer in
Mexico and Canada 

• The youngest retailer in the Fortune 50
Giving back. Taking care of one another. Doing

the right thing. Respect for all people. Building
strong relationships. Since 1979, these values drive
volunteer and philanthropic efforts in our commu-
nities, and these are the values that drive The Home
Depot. These values encompass our Community
Affairs’ mission of “We Build CommUnity.”

The building community efforts focus on four
key areas: play spaces, community gathering
spaces, affordable or transitional housing, and
natural disaster preparedness and relief. Programs
bring together volunteerism, do-it-yourself expert-
ise, product donations, and monetary grants to meet
critical needs and build affordable communities.

Giving back is a fundamental value
of The Home Depot and a passion for
its associates. Volunteerism is embraced
collectively and individually, as associate-
volunteers collaborate to build com-
munity. Building community is the
foundation upon which The Home
Depot was built and what differentiates
the company from the rest of the field.
Working side-by-side, The Home Depot
believes in the power of unity — life-
long relationships that are created
between The Home Depot store associ-
ates and the neighbors who shop in its stores. 

HISTORY 

The do-it-yourself home improvement concept
may not have been born 28 years ago, but few
would dispute that it took flight with the opening
of The Home Depot in Atlanta on June 22, 1979.
The bright orange warehouse opened an entirely
new world to people wanting to do things for
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