
52

The Home Depot Foun -
dation is dedicated to build-
ing for working families
affordable homes that are
healthy to live in and afford-
able to own. To make homes
healthy and affordable, 
the foundation encourages
developers to incorporate
responsible design and use
durable materials to ensure
that homes are more energy
and water efficient, have
good indoor air quality, and
provide a safe and healthy
space to live.

In 2007, The Home
Depot Foundation commit-
ted to investing $400 mil-
lion in grants over the next

10 years, which will result in the development of
100,000 affordable, healthy homes for working
families and the planting and preservation of more
than 3 million community trees in urban areas.

HISTORY
The do-it-yourself home improvement concept
may not have been born 30 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
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 immediately
warmed to the idea, and the concept quickly took off.  

The Home Depot has always been dedicated
to customer service and committed to having
experienced associates on its store’s floors. From
online tips, tools, and product recommendations
to in-store clinics, The Home Depot continues to
look for new ways to make home improvement
more accessible to the average homeowner.

THE PRODUCT 
The inventory in the company’s stores consists of
40,000 to 50,000 different kinds of building materi-
als, home improvement supplies, and lawn and gar-
den products, as well as 250,000 products that can
be special ordered. In addition to basics, ranging
from lumber to lightbulbs, The Home Depot offers
a range of proprietary and exclusive brands in its

THE MARKET 
For 30 years, The Home
Depot has been a leader in
providing innovative prod-
ucts, 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 market-
place. The retailer employs
more than 300,000 associ-
ates and operates more than
2,000 retail stores in all 
50 states, the District of
Columbia, Puerto Rico, the
U.S. Virgin Islands, Guam, 10
Canadian provinces, Mexico,
and China. In fiscal 2008, The Home Depot had
sales of $71.3 billion and earnings of $2.3 billion. 

The company’s operating strategy is to offer a
broad assortment of high-quality merchandise and
services at competitive prices using knowledge-
able, service-oriented associates and strong mar-
keting 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 home-
owners who purchase 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”) Custo -
mers: These customers are typically
homeowners who purchase materials
themselves and hire third parties to
complete the project and/or installa-
tion. The company arranges for the
installation of a variety of its products through
qualified independent 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. 

ACHIEVEMENTS 
In 30 years, The Home Depot has grown to become: 
• The world’s largest home improvement retailer 
• One of the largest retailers in the world 
• The fifth-largest retailer in America 
• The largest home improvement retailer in Mexico 
• The youngest retailer in the Fortune 50 

Some of The Home Depot’s values include:
“Giving back. Taking care of our people. Doing the
right thing. Respect for all people. Building strong
relationships.” Since 1979, these values have driven
volunteer and philanthropic efforts in The Home

Depot’s 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 community. Pro -
grams bring together volunteerism, do-
it-yourself expertise, product donations,
and monetary grants to meet critical
needs and build affordable communi-
ties. Building community is the foun-
dation 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 — lifelong rela-
tionships that are created between The Home
Depot store associates and the neighbors who
shop in its stores.

The Home Depot Foundation is a 501(c)(3)
organization that was established in 2002 to fur-
ther the community-building goals of The Home
Depot by providing additional resources to assist
nonprofit organizations.
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