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executive 
summary

Like many other industries, throughout 2021 the 
residential construction industry experienced 
a year where supply chain issues created a 
shortage of materials leading to a level of 
delays and disruption never seen before. 
However, unlike other industries, the residential 
construction industry also had to contend with 
a surge in demand fueled by record low interest 
rates and increased disposable income amongst 
consumers who were unable to spend their 
money on overseas vacations and entertainment. 
In Australia the problem was further fueled by 
government grants that incentivized consumers 
to build their first home. The end result was that 
builders were busier, builds took longer than 
usual, and the cost of construction went up faster 
than at any time in living memory.

In the United States lumber prices increased 
by as much as 142% due to increased demand, 
supply chain disruptions, wildfires and flooding in 
Canadian timberlands. Fortunately, most builders 
in the United States protected their margins 
by using allowances for lumber from mid-2020 
onwards. The majority of Australian builders 
however were not so fortunate due to the 
structure of the fixed price contracts they signed, 
which limited the use of allowances and did not 
permit the use of cost escalation clauses.

The State of Residential Construction 
Industry (SORCI) Report was prepared by 
the Association of Professional Builders 
(APB) who surveyed residential home 
builders operating in the United States, 
Australia, Canada and New Zealand. 

APB works exclusively with residential home 
building companies. In particular, the owners 
and directors of small and medium sized 
construction companies who are looking 
to systemize their businesses, grow their 
margins and/or their sales revenue and 
transform this industry.

APB’s goal is to increase the number of 
professional builders and improve the 
industry for both builders and consumers. 
APB provides training and resources for 
builders to use in order to systemize 
their building companies and become 
professional builders.

This report was commissioned to gather 
a deeper insight into the residential 
construction industry and spot emerging 
trends in order to enable building company 
owners to benchmark their own businesses 
against the industry benchmarks.
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Steel was another component that experienced 
multiple price increases throughout the year 
along with concrete and plasterboard which led 
to an increase in the cost to build a new home of 
between 15% to 50% during the year depending 
on location.

With that level of increase in the cost of sales, 
combined with extended timelines which has 
increased the amount of fixed costs apportioned 
to each home being built, it’s not unexpected that 
so many building companies have been losing 
money during the year and are struggling with 
eroded margins.

While this won’t be a shock for anyone operating 
inside the industry, it has surprised many on the 
outside who are struggling to understand why 
building companies are failing after enjoying such 
unprecedented demand for their services.

Many consumers found themselves in a position 
where their building contracts were being canceled 
towards the end of 2021 because their projects 
were no longer viable to commence. Others 
were being quoted with start dates not due to 
commence for three to four years in the hope they 
would cancel their fixed price contracts allowing the 
builder to safely exit a loss-making deal. 

It’s an unfortunate reality that circumstances 
outside of builders’ control have negatively 
affected the industry and have painted a negative 
picture of how building companies operate in 
many consumers’ minds. However, despite all of 
the negativity and challenges that builders have 
endured over the past 12 months, the SORCI 
2022 report has revealed that the industry is 
continuing to become more systemized and 
more professional year on year. Professional 
builders continue to implement new ideas and 
structures that are enabling them to become 
better operators and deliver a better experience 
for their clients. 

Most importantly, especially during these 
volatile times where entire profit margins 
on a project can be wiped out in a matter of 
weeks, professional builders have a far better 
understanding of their company financials than 
at any time in history. This trend will ultimately 
lead to a more robust, financially sound industry 
with significantly less building company failures 
than we have previously experienced, although it 
should be noted that there will be more closures 
in the short term as the events of 2021 catch up 
with builders in 2022. 
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The costs of building a new 
home increased between 
15% to 50% in 2021. 
(Percentage varies by location.)
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Key issues & 
snapshots
Key points:

Impact of inflation

Usage of dedicated 
project management 
software increased 
from 33.6% to 64.8%.

Builders that spent less 
than 1% of revenue 
on marketing had the 
lowest margins.

More builders (49.1%) 
now know their fixed 
cost per job per day (up 
by 43% from 2020).

As 2021 unfolded one thing became very clear, 
inflation was out of the bag and would continue 
to increase in 2022 posing a challenge that 
business owners have not had to deal with for 
the last 10 years.

While rising material costs make the task of 
accurately estimating projects almost impossible, 
they can be covered by allowances and in 
most cases, cost escalation clauses. However, 
the effect of the ‘silent tax’ on fixed costs can 
blindside building companies that fail to plan 

and budget correctly leading to frustration and 
disappointment at the end of the financial year 
when net profit is completely swallowed up by 
rising operating costs.

At the start of 2022, inflation had hit 7% in the 
United States. The trend is likely to continue 
upwards until interest rates are increased, at 
which point it is likely that demand for new 
homes will start to drop. Remodelers/renovation 
specialists could remain in demand as 
consumers put their COVID-19 savings to work 
once the supply chain issues subside.

-1%

34% → 65%

43%
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Usage of dedicated project 
management software increased 
from 33.6% to 64.8%

More builders (49.1%) now know 
their fixed cost per job per day 
(up by 43.1% from 2020)

Builders spending less than 1%  
of revenue on marketing had  
the lowest margins

With professional builders running more 
concurrent projects than ever before in 2021, 
it was good to see them utilizing dedicated project 
management software to manage the process 
efficiently. In 2021, 64.8% of building companies 
ran their projects using specialist construction 
software rather than relying on spreadsheets, 
pen and paper, or even their memory compared 
to just 33.6% of building companies in 2020. This 
is an incredible change in the industry and one 
that clearly demonstrates the determination of 
professional builders to deliver a better service to 
their clients.     

Another signal that the industry is becoming 
more professional year on year was the revelation 
that almost half (49.1%) of all residential builders 
now calculate their fixed costs, per job, per day, 
which is 43.1% more than in 2020.

The builders that calculate this figure have a 
clearer understanding of the true cost of every 
delay, allowing them to ‘price in’ the real cost of 
change orders and contract variations to clients, 
as well as understanding the real cost to the 
project for subcontractor ‘no shows’.

Understanding this figure also assists builders 
with pricing their jobs as they have a thorough 
understanding of their break-even point on every 
job and the importance of maintaining, or even 
increasing, their margins on larger projects rather 
than succumbing to the lure of cash flow.

APB is always emphasizing to its members that 
margins are linked to marketing. Something 
that was clearly underlined in the data collected 
in this report where it showed that the building 
companies that spent less than 1% of their revenue 
on marketing had the lowest margins.

The reason for this is the law of supply and 
demand. Builders that have more demand than 
they can service are able to pick and choose the 
clients as well as hold a stronger negotiating 
position during contract negotiations. Conversely, 
builders that do not invest in generating more 
demand for their services end up clinging on to 
every opportunity, which results in them not only 
compromising their margins, but also dealing with 
the consumers who are only interested in finding 
the cheapest quote. 

 “Margins are linked to marketing.”
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All of the information compiled in this report has 
been provided by owners, directors, presidents 
and senior managers who have access to detailed 
information covering marketing, sales, operations 
and the financials of their respective companies.

Mirroring the membership base of APB, 
approximately two-thirds of the respondents 
predominantly focused on building new homes, 
while one-third focused on large scale renovation 
projects, all with an average contract value in 
excess of $100,000.

The exception to this rule was Canada where the 
split was closer to a 50:50 ratio of new homes 
versus remodeling/renovations specialists.

Encouragingly almost two-thirds of the 
respondents (62.4%) are following a design and 
build business model with only one-third (30.8%) 
dependent on quoting plans. 

The vast majority of builders that took part in 
the survey (71%) take on less than 13 projects a 
year with builders in the United States appearing 
to lead the way in terms of projects per year. An 
important consideration however, is that more 
builders in the United States tended to focus on 
smaller projects with an average contract value 
falling between $100,000 - $299,999 compared to 
Australian builders.

The percentage of Canadian builders working on 
projects within with same average contract value 
bracket was in fact 30.1% higher than builders in 
the United States, however that is likely due to the 
higher percentage of Canadian builders targeting 
remodeling/renovations projects.

The most surprising statistic to come out of the 
United States was that only 57.4% of residential 
home builders belong to a national association.  
In examining this statistic, APB was excluded from 
the results as it is an international organization.

A similar trend emerged in Canada where just 52% 
of builders belonged to a national association.

However the results were very different in 
Australia where 91.8% of residential home 
builders belonged to either the Master Builders 
or the Housing Industry Association and in New 
Zealand where 78.8% of building companies 
belong to at least one of the national associations.

Unsurprisingly 86.7% of respondents’ building 
companies had a website revealing that the 
builders that were without a website were targeting 
smaller jobs and working on far smaller margins. 

Over 700 builders from the United 
States, Australia, Canada and New 
Zealand took part in the 2021 State 
of Residential Construction Industry 
survey revealing detailed insights 
into their building companies.

Profile of  
Participants
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Which country do you  
operate in?

What is your business model?

What is your role in  
the business?

46.7%
Australia

36.1%

United 
States

9.8%

New 
Zealand

7.4%

Canada

New 
homes

OWNER/DIRECTOR/PRESIDENT

Remodeling / 
renovations 35.5%

56.5%

SENIOR MANAGEMENT

Remodeling / 
renovations

New 
homes

1.5%

6.5%

Design & 
build

Quoting 
plans

Spec 
homes

I don’t 
know

62.4%

30.8%

5.0%

1.8%
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What type of work do you 
primarily target?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

New homes 68.9% 62.0% 52.0% 54.5%

Remodeling / renovations 31.1% 38.0% 48.0% 45.5%

ANSWERS BY LOCATION:

63.0%

New homes

37.0%

Remodeling /  
renovations
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How many jobs do you do a 
year (on average)?

0.0%

20.7%

39.6%

26.6%

13.0%

1 - 5

6 - 12

13 - 25

26 - 49

50 - 99

100+

35.2%

35.8%

18.3%

5.9%

3.6%

1.2%

What is the contract value  
of those jobs each year  
(on average)?

$0 -  
$99K

$100K -  
$299K

$300K -  
$599K

$600K -  
$999K

$1M+
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What associations are you a member of?* 

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

National Association of Home Builders (NAHB) 53.3% 0.6% 4.0% 0.0%

Association of Professional Builders (APB) 26.2% 32.3% 28.0% 33.3%

Master Builders Australia (MBA) 0.0% 64.6% 0.0% 0.0%

Housing Industry Association (HIA) 0.0% 50.6% 0.0% 0.0%

Canadian Home Builders' Association (CHBA) 0.0% 0.0% 36.0% 0.0%

New Zealand Certified Builders Association (NZCB) 0.0% 0.0% 0.0% 42.4%

Registered Master Builders (New Zealand) 0.0% 0.0% 0.0% 39.4%

Other 8.2% 4.4% 20.0% 3.0%

None 0.0% 0.0% 0.0% 0.0%

I don't know   1.6% 1.3% 0.0% 0.0%

ANSWERS BY LOCATION:

19.8%

29.9% 30.2%

23.7%

2.7%

4.1%
3.8%

6.8%

0.0% 1.2%

®

*Respondents were able to select more than one option in this question so results will not equal 100% when doing calculations.
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Does your building company have a website? 

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes 88.5% 84.8% 92.0% 84.8%

No 11.5% 15.2% 8.0% 15.2%

ANSWERS BY LOCATION:
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sales
A disappointing statistic uncovered 
was that only 45% of respondents 
have a documented sales process. 
While it may have been easy to 
generate sales throughout 2021, a 
documented sales process enables 
builders to improve margins and 
create a balanced and reliable 
stream of work.

The data highlights the relative ease with  
which builders have been able to sign contracts 
over the past 18 months which has presumably 
led some builders to abandoning their sales 
processes while others may not have felt 
compelled to implement one.

However, even though sales were easier to come 
by in 2021, the data showed that the builders 
with a sales process clearly out performed those 
that did not when it came to profit margins, with 
47.4% more builders achieving a net profit margin 
in excess of 7.5% just by having a documented 
sales process.

Encouragingly 23.4% of respondents are now 
using sales scripts and while this is still a relatively 
small percentage, it is a 51% increase on 2020 
when only 15.5% of builders were using sales 
scripts to qualify and process their prospects.

The benefits are clear to see with 83.5% of 
builders that use sales scripts qualifying at least  
one in 10 of their inquiries with only 56.9% of 
builders not using sales scripts managing to 
achieve the same result.

Another encouraging trend was that over half 
(50.9%) of respondents are now charging for 
quotes compared to just 23.1% in 2020. This 
indicates an excellent change in the way builders 
operate and no doubt has been helped by the 
surge in demand which has given residential 
home builders the confidence to charge for their 
services, as opposed to giving their time away 
for free. It’s a solid step forward in becoming 
recognized as a professional services industry.

An interesting side note is that this data busts 
the myth that builders need to provide a 
free quote or they risk losing the prospect. 
The information uncovered in the survey 
demonstrates that builders that charge 
to provide a quote actually have a higher 
conversion rate from lead to contract compared 
to those that do not.

Additionally, builders that charge for quotes also 
enjoy far higher margins than those that do not.

Surprisingly given the unprecedented demand 
for builders’ time during 2021, more building 
companies (20.1%) are electing to hold regular 
sales training sessions for their teams (up from 
13.7% in 2020).
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Do you have a documented 
sales process?

YES 
45.0%

YES 
23.4%

No - 53.8%

Yes - 45.0%

I don’t know - 1.2%

No - 75.4%

Yes - 23.4%

I don’t know - 1.2%

Do you use sales scripts?
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Hosting regular sales training not only increases 
conversion rates, it also improves margins 
because team members become better at 
handling objections, it improves team morale 
and retention, as well as assists with attracting 
more A-players to the company. 

Bizarrely one trend that did not continue in a 
positive direction was the number of building 
companies maintaining an objections manual. 
Only 6.5% of building companies now maintain 
this crucial document compared to 8.7% of 
companies in 2020 of which a possible cause 
might be that objections have become a thing of 
the past in this red hot market.

Builders should not become too comfortable 
however, as good times and strong markets 
never last. Another serious consideration is that 
builders should ensure they retain their newly 
gained knowledge and experience because it is 
likely that a point will come in 2022 or potentially 
2023 when the art of dealing with objections will 
protect their sales pipelines. 

Similar to 2020, generating quality leads is still 
considered to be the biggest sales challenge for 
residential home builders.

When it comes to generating referrals, builders 
have very different strategies depending on where 
they are located. Putting word of mouth to one side 
which is the primary strategy for builders across all 
countries, builders in the United States preferred to 
target realtors while Australian builders preferred 
to target architects and Canadian builders 
preferred to use networking events.

What makes this data so important is that 60.9% 
of builders attributed over 25% of their sales to 
referrals throughout 2021, in which case testing 
and measuring additional referral strategies that 
have already been successfully implemented by 
other builders could potentially unlock even more 
sales in the future.   

Another thing to consider is the extraordinarily 
high conversion rate of leads to clients when the 
opportunity is created from a referral. Over 10% 
of sales are generated from referrals for 83.7% 
of builders with 59.8% of builders enjoying a 
33.3% conversion rate.

While it is true that it is difficult to grow a 
building company by purely relying on referrals, 
it’s also important to maximize referrals as a 
marketing channel in conjunction with a paid 
advertising strategy.

In terms of the number of new leads being 
sales qualified, there was a marked difference 
between North America and Australasia in 
terms of actually measuring this number. In 
Canada and the United States less than 16% of 
builders admitted to being unsure about the 
quality of the lead generation efforts, however 
in Australasia the figure was significantly higher 
at 27.8% in Australia and 24.2% in New Zealand. 
This suggests that builders in North America 
place a far greater emphasis on analyzing their 
sales pipelines.

As you would expect the majority of builders 
signed more contracts in 2021 than the year 
before. Canada however was an exception to 
the trend with the vast majority of builders 
staying at the same level as the previous year. 
This correlates with data published by the 
Canada Mortgage and Housing Corporation 
(CHMC) which showed a downward trend of 
housing starts in October 2021, that fell 5.3% 
from the month prior. The fifth straight month of 
decrease and below market expectations.1

The information uncovered in the survey 
demonstrates that builders that charge 
to provide a quote actually have a higher 
conversion rate from lead to contract 
compared to those that do not.

1 Cmhc-schl.gc.ca. 2022. Canadian housing starts continued to trend lower in October. [online] Available at:  
https://www.cmhc-schl.gc.ca/en/media-newsroom/news-releases/2021/canadian-housing-starts-continued-trend-lower-october.
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Do you charge for quotes (either as part of a 
design process, or as a standalone service)?

17 State of Residential Construction Industry Annual Report 2022

ANSWERS BY LOCATION:

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes 45.1% 51.9% 64.0% 57.6%

No 54.1% 47.5% 36.0% 42.4%

I don't know 0.8% 0.6% 0.0% 0.0%

YES

NO

I DON’t KNOW 0.6%

50.9%

48.5%
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Do you hold and/or participate 
in regular sales training?

What is your biggest sales 
challenge?

Do you have an objections 
manual?

YES
20.1%

YES
6.5%

No - 79.0%

Yes - 20.1%

I don’t know - 0.9%

No - 90.2%

Yes - 6.5%

I don’t know - 3.3%

19.2%

34.0%

18.0%

13.3%

15.4%

Generating 
quality leads

Qualifying  
leads/ 
inquiries

Closing  
sales

Other

I don’t  
know
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What percentage of your leads are sales 
qualified leads?

0% - 1%

16% - 24%

1% - 3%

25% - 99%

4% - 9%

100%

10% - 15%

I don’t know

33.7%

3.0%

15.7%

7.4%

2.4%

5.0%

21.6%

11.2%
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ANSWERS BY LOCATION:

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

0% - 1% 9.0% 5.1% 16.0% 6.1%

1%  - 3% 3.3% 2.5% 8.0% 0.0%

4% - 9% 5.7% 5.7% 0.0% 3.0%

10% - 15% 8.2% 12.0% 20.0% 12.1%

16% - 24% 20.5% 9.5% 20.0% 24.2%

25% - 99% 35.2% 35.4% 28.0% 24.2%

100% 2.5% 1.9% 0.0% 6.1%

I don't know 15.6% 27.8% 8.0% 24.2%
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How many paid leads do you need  
in order to sign one contract?

What percentage of your sales 
are from referrals?

1 - 79 80 - 159

0% - 1% 1% - 3% 4% - 9% 10% - 24% 25% - 99%

160 - 239 239 - 499 500+ I don’t 
know

48.5%

1.2%

3.8%

3.3%

22.8%

52.1%

8.9%

3.8%

1.2%

8.0%

0.0% 0.0%

46.4%

100% I don’t 
know
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How many contracts did  
you sign in 2021?

26.6%

43.2%

5.9%

3.0%

16.9%

1.8%

2.7%

How many contracts do you 
plan to sign in 2022?

1 - 5

6 - 12

13 - 25

100+

I don’t  
know

1 - 5

6 - 12

13 - 25

100+

26 - 49

50 - 99

I don’t  
know

26 - 49

50 - 99

8.9%

25.4%

29.9%

25.1%

4.1%

2.7%

3.8%

2021 2022
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Did you sign more contracts in 2021 than 2020?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

More 55.7% 57.6% 40.0% 57.6%

Less 10.7% 11.4% 4.0% 12.1%

Same 30.3% 27.2% 56.0% 27.3%

I don't know 3.3% 3.8% 0.0% 3.0%

55.6%

Less

10.7%30.5%

I don’t 
know

3.3%

More Same
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Marketing
In terms of social media, Facebook 
continues to be the favored 
platform for builders with 62.1% 
posting at least once a week.  
There has been a significant 
increase in the usage of Instagram 
with 55.3% of builders revealing 
that they’re now using the platform 
to post at least once a week. 

The usage of YouTube remained flat and came 
in at a distant third with only 7.7% of builders 
utilizing the video platform which presents a 
big opportunity for those that invest the time to 
create content videos as there remains very little 
competition for consumer viewing.

The creation of blog articles has been a game 
changing marketing strategy for every builder 
that implements the APB content marketing 
strategy and it’s encouraging that the number of 
building companies implementing the strategy 
has increased by 63.3% in the past 12 months.

Despite the increase in the number of builders 
now providing content, still only 5.6% of building 
companies are publishing blog articles on a 
monthly basis so a big opportunity exists for 
the remaining 94.4% of building companies 
to increase their margins and reduce their 
advertising costs by implementing this simple 
marketing process. 
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The number of builders using a Customer 
Relationship Management (CRM) system 
doubled in the last 12 months from 18.8% in 
2020 to 37% in 2021. The CRM market offers 
a huge choice of solutions for builders so 
unsurprisingly there were no clear winners 
however the data indicated that Hubspot and 
ActiveCampaign are becoming increasingly 
popular choices for builders and both are 
recommended by APB.

Given the fact that 63% of builders still do not 
have a CRM system, it’s not unexpected that 
63.6% never nurture their existing database of 
contacts with an email marketing strategy.  
Of the builders that do use an email strategy,  
the data indicated a small upward trend 
of builders emailing their databases more 
frequently. It’s therefore conceivable to consider 
that the potential reason more builders have 
not taken advantage of this powerful marketing 
strategy is due to the strong market conditions 
the industry is currently experiencing.
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How many times do you post on the  
following social media platforms?

Facebook:

Instagram:

YouTube:

ANSWERS BY LOCATION:

ANSWERS BY LOCATION:

ANSWERS BY LOCATION:
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CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Never 54.1% 25.3% 44.0% 66.7%

Once per week 24.6% 39.2% 24.0% 30.3%

Between 2 - 6 times per week 14.8% 26.6% 28.0% 0.0%

7 or more times per week 3.3% 5.1% 0.0% 0.0%

I don't know 3.3% 3.8% 4.0% 3.0%

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Never 42.6% 29.1% 36.0% 36.4%

Once per week 26.2% 34.2% 36.0% 51.5%

Between 2 - 6 times per week 25.4% 29.1% 24.0% 12.1%

7 or more times per week 3.3% 4.4% 0.0% 0.0%

I don't know 2.5% 3.2% 4.0% 0.0%

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Never 91.0% 89.2% 84.0% 90.9%

Once per month 4.1% 2.5% 8.0% 6.1%

Between 2 - 3 times per month 4.1% 4.4% 0.0% 0.0%

4 or more times per month 0.0% 0.6% 0.0% 0.0%

I don't know 0.8% 3.2% 8.0% 3.0%
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How many articles/blogs do  
you post each year?

How frequently do you email 
your database?

What Customer Relationship Management  
(CRM) system do you use?

None

1

2 - 6

7 - 11

12+

I don’t 
know

Never

Daily

I don’t 
know

2 - 6 times 
per week

Once per 
week

Once per 
month

Sometimes

5.9%

15.7%

64.8%

5.3%

5.6%

2.7%

2.1%

63.6%

2.4%

4.1%

8.3%

15.1%

4.4%

None

58.6%

I don’t know

4.4%

Other

28.1%

Hubspot

5.0%

Mailchimp

1.5%

Active 
Campaign

2.4%
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What is your biggest marketing 
challenge?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Generating enough leads 7.4% 7.6% 12.0% 9.1%

Generating quality leads 46.7% 48.7% 56.0% 51.5%

Wasted advertising spend 4.1% 5.7% 4.0% 3.0%

Return on investment (ROI) 14.8% 12.0% 12.0% 6.1%

Other 9.8% 11.4% 8.0% 15.2%

I don't know 17.2% 14.6% 8.0% 15.2%

Generating 
quality leads

Return on 
investment 

(ROI)

I don’t  
know

Other Wasted 
advertising 

spend

Generating 
enough leads

48.8%

15.1%

12.4% 8.0%

10.9% 4.7%
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Free guide 9.2%

What is your primary marketing strategy  
(e.g. your lead magnet) for generating new leads?

Contact us page 19.8%

Consultation 27.8%

Free quote 6.8%

Plan range 5.0%

Other 8.6%

I don’t know 22.8%
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Builders in Canada and New 
Zealand are leading the way in 
paid advertising with over 80% 
undertaking paid advertising 
strategies in order to generate 
more demand for their services.

In the United States 31.1% of builders declared 
that they never advertise and the percentage in 
Australia was even higher at a staggering 39.2% 
of builders admitting they did not spend on 
advertising during the year. It’s possible that the 
lack of spending could potentially be attributed 
to the government funded home owner grants.

Overall, significantly more builders used paid 
advertising in 2021 compared to 2020 with 
increases being observed across all channels.

As a percentage of revenue most builders 
(41.1%) opted to spend 1% of their revenue 
on marketing their businesses in 2021, with 

only 10.6% spending the APB recommended 
percentage of 3% or more.

However, of the builders investing 1% or less of 
their revenue back into marketing, only one in 
four managed to markup their projects by more 
than 25%, whereas the figure was one in two for 
the builders investing 2% or more into marketing.

Digging deeper, it was evident that 17.7% of the 
builders spending 2% or more on marketing 
applied a gross markup of 33% or more, which 
APB considers the industry benchmark, 
compared to a mere 5.4% of those that  
invested 1% or less on marketing.

The evidence is clear to see, margins are linked 
to marketing and the builders that invested 
a larger percentage of their revenue into 
marketing are enjoying bigger profits due to the 
rule of supply and demand.

Overall, the majority of builders maintained their 
marketing spend in 2021 compared to 2020 with 
30.2% electing to invest more while 8.6% pulled 
back and invested less than the year before.

Advertising
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Despite the positive trend of more builders 
investing more money into generating demand 
for their services, a big concern is the fact that 
58.3% of builders have no targeted budget for 
each lead they generate.

This is a key metric for every builder to 
understand in conjunction with all of their 
conversion data. Knowing the cost per lead, 
along with the conversion rates of those leads 
allows building companies to plan their marketing 
strategies and costs with increased accuracy.

Every business plan should incorporate planned 
growth which must be supported by an accurate 
marketing budget that can demonstrate the 
capability in delivering the amount of leads 
required in order to achieve the targeted sales.   

Predictably the percentage of builders that did 
not have a targeted budget per lead was very 
similar to the percentage of builders that were 
not able to identify their current cost per lead. 
Again this figure is crucial in knowing which 
advertising channels and marketing strategies 
are performing.

In terms of Search Engine Optimization (SEO) 
29.3% of builders are using this as a strategy 
which is quite unexpected considering that only 
22.5% of builders are advertising on Google Ads. 
A common approach suggests that Google Ads is 
the recommended first step before investing in 
SEO services because the paid traffic from Google 
provides valuable insights into which keywords 
you should be targeting in an SEO strategy.

Over half of the builders surveyed (51.5%) 
generated less than 50 leads during the course 
of the year.  
 

While 50 leads may have been enough to 
support those particular building companies, 
the data revealed that of the builders generating 
1,000 or more leads per year, 50% enjoyed 
salaries of $240,000 or more, while only 2.2% of 
the builders generating less than 50 leads each 
year were able to pay themselves the same with 
the vast majority earning less than $120,000 
a year. Evidence again that the investment in 
marketing improves margins.

Only 8% of builders said generating enough 
leads was a problem which is down from 10.5% 
in 2020. This is remarkably high given what has 
been happening in the marketplace. Generating 
quality leads remained the biggest marketing 
challenge for builders increasing from 40.8% in 
2020 to 48.8% in 2021. 

The evidence is clear to see, margins are 
linked to marketing and the builders that 
invested a larger percentage of their revenue 
into marketing are enjoying bigger profits 
due to the rule of supply and demand.
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In terms of lead generation, offering a 
consultation became the preferred strategy for 
builders in 2021 which could explain why so many 
builders felt they are not generating enough 
quality leads. Unfortunately going straight into a 
consultation with a new inquiry that has not yet 
been ‘warmed up’ through the marketing process, 
or qualified using closed questions results in 
builders speaking to a lot of consumers who are 
unlikely to ever become clients. 

Using free guides and plan ranges for an initial 
optin continues to be under-utilized by builders, 
however the data indicates that this strategy was 
on the increase in 2021.  

Providing free quotes became a less attractive 
option for builders in the last year with only 
6.8% of builders now relying on that strategy 
compared to 17.2% in 2020. Another promising 
indication that the industry continues to evolve 
and is becoming more professional year on year.

Where do you spend money  
on advertising?*
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CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Facebook 27.0% 36.1% 44.0% 45.5%

Instagram 8.2% 28.5% 16.0% 15.2%

Google Ads 19.7% 20.3% 24.0% 42.4%

Houzz 13.9% 7.0% 28.0% 6.1%

Radio 1.6% 3.2% 12.0% 9.1%

TV 0.8% 1.9% 12.0% 0.0%

News/magazines 18.9% 10.8% 28.0% 12.1%

Sponsorships 18.0% 14.6% 20.0% 21.2%

Other 23.0% 7.6% 28.0% 18.2%

I don't advertise 31.1% 39.2% 16.0% 18.2%

*Respondents were able to select more than one option in this question so results will not equal 100% when doing calculations.
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Where do you spend money  
on advertising?*

Facebook

Instagram

Google Ads

Houzz

Radio

TV

News/ 
Magazines

Sponsorships 

Other

I don’t 
advertise

18.9%

34.3%

22.5%

10.9%

3.8%

2.1%

15.1%

16.9%

15.7%

32.5%

*Respondents were able to select more than one option in this question so results will not equal 100% when doing calculations.
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What percentage of your revenue did you 
spend on marketing in 2021? 

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

0% 23.8% 28.5% 8.0% 21.2%

1% 39.3% 43.7% 44.0% 33.3%

2% 18.0% 5.7% 28.0% 15.2%

3% 4.1% 4.4% 8.0% 12.1%

4%+ 4.1% 6.3% 4.0% 6.1%

I don't know 10.7% 11.4% 8.0% 12.1%

ANSWERS BY LOCATION:

0%

24.6%

2%

12.7%

I don’t 
know

10.9%

3%

5.3%

4%+

5.3%

1%

41.1%
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Did you spend more money on marketing 
in 2021 than you did in 2020?

How much do you plan to spend on 
marketing in 2022?

More

Less

Same

I don’t know

30.2%

53.0%

8.6%

8.3%

$0 -  
$5K

$5K- 
$15K

$15K -  
$30K

$30K -  
$60K

$60K -  
$120K

35.2%

21.0%

9.5%

2.4% 3.0%

11.8%
17.2%

$120K+ I don’t 
know
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What is your target/budgeted 
cost per lead?

$1 - $24

$25 - $49

$100+

I don’t 
know

$50 - $74

$75 - $99

$1 - $24

$25 - $49

$100+

I don’t 
know

$50 - $74

$75 - $99

What is your actual 
cost per lead?

17.5%

5.3%

3.3%

7.7%

8.0%

58.3%

13.3%

2.4%

3.3%

7.4%

8.6%

65.1%
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How much do you spend on Search Engine 
Optimization (SEO) services per month?

How many leads did you generate in 2021?

$0 $1 - 
$349

51 - 1200 - 50

$350 - 
$749

121 - 300

$750 -  
$1,249

301 - 
1,000

1,001 -  
2,500

2,501 -  
5,000

$1,250 
+

56.2%

51.5%

14.2%

12.4%

5.3%

8.6%

3.0%

1.2%

14.5%

1.2%

16.0%

6.8%

9.2%

I don’t 
know

I don’t 
know
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What percentage of your leads 
are from referrals?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

0% - 1% 3.3% 1.9% 4.0% 0.0%

1% - 3% 11.5% 4.4% 20.0% 6.1%

4% - 9% 5.7% 11.4% 8.0% 15.2%

10% - 24% 18.0% 13.9% 12.0% 21.2%

25% - 99% 43.4% 50.0% 40.0% 42.4%

100% 8.2% 11.4% 12.0% 9.1%

I don't know 9.8% 7.0% 4.0% 6.1%

ANSWERS BY LOCATION:

10.1%

7.7%

2.4%

8.3%

9.5%

16.0%

46.2%
25% - 99%

4% - 9%

10% - 24%

100%

I don’t know

0% - 1%

1% - 3%
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What is your #1 strategy for increasing 
the number of referrals you generate?

How many referrals do you need 
in order to sign 1 contract?

Word of 
mouth

Realtors

Architects

Events  
(holding/  
attending)

5.3%

9.5%

64.2%

3.0%

Gifting

Other

I don’t  
know

0.9%

11.2%

5.9%

4 - 91 - 3 10 - 24 25 - 99 I don’t 
know

59.8%

22.8%

1.8%

13.0%

2.7%
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Projects
Despite the ongoing supply chain 
crisis during the year, most projects 
were still delivered on time in 2021 
with only 29.3% being delivered 
late, which is quite remarkable 
given the circumstances that are 
typically out of builders’ control.

This is potentially a good indicator that builders 
are doing a great job of communicating the 
ongoing situation with their clients and applying 
extensions of time to their contracts.

An exciting statistic to come out of the 2021 
survey results was the fact that 49.1% of builders 
now know their fixed expenses per job, per day, 
which is an increase of 43.1% from 2020. 

The trend is definitely heading in the right 
direction which means by the end of 2022 the 
majority of residential home builders will likely 
know exactly how much a job is costing them 
each day a job is delayed.

When APB first started introducing the concept 
of calculating the true cost of delays, less than 
10% of builders were monitoring this figure. 
This is therefore a great step forward that 
further demonstrates how this sector of the 
industry continues to evolve and become more 
professional.

There was an increase in the number of projects 
that went over budget in 2021 however, 
similarly the figure is considerably low given the 
unprecedented situation the industry experienced. 

39 State of Residential Construction Industry Annual Report 2022



The fact that over half (52.7%) of projects were 
completed on budget is testament to the efficiency 
of those builders who have most likely managed 
to stay ahead of the cost escalations and passed 
any increased costs onto their clients as opposed 
to simply absorbing them and destroying their own 
net profit in the process.

When it came to the biggest challenge being 
faced by builders with regard to running 
projects, the answers were as expected, and 
country specific.

Builders in the United States, Australia and 
Canada all say subcontractor delays are causing 
them the biggest challenges, however for builders 
in New Zealand it’s the shortages of materials 
which is causing them the biggest problems.

Overall, the sourcing of materials has become 
a much bigger problem compared to 2020 
however the subcontractor delays remain at 
a similar level to the previous year which was 
unanticipated.

Another exciting trend to come out of the 2021 
survey data is the number of building companies 
that now have a documented handover process.

A great handover is the key to leaving a lasting 
positive impression with every client. APB has 
been providing members with the step-by-step 
handover process that was inspired by the 
automotive industry for the past six years, so 
it’s exciting to see so many professional building 
companies giving their clients the experience 
they deserve.

Post project completion audits are also on an 
upward trend, however there is still less than 
half of all builders undertaking this task which is 
unfortunate because it’s a great benefit for the 
consumer and can be used as a point of difference 
in the builders’ marketing and sales process.

The all important, internationally recognized 
Net Promoter Score (NPS) remains a low priority 
for builders in all countries with only 5.9% of 
building companies utilizing this strategy which 
is only marginally different from 6.1% in 2020.

Over the past 12 months there has been a 
significant incline in the number of builders using 
dedicated project management software with 
Buildertrend the clear leader in North America 
but losing out to its sister company CoConstruct 
in New Zealand where Builda Price has also taken 
a significant piece of the market. In Australia, 
Melbourne-based Buildxact leads the way.  

 
It’s further encouraging to see that in 2021 
spreadsheets are no longer the most popular 
method for builders to track their projects. 
Dedicated platforms such as Buildertrend, 
CoConstruct, Buildxact and Builda Price provide far 
better functionality and accuracy for builders which 
enables them to automate a large amount of tasks 
that were previously completed manually.

Overall the number of builders using dedicated 
software to manage their projects exploded in 
2021 to 64.8% compared to just 33.6% in 2020. 

When it comes to estimating however, 
spreadsheets remain the primary tool of choice 
for builders with 31.1% of builders trusting a 
spreadsheet over a dedicated platform despite 
research indicating that 88% of spreadsheets 
contain errors.2

Even so, the trend towards using dedicated 
software can also be seen in estimating with 
over 57.7% of builders surveyed now using a 
dedicated solution compared to 30.5% in 2020.

Builders in the United States, Australia and 
Canada all say subcontractor delays are 
causing them the biggest challenges, however 
for builders in New Zealand it’s the shortages 
of materials which is causing them the 
biggest problems.
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2Olshan, J., 2022. 88% of spreadsheets have errors. [online] MarketWatch. 

Available at: https://www.marketwatch.com/story/88-of-spreadsheets-have-er-

rors-2013-04-17.
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In New Zealand, Builda Price clearly leads the 
market while Buildxact dominates Australia. In 
North America, Buildertrend and CoConstruct 
enjoy the lion’s share of the estimating market.

User adoption of takeoff software also exploded 
in 2021 with 49.4% of builders now using a 
solution compared to 22.4% just 12 months ago.

As a consequence of the emerging trend 
towards using more dedicated software 
solutions in their businesses, it was unsurprising 
that 39.3% of respondents said they spent more 
on software in 2021 than they did in 2020, with 
the data revealing a significant increase in the 
amount being spent on a per-company basis.

Are the majority of your projects delivered 
by the agreed finish date?

63.0%
On time

29.3%

Overtime 
(late)

1.8%

I don’t 
know

5.9%

Ahead of 
time (early)
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CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

On time 51.6% 72.8% 76.0% 48.5%

Overtime (late) 45.1% 14.6% 20.0% 48.5%

Ahead of time (early) 1.6% 10.1% 4.0% 3.0%

I don't know 1.6% 2.5% 0.0% 0.0%
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Do you know your fixed 
expenses per job per day?

Do the majority of your 
projects meet the budget?

YES
49.1%

No - 48.8%

Yes - 49.1%

I don’t know - 2.1%

On budget

Over budget

Under budget

I don’t know

52.7%

11.2%

28.7%

7.4%
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What is your biggest challenge in 
terms of running projects?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Sub-contractor delays 31.1% 27.2% 24.0% 12.1%

Sourcing materials delays 25.4% 17.1% 4.0% 33.3%

Cost overruns 9.0% 17.7% 16.0% 9.1%

Cash flow 8.2% 12.0% 12.0% 12.1%

Client selections decisions 10.7% 12.7% 12.0% 6.1%

Employee absenteeism 3.3% 0.6% 8.0% 0.0%

Weather 0.8% 0.0% 4.0% 3.0%

Other 7.4% 8.2% 12.0% 21.2%

None 1.6% 1.9% 8.0% 3.0%

I don't know 2.5% 2.5% 0.0% 0.0%

ANSWERS BY LOCATION:

Sourcing materials  
delays

Cost overruns Cash flowSub-contractor  
delays

I don’t knowNone

Client selections 
decisions

Weather OtherEmployee 
absenteeism

26.9%

11.2%

20.7%

2.1%

2.4%

13.6%

0.9%

2.1%

10.7%

9.5%
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Do you have a documented 
completed home handover/
final walkthrough process?

Do you ask your clients for a Net 
Promoter Score (NPS)?

Do you perform post project 
completion audits?

YES
48.5%

YES
5.9%

YES
42.6%

No - 50.0%

Yes - 48.5%

I don’t know - 1.5%

No - 89.4%
Yes - 5.9%
I don’t know - 4.7%

No - 54.7%

Yes - 42.6%

I don’t know - 2.7%
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This time just two years ago, we could never 
have envisioned the challenges in store for us 
and the global impact of COVID-19. Adjusting 
to a new way of building during the pandemic 
has been a profound shift for everyone industry 
wide – and one that’s brought many challenges 
that persist today. 

Construction is at a crossroads. Issues such as 
labor shortages and supply chain bottlenecks 
threaten every teams’ productivity and profits. 
Simultaneously, demand for new housing is 
setting record highs. Even amid numerous 
headwinds, there’s never been so many 
opportunities for business growth. 

So, what’s the clear solution to staying ahead 
and seizing that success? The ‘old way’ of 
managing projects through spreadsheets is no 
longer good enough. It’s time for teams to be 
bold by modernizing aging business practices 
and becoming effortlessly agile with construction 
technology. 

The digital revolution has already begun, too. 
Survey results by APB show home builders 
anticipate spending the same or more on 
adopting technology (tech) this year, with 
Buildertrend ranking as the leading residential 
construction platform. As Buildertrend’s CEO 
and Co-founder, I’ve seen firsthand the profound 
impact tech has had on teams looking to scale 
and stand out. 

Since 2006, more than a million construction 
professionals across the globe have risen above 
the status quo with our software on their side. 
Buildertrend helps business owners reduce delays, 
win more quality leads and systemize construction 
processes into a single, easy-to-use platform. 

Simply put: If you embrace technology, you’ll 
remain more successful and resilient. And that’s 
never been more important. Online platforms 
provide efficiency, which is especially important 
with ongoing shortages in both labor and 
supplies against the backdrop of an unexpected 
boom in demand. 

The next chapter in 
construction: Why tech is the 
better way to do business
By Dan Houghton, Co-founder and  
Co-CEO, Buildertrend
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Buildertrend’s data directly illustrates the benefits 
of tech. Our research shows the impact of 
streamlined project pipelines, better control of 
financials and the ability to work around pitfalls: 

• Seventy-five percent (75%) of projects in 
Buildertrend were completed on time or 
ahead of time.

• Purchase orders were approved twice as fast.

• Change orders were approved 33% quicker.

As the world of building rapidly changes, so too 
does our software. Buildertrend is customer-centric 
and evolves to meet the needs of the future. 

Take NOVUS Building Services for example. 
Because of Buildertrend, this team is more 
than able to keep up with demand. They’re also 
addressing labor and supply issues by slashing 
time-intensive processes and planning ahead.

“We were working on 20 to 30 projects with 
three people managing them. Now we’ve gotten 
to the point where I myself am able to deal with 
100 properties just because I have Buildertrend,” 
said production manager Steven Miranda.   

Construction software is changing the way the 
world builds – and Buildertrend is proudly on 
the forefront of that digital revolution. Tech has 
emerged as the answer to scale in the face of the 
challenges ahead. 

It’s time to get on board or get left behind.  
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What project management 
software do you use?

I don’t know

0.6%

None

13.0%

Buildertrend CoConstruct

13.0%23.4%

Buildxact Builda Price

12.1% 2.1%

Other

11.8%

Spreadsheets

21.6%

MS Project

2.4%
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CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Buildertrend 30.3% 19.6% 28.0% 12.1%

CoConstruct 16.4% 8.2% 16.0% 21.2%

Buildxact 0.0% 25.9% 0.0% 0.0%

Builda Price 0.0% 0.0% 4.0% 18.2%

MS Project 2.5% 1.9% 8.0% 0.0%

Other 13.9% 13.3% 0.0% 6.1%

Spreadsheets 25.4% 18.4% 36.0% 12.1%

None 11.5% 11.4% 8.0% 30.3%

I don't know 0.0% 1.3% 0.0% 0.0%
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One size fits all software 
solutions the way forward 
for home builders

By Darren Wallbank, Director,  
Builda Price

For all markets, between 30 to 40% of all 
participants don’t have project management 
software. With the spread of functionality within 
software products being quite wide the reality 
is that this percentage is probably higher when 
looking at a fully integrated project management 
software solution.

What we are experiencing is that there is a 
growing demand for ‘one solution fits all’ cloud 
based solutions in the industry as builders 
struggle to keep up with interaction with 
multiple apps and solutions from specialist 
software suppliers, merchants and accountants/
bookkeepers. How many apps and solutions can 
a builder have loaded and keep up with? Good 
software solutions in the industry should be 
offering more than just one piece of the puzzle.

Going off the back of focus groups, Builda Price 
is deep into completing an integrated full project 
management solution tied into takeoffs, pricing, 

timesheets, job profitability, health and safety 
and Work In Progress (WIP) integrated into Xero.

For New Zealand, 75% of the market has its 
Quantity Surveying (QS) estimating done by the 
merchant with the balance being builders doing 
their own takeoff solutions or using specialist 
QSs. Software with wider service offerings is 
becoming a bigger request for customers as they 
look for time-saving all in one set of software 
and services providers. 

Also with costs moving so quickly, currently 
banks are looking for better budgets and 
processes before funding new house builds. 
Software has a key part to play in this.

When you consider the data that reflects 42% of 
builders in 2022 see systemizing the business 
as their number one priority, software that 
saves time, is easy to use, and covers multiple 
functions and services will be a key part in 
meeting this requirement over the coming year.
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How did your software spend 
in 2021 compare with your 

software spend in 2020?

More

Less

Same

I don’t know

4.1%

39.3%

3.6%

53.0%
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What estimating software 
do you use?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Buildxact 0.8% 38.0% 0.0% 6.1%

CoConstruct 13.1% 2.5% 12.0% 9.1%

Buildertrend 8.2% 4.4% 12.0% 3.0%

Builda Price 0.0% 0.0% 4.0% 21.2%

Cordell 0.0% 1.9% 0.0% 0.0%

Other 15.6% 27.8% 12.0% 24.2%

Spreadsheets 45.9% 18.4% 52.0% 21.2%

None 15.6% 5.1% 8.0% 15.2%

I don't know 0.8% 1.9% 0.0% 0.0%

ANSWERS BY LOCATION:

I don’t know

1.2%

None

10.1%

Other

21.9%

Spreadsheets

31.1%

Cordell

0.9%

Buildxact

18.6%

CoConstruct

7.7%

Buildertrend

6.2%

Builda Price

2.4%
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What takeoff software do  
you use?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Buildxact 1.6% 36.1% 0.0% 6.1%

PlanSwift 5.7% 7.0% 4.0% 0.0%

Buildsoft 0.8% 3.8% 0.0% 6.1%

STACK 2.5% 0.0% 8.0% 0.0%

Procore 0.0% 1.3% 0.0% 3.0%

Other 17.2% 22.2% 12.0% 33.3%

None 67.2% 24.1% 72.0% 39.4%

I don't know 4.9% 5.7% 4.0% 12.1%

ANSWERS BY LOCATION:

I don’t know

5.9%

None

44.7%

Buildxact PlanSwift

5.6%18.0%

Buildsoft STACK

2.7% 1.5%

Other

20.7%

Procore

0.9%
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How much did you invest in 
software in 2021?

How much do you plan to invest in 
software in 2022?

$2K - $5K

$2K - $5K

$0 - $2K

$0 - $2K

$5K -  
$10K

$5K -  
$10K

$10K -  
$20K

$10K -  
$20K

$20K -  
$36K

$20K -  
$36K

$36K+

$36K+

25.4%

34.6%

30.8%

30.5%

11.8%

10.4%

3.3%

3.3%

1.2%

1.8%

7.4%

1.2%

20.1%

18.3%

I don’t 
know

I don’t 
know
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A positive outcome from the data 
shows an increase in salaries for 
builders in 2021, fully justified by 
an increase in production with 
54.7% of respondents reporting an 
increase in sales revenue.

Almost one third (30.8%) of the builders 
surveyed remained static in terms of revenue 
and 11.5% experienced a reduction in total 
revenue collected for the calendar year.

A common misunderstanding when it comes to 
construction financials is the difference between 
markup and margin. However, 83.1% of the 
builders surveyed said they understood the 

difference between the two and 78.6% were able 
to correctly answer how much mark up needs to 
be added to achieve a 25% gross margin.

A better understanding of construction financials 
leads to improved margins and that is certainly 
what the data for 2021 revealed with 28.4% of 
builders marking up their projects by 25% or 
more during the year, whereas only 15.9% of 
builders managed to add that amount in 2020.

Another promising statistic was that only 9.2% 
of builders did not know their gross markup in 
2021, which while concerning, is still a massive 
improvement on 2020 when 21.8% of builders 
admitted to not knowing.

Looking ahead to 2022, APB’s members have 
their sights set on increased profits with 55% of 
members expecting to mark up their jobs by 25% 
or more, while only 45.4% of non-members are 
expecting to achieve that level of profitability.

Financials
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When it comes to monitoring the gross margin 
for projects on a monthly basis, a very impressive 
58.9% of builders revealed they are doing exactly 
that. In 2020 that figure was 35.1% so the speed 
at which the industry is evolving and becoming 
more professional is quite incredible.

The key metric for every business is net profit 
and despite 47.8% of building companies 
expected to exceed the 7.5% net margin target 
in 2021, only 37.9% actually managed it. This is 
still a big increase from the year before when 
only 27.5% of builders managed to deliver 7.5% 
or higher net profit for the year.

Sadly 4.1% of building companies lost money 
during the year. The figure is potentially even 
higher in reality as 22.2% of builders are unsure 
of their actual net position, however those 
numbers are still improved from 2020 when 
8.5% of builders lost money and 33.6% did not 
know their bottom line.

Fixed expenses will be an increasingly important 
metric to monitor very closely in 2022 as 
inflation starts to impact the cost of everything 
bought and not only just those materials that are 
in short supply.

The benchmark for a typical building company 
with over $3 million in annual revenue for fixed 
expenses is approximately 15% of annual sales. 
This figure can be higher when the company is 
growing or conversely the figure is lower when 
the owner is performing a large number of tasks 
in the business to keep the wheels turning.

 

Looking ahead to 2022, APB’s members have 
their sights set on increased profits with 55% 
of members expecting to mark up their jobs 
by 25% or more, while only 45.4% of non-
members are expecting to achieve that level 
of profitability.

It was promising to see so many more building 
companies producing monthly financial reports 
(49.4% compared to 30.4% in 2020). High 
revenue and low margins are a dangerous 
combination so it’s good news for the entire 
industry that so many builders are taking full 
control of their finances.

However, monthly financial reports are 
meaningless unless the Work In Progress 
Accounting Adjustment (WIPAA) is also being 
calculated on a monthly basis. Only 35.5% of 
builders are currently doing this calculation 
every month, which is a more accurate number 
of builders taking full control of their finances 
(up from 18.5% in 2020).

Interestingly 16.9% of new home builders never 
calculate their WIPAA which strongly indicates 
they are overstating their profits each year and 
as a consequence they would be paying too 
much tax. Cash that will certainly be needed in 
the business when the economy cools down.

There has been a strong trend towards 
increasing equity within building companies 
during the good times which bodes well for the 
future. APB strongly encourages members to 
think long term and build up substantial cash 
reserves that will see them through any future 
lean years.

Retaining profits in building companies should 
be prioritized over any external investment 
opportunities, including spec builds. In 2021, 
45.3% of building companies reported a net 
equity position in excess of $150,000 compared 
to 22.9% of builders in 2020. That is a significant 
amount of builders creating stronger businesses 
for the long term. 

When it comes to accounting software, there 
is a clear divide between North America and 
Australasia with North Americans favoring  
QuickBooks while in Australia and New Zealand 
the preference is Xero. 
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$120K - $180K

$60K - $120K

$180K - $240K

$240K+

I don’t know

$0 - $60K

21.3%

4.4%

5.6%

3.8%

20.1%

44.7%

How much did you pay yourself in 
2021 (i.e. your total drawings)?

55 State of Residential Construction Industry Annual Report 2022

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

$0 - $60K 22.1% 19.6% 24.0% 12.1%

$60K - $120K 40.2% 43.7% 60.0% 54.5%

$120K - $180K 18.0% 27.2% 4.0% 18.2%

$180K - $240K 4.9% 4.4% 0.0% 6.1%

$240K+ 8.2% 3.8% 8.0% 3.0%

I don't know 6.6% 1.3% 4.0% 6.1%

ANSWERS BY LOCATION:
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How did your total drawings in 2021 
compare with 2020?

How much do you plan to pay yourself  
in 2022 (i.e. your total drawings)?

$60K -  
$120K

$0 -  
$60K

$120K -  
$180K

$180K -  
$240K $240K+ I don’t 

know

7.7%

39.1%

9.2%

7.7%
6.5%

29.9%

More

Less

Same

I don’t know

4.7%

38.5%

53.6%

3.3%
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What was your sales 
revenue for 2021?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

$0 - $1M 23.0% 23.4% 40.0% 21.2%

$1M - $3M 38.5% 44.9% 24.0% 45.5%

$3M - $6M 17.2% 15.8% 8.0% 27.3%

$6M - $12M 10.7% 7.6% 16.0% 3.0%

$12M - $20M 4.1% 3.8% 0.0% 3.0%

$20M - $50M 0.8% 2.5% 0.0% 0.0%

$50M+ 1.6% 0.0% 4.0% 0.0%

I don't know 4.1% 1.9% 8.0% 0.0%

ANSWERS BY LOCATION:

$3M - $6M

$1M - $3M

$6M - $12M

$12M - $20M

$20M - $50M

$50M+

I don’t know

$0 - $1M

16.9%

8.9%

3.6%

1.5%

0.9%

3.0%

24.3%

41.1%
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Was your sales revenue more 
in 2021 than it was in 2020?

Do you understand the 
difference between markup 
and margin?

What is your revenue target for 2022?

More

Less

Same

I don’t know

11.5%

30.8%

54.7%

3.0%

$0 -  
$1M

$1M -  
$3M

$3M -  
$6M

$6M -  
$12M

$12M -  
$20M

$20M -  
$50M $50M+ I don’t 

know

31.7%

30.2%

15.7%

6.2%

3.0%

1.2% 2.4%

9.8%

YES
83.1%

No - 8.9%

Yes - 83.1%

I don’t know - 8.0%
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To achieve a gross margin of 25%, how 
much will you mark up your project by?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

20% 3.6% 3.4% 4.5% 3.2%

25% 10.9% 8.3% 9.1% 6.5%

33% (Correct answer) 74.5% 82.1% 63.6% 87.1%

100% 0.9% 0.0% 0.0% 0.0%

I don't know 10.0% 6.2% 22.7% 3.2%

ANSWERS BY LOCATION:

78.6%
33%

0.3%

3.6%

9.1%

8.4%

100%

20%

25%

I don’t 
know

CORRECT 
ANSWER
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What was your gross 
markup for 2021?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

0% - 15% 12.3% 17.7% 8.0% 21.2%

15% - 20% 20.5% 26.6% 16.0% 30.3%

20% - 25% 21.3% 24.1% 28.0% 21.2%

25% - 33% 24.6% 19.0% 16.0% 18.2%

33% - 50% 10.7% 4.4% 12.0% 3.0%

50%+ 1.6% 0.0% 0.0% 0.0%

I don't know 9.0% 8.2% 20.0% 6.1%

ANSWERS BY LOCATION:

0% - 15% 15% - 20% 20% - 25% 25% - 33% 33% - 50% I don’t 
know50%+

24.0%

23.1%

20.7%

7.1%

0.6%

9.2%

15.4%
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Do you monitor the gross margin 
on your jobs every month?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes 56.6% 61.4% 56.0% 57.6%

No 40.2% 34.2% 44.0% 42.4%

I don't know 3.3% 4.4% 0.0% 0.0%

ANSWERS BY LOCATION:

What is your target gross markup for 2022?

0% - 15% 25% - 33%20% - 25%15% - 20% 33% - 50% 50%+ I don’t 
know

32.0%

25.7%

14.2% 14.5%

2.1%
7.1%

4.4%
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YES

NO

I DON’t KNOW 3.3%

58.9%

37.9%
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What was your NET profit margin during 2021  
(after all expenses and your own drawings)?

What is your target NET profit margin in 2022  
(after all expenses and your own drawings)?

<0% 0% - 2.5%

2.5% -  
5%

0% -  
2.5%

2.5% -5%

5% -  
7.5%

5% - 7.5%

7.5% -  
10%

7.5% - 10%

10% -  
15%

10% - 15% 15%+

15%+

I don’t 
know

I don’t 
know

10.1%

4.4%

12.4%

9.8%

13.3%

18.3%

12.4%

26.3%

18.0%

7.4%

21.3%

22.2%

18.6%

4.1%

1.2%
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What percentage of your revenue did you spend on 
fixed expenses in 2021 (including your drawings)?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

<5% 8.2% 11.4% 12.0% 6.1%

5% - 10% 18.0% 15.2% 20.0% 21.2%

10% - 15% 23.8% 25.9% 20.0% 39.4%

>15% 15.6% 19.6% 20.0% 12.1%

I don't know 34.4% 27.8% 28.0% 21.2%

ANSWERS BY LOCATION:

10% - 15%

26.0%

>15%

17.5%

<5%

9.8%

I don’t 
know

29.6%

5% - 10%

17.2%

Do you produce monthly 
financial reports?

YES
49.4%

No - 48.8%

Yes - 49.4%

I don’t know - 1.8%

What is your budget for fixed 
expenses in 2022 (including 
your drawings)?

$0 - $150K

$150K - $450K

$450K - $900K

$900K - $1.8M

$1.8M - $3M

$3M+

I don’t know

19.8%

31.7%

15.4%

7.4%

0.9%

0.9%

24.0%
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How often do you calculate your Work In 
Progress Accounting Adjustment (WIPAA)?*

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

New homes

My accountant does it 6.6% 6.3% 8.0% 9.1%

Never 24.6% 11.4% 12.0% 18.2%

I don't know 9.0% 5.1% 4.0% 0.0%

% NOT REGULARLY CALCULATING WIPAA 40.2% 22.8% 24.0% 27.3%

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Remodeling / renovations

My accountant does it 1.6% 2.5% 4.0% 3.0%

Never 16.4% 10.8% 12.0% 9.1%

I don't know 2.5% 7.0% 8.0% 6.1%

% NOT REGULARLY CALCULATING WIPAA 20.5% 20.3% 24.0% 18.2%

BREAKDOWN OF BUILDERS WHO DO NOT REGULARLY CALCULATE WIPAA:

11.2%

9.2%14.5%

I don’t 
know

My accountant 
does itYearly

29.6%

35.5%

Never
Monthly

*Monthly or yearly WIPAA calculations are considered regular and therefore respondents who selected either monthly or yearly are not 
included in this table and therefore results will not equal 100% when doing calculations.
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Association of Professional Builders
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All roads lead to Rome. Or so the saying goes. And, 
in terms of the state of the industry over the last 12 
months, all the data, news, anecdotal information, 
lead to one conclusion for me: in 2021 (much like 
the year before) revenue, projects and activity were 
up while profits were down.3

As an industry we are working harder and 
harder, but for many, the surge in demand is not 
translating into a material increase in personal 
wealth.

And for an industry where most participants 
(confirmed again in the 2021 SORCI survey data) 
survive on single digit net profit, there’s not a 
whole lot of room for profit to go down, before 
it’s through the floor and you’re looking at a loss 
– i.e. Rome is burning!

What’s astounding in the SORCI data, is that for an 
industry that operates on such thin margins, there 
continues to be an alarming lack of visibility. Thirty-
seven point nine percent (37.9%) of respondents 
say they are not measuring gross margin on jobs 
each month and a further 48.8% of respondents 
don’t produce monthly financial reports.

So… margins are thin and profits are being 
squeezed – and many are operating their 
business with a blindfold on… what’s the 
solution? Surely it’s time for a reality check!

In our experience, and from the data we see 
repeated again in this year’s SORCI report, 
there is a direct correlation between those who 
consistently book net profit above 10% and 
those who:

1. actively monitor their gross margin on jobs

2. produce monthly financial reporting 
(including accounting for WIP)

3. use best practise estimating and project 
management platforms (we personally 
prefer a Xero/Buildxact stack with Power BI 
over the top)

4. use this visibility to forecast future trading 
conditions and adjust pricing accordingly.

In a volatile supply market and consumer demand 
continuing to hold up into 2022, it’s critical that 
builders give themselves the best possible chance 
to leverage some potentially amazing conditions to 
impact their personal wealth.

It’s time to take the blindfold off, get true 
financial visibility, and with real data in front of 
you, have the confidence to be courageous with 
your pricing!

The hidden secret to 
achieving consistent profits
By Mick Renton CA, B.BUS (ACC), Founder and CEO of specialist 
building industry accounting and advisory firm, Xact Accounting.
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3Revenue Up: 72.8% of respondents reported over $1 million in revenue in 2021 compared with only 33.9% of respondents in 2020. Fifty-four point seven percent (54.7%) of 2021 respondents 

reported an increase in revenue compared to 2020. Profit Down: 52.4% of respondents in 2021 reported 10% or less net profit margin, compared with 50.3% in 2020. Additionally, even 

though 52.4% of respondents said they had net profit of 10% or lower in 2021, only 33.7% say they will have single digit profit in 2022 – better times ahead or wishful thinking?



What accounting software do you use?

How much equity do you have in  
your building company?

Other

9.2%

MYOB

5.9%

None

5.0%

I don’t know

3.0%

QuickBooks

38.5%

Xero

38.5%

$0 - $50K $50K - 
$150K

$150K - 
$300K

$300K - 
$600K

$600K - 
$1M $1M+ I don’t 

know

17.2% 18.0%

13.6%

5.6%
8.0%

12.7%

24.9%
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Business planning however did not enjoy the 
same uptake with only 26.6% of builders planning 
for the next three years up from 21% in 2020.

This is particularly alarming given the volatility 
in the marketplace. Planning ahead gives a 
business a clear course to follow to avoid being 
at the mercy of the prevailing currents.

Sadly only around half (52.7%) of all builders are 
allocating time to work on their businesses. While 
finding time to make improvements to a building 

company can be difficult, it is not impossible. 
Working longer and harder in the short term 
in order to implement systems and processes 
always leads to time being saved over the long 
term. Time that can then be reinvested into the 
business in order to compound those gains.

For builders that are not finding time to work 
on their businesses, it’s important that they dig 
deep now more than ever. Working evenings 
and weekends could be critical now in building 
healthy, profitable businesses that can survive 
the long term.

Planning
More builders are seeing the importance of having an organizational  
chart for their building companies with 36.1% of respondents having 
created one compared to just 25.3% a year ago.
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Builders that are already working evenings 
and weekends in their businesses are strongly 
encouraged to perform a time audit, something 
which was only completed by 13.9% of builders 
in 2021.

A time audit is commonly used by the executive 
coaches at APB in order to identify where time is 
being wasted. The ‘stop doing list’ followed by the 
‘delete, automate, delegate’ process is an excellent 
system for instantly freeing up more time.

Promisingly, 2021 saw 38.5% of builders earning 
more money than the previous year with 53.6% 
staying at the same level and just 4.7% earning 
less than the year before.

Further analysis into the amount of salary being 
paid showed a clear increase in the number of 
builders earning $120,000 or more, per annum 
(31.4%), compared to just 11.7% of builders 
surveyed the year before.

APB strongly believes that builders are under 
paying themselves for the role they perform so 
it’s another positive indication that salaries are 
increasing as a result of increased margins.

Builders are looking ahead to 2022 with 
confidence with almost half (46.7%) of all 
builders surveyed intending to surpass $120,000 
in annual salary. It’s important to note that these 
figures all relate to owners’ drawings and do not 
include any retained profits left in the company.

For builders that are not finding time to 
work on their businesses, it’s important that 
they dig deep now more than ever. Working 
evenings and weekends could be critical now 
in building healthy, profitable businesses 
that can survive the long term.
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Twenty twenty-one (2021) was a challenging 
year for homebuilders.  That is nothing unusual 
though.  The past 50 years have presented a 
variety of different obstacles, and our industry 
always perseveres.  It’s a good thing builders are 
such a tough, resilient and adaptable bunch of 
business leaders.

In 2021 home builders were faced with 
continuing labor shortages now coupled with 
extremely high material pricing and a stressed 
supply chain.  Supply could not keep up with the 
rising demand and companies were forced to 
react quickly to a rapidly changing environment 
in the world of material purchasing.  The need 
to adapt the way products were chosen, along 
with how and when they were ordered and 
delivered became vital to maintaining timelines 
and profitability.  Spending more time than 
ever on procuring products became the norm.  

Communicating with clients during the buying 
process and throughout construction to set the 
right expectations for cost and construction 
times became paramount to success.  Being 
the builder of choice for suppliers became as 
important as ever.  

All the additional time needed to effectively 
manage the home building process with all of 
these new challenges gave opportunities to 
every person on a homebuilder’s team to wear 
more hats and work even harder than they had 
been in the past.  At CBUSA we saw the leaders 
and staff of our almost 600 home building 
companies rise up, like they have so many times 
before, to succeed in a tough environment.  We 
are proud to be associated with these types of 
building companies and we are honored to be in 
the foxhole with all of them every day! 

Savvy procurement is the 
new norm in construction
By Ryan Lipchek,  
Vice President, Sales, CBUSA
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Do you have a business plan covering 
the next 3 years?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes 22.1% 27.2% 36.0% 33.3%

No 74.6% 70.3% 52.0% 66.7%

I don't know 3.3% 2.5% 12.0% 0.0%

ANSWERS BY LOCATION:

26.6%

3.3%

Yes

I don’t know

70.1%
No

70 State of Residential Construction Industry Annual Report 2022



Do you allocate time in your calendar to work on the 
business rather than in it?

Have you performed a time 
audit in the past 12 months?

Do you have an organizational 
chart of your business?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes 55.7% 45.6% 76.0% 57.6%

No 41.8% 50.6% 24.0% 39.4%

I don't know 2.5% 3.8% 0.0% 3.0%

ANSWERS BY LOCATION:

52.7%
Yes

44.4%
No

3.0%
I don’t know

YES
36.1%

No - 61.8%

Yes - 36.1%

I don’t know - 2.1%

YES
13.9%

No - 84.3%

Yes - 13.9%

I don’t know - 1.8%
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Team
Despite severe labor shortages in 
the workplace and the difficulty 
all businesses are facing across 
all industries with regard to 
recruiting new team members, it is 
disappointing to see such a minimal 
increase in the number of builders 
that have created a documented 
process for recruiting new staff.

Just like a documented sales process, a 
documented recruitment process saves time by 
quickly eliminating the unqualified, allowing more 
time to be invested into the best candidates.

A slight upward trend emerged however with 
builders implementing a process for onboarding 
new staff, with 32.2% of respondents having a 
process in place during 2021 which was up from 
24.7% in 2020.

According to HROnboard, “New employees who are 
part of a well-structured onboarding orientation 
program are 82% more likely to remain at a 
company for up to three years… with onboarding 
increasing employee performance by up to 11%.”4

An upward trend emerged with building 
companies now providing a company handbook 
or manual to their employees with 31.7% of 
respondents now providing this crucial tool 
compared to just 24.4% in 2020.

The number of building companies providing 
written job descriptions with clear key 
performance indicators (KPIs) for every team 
member also improved during 2021 with 23.4% 
now providing that clarity to their employees 
compared to just 15.9% in 2020.

Implementing daily huddles was not a priority for 
builders in 2021 despite the lockdowns forcing 
staff to work from home during the year. It’s 
somewhat unexpected that during a time when 
almost every building company has been forced 
to operate remotely at some point that daily 
huddles have not been more widely adopted. 
There was however an increase in the number 
of building companies holding weekly huddles 
which was up by 22.6% from 2020 and 6-monthly 
or annual performance appraisals which was up 
by 56.7% from the previous year.

4Employee Onboarding Software | HROnboard. 2022. 7 Shocking Employee 

Onboarding Statistics (2020) | HROnboard. [online] Available at:  

https://hronboard.me/blog/4-shocking-employee-onboarding-statistics/.

Builders providing a company 
Handbook: 

31.7%2021

2020 24.4%
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How many staff does your company employ?

6 - 10

1 - 5

11 - 49

50+

I don’t 
know

25.4%

18.6%

0.3%

0.3%

55.3%
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Do you have a documented 
process for recruiting new 
staff?

Do you have an onboarding 
process for new staff?

YES
20.7%

YES
32.2%

No - 78.4%

Yes - 20.7%

I don’t know - 0.9%

No - 65.7%

Yes - 32.2%

I don’t know - 2.1%

Do you have an employee  
handbook/company manual?

No - 67.5%
Yes - 31.7%
I don’t know - 0.9%

YES
31.7%
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Do you have written job descriptions with 
clear Key Performance Indicators (KPIs) for 
every team member?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Yes

New homes 14.8% 16.5% 8.0% 12.1%

Remodeling / renovations 6.6% 8.2% 12.0% 15.2%

ANSWERS BY LOCATION:

No

New homes 53.3% 44.9% 44.0% 42.4%

Remodeling / renovations 24.6% 29.7% 36.0% 30.3%

I don’t know

New homes 0.8% 0.6% 0.0% 0.0%

23.4%

0.6%

Yes

I don’t know

76.0%
No
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Do you hold daily huddles/
meetings?

Do you hold weekly huddles/
meetings?

YES
22.8%

YES
59.2%

No - 75.4%

Yes - 22.8%

I don’t know - 1.8%

No - 40.5%

Yes - 59.2%

I don’t know - 0.3%

Do you conduct 6-monthly or annual 
performance appraisals?

No - 60.4%
Yes - 37.6%
I don’t know - 2.1%

YES
37.6%
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In line with all the other 
improvements the 2021 data has 
revealed there has also been a 
slight increase in the amount of 
business books that builders are 
consuming each year. Upwardly 
trending from last year, 56.8% of 
builders are reading three or more 
books per year compared to 50.9% 
the year prior.

Unfortunately the amount of time invested by 
owners of building companies into their own 
education and training did not increase over 
the past 12 months, however 74.6% of builders 
are now allocating time every month to invest in 
themselves which is up from 62.6% last year.

In terms of what needs to be improved in 
residential construction businesses in 2022, the 
focus is once again on systemization with 42% of 
builders naming that as their primary focus.

However, unlike a year ago when signing more 
contracts was the next biggest priority, the 
emphasis in 2022 will be on increasing margins 
which is where 25.4% of builders will be focusing 
their energy.

Understandably ‘getting more leads’ has now 
become a minor concern for builders with only 
5% needing more leads at this moment in time 
which is quite the opposite of the sentiment 
echoed from builders prior to March 2020.
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There was a remarkable increase in the number of 
building companies that increased their investment 
in training in 2021 with 30.2% of builders 
committing $5,000 or more which compares 
favorably to 2020’s figure which was 12.9%.

Overall, 37% of building companies invested 
more money in training during 2021 compared 
to what they spent in 2020, with only 8% 
investing less than what they invested last year.

Of the builders taking part in the survey, currently 
40.8% have a coach or mentor, however that data 
was heavily influenced by many APB members 
taking part in the survey. When analyzing non-
members only that figure comes down to 29.5% 
which is still considerably high. Of course, a vast 
majority of successful athletes, performers or 
business executives have a coach or mentor, so 
to consider the figure within that context it might 
be interpreted as low.

37% of building companies 
invested more money in training 
during 2021 than what they 
invested in 2020.

37%
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How many books do you read 
in a year?

How much time do you allocate 
to training each month?

0 1 - 2 3 - 6 7 - 12 13+ I don’t 
know

12.4% 11.8%

1.8%

12.1%

29.3%
32.5%

13+ 
hours

0  
hours

1 - 2 
hours

I don’t 
know

3 - 6 
hours

7 - 12 
hours

29.0%

19.5%

5.9%

29.0%

11.2%

5.3%
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What is your #1 thing you would like to improve 
in your business in the next 12 months?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

Systemize the business 43.4% 45.6% 28.0% 30.3%

Increase margins 25.4% 26.6% 20.0% 24.2%

Sign more contracts 16.4% 10.1% 20.0% 24.2%

Myself 3.3% 7.6% 4.0% 12.1%

Get more leads 4.1% 3.8% 20.0% 3.0%

Other 5.7% 5.1% 8.0% 3.0%

I don't know 1.6% 1.3% 0.0% 3.0%

ANSWERS BY LOCATION:

Other

I don’t  
know

Get more  
leads

Myself

Sign more 
contracts

Increase 
margins

Systemize  
the business 42.0%

25.4%

14.5%

6.2%

5.0%

5.3%

1.5%
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How much did your company 
invest in training in 2021?

CHOICES UNITED STATES AUSTRALIA CANADA NEW ZEALAND

$0 21.3% 14.6% 8.0% 15.2%

$1 - $1,999 32.0% 27.8% 32.0% 21.2%

$2,000 - $4,999 15.6% 22.2% 20.0% 30.3%

$5,000 - $11,999 8.2% 14.6% 16.0% 15.2%

$12,000 - $24,999 11.5% 9.5% 12.0% 9.1%

$25,000 - $59,999 6.6% 6.3% 0.0% 9.1%

$60,000+ 0.0% 1.3% 8.0% 0.0%

I don't know 4.9% 3.8% 4.0% 0.0%

ANSWERS BY LOCATION:

I don’t 
know

$25,000 - 
$59,999 $60,000+$12,000 - 

$24,999
$5,000 - 
$11,999

$2,000 - 
$4,999$1 - $1,999

29.0%

20.4%

12.4%

10.4%

6.2%

1.2%

3.8%

16.6%

$0
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Did you invest more in training in 2021 
than you did in 2020?

How much do you plan to invest in 
training in 2022?

More

Less

Same

I don’t know

48.5%

8.0%

37.0%

6.5%

I don’t 
know

$25,000 - 
$59,999 $60,000+$12,000 - 

$24,999
$5,000 - 
$11,999

$2,000 - 
$4,999$1 - $1,999

19.8%

27.5%

13.6%

10.4%

9.2%

1.8%

11.5%

6.2%

$0
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Do you have a coach or 
mentor?

Do you pay for coaching or 
mentoring?

YES
40.8%

YES
37.9%

No - 58.3%

Yes - 40.8%

I don’t know - 0.9%

No - 60.7%

Yes - 37.9%

I don’t know - 1.5%

Do you have a succession plan?

No - 78.1%
Yes - 19.2%
I don’t know - 2.7%

YES
19.2%
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Glossary
Cost Per Lead (CPL) The cost per lead (CPL) is a metric that measures the cost or dollar 

value of how much it costs to acquire a lead from your marketing 
campaign (refer to the definition of a lead). The CPL can help in 
further calculations to establish the return on investment (ROI) for 
a marketing campaign.

CPL = [CAMPAIGN SPEND/LEADS GENERATED]

By comparing CPL to the value of your product or service you can 
determine whether the CPL on your campaign is too high in which 
case you may decide to end the campaign. However, if the CPL is 
low, then the organization may wish to scale the campaign up to 
generate more leads.

Customer Relationship 
Management System  
(CRM)

Customer Relationship Management (CRM) is a technology that is 
used to manage dealings with contacts, customers, prospective 
clients and clients. It’s a system that enables organizations to build, 
maintain and manage relationships and streamlines processes and 
interactions in an effort to increase sales, improve customer service 
and inevitably boost profitability.

Drawings Drawings are the amount of remuneration paid to the  
company owners.

Fixed Expenses Fixed expenses (also known as fixed costs, indirect costs or 
overhead costs) are the expenses that cannot be directly attributed 
to a particular project (e.g. cost of sales).

Handover A handover is when a home has reached practical completion and 
there are no major defects. It is possible at the handover stage that 
some items remain outstanding but they must not be considered 
major defects and the home is considered suitable to move into or 
in the instance of a remodel/renovation, be suitable for living.

This is also the point in the project where the client must make the 
final payment.

State of Residential Construction Industry Annual Report 2022



Huddles Daily Huddle

A daily huddle is a short daily meeting, generally no longer than 15 
minutes conducted by a team leader to discuss tasks or plans for the 
day. The meetings maintain a consistent format with the purpose of 
maintaining alignment and keeping the team focused on the bigger 
picture and to help remove any stuck items that may be preventing 
someone from progressing with their assignment or task.

Weekly Huddle

A weekly huddle is typically longer than a daily huddle, generally 30 
minutes and not longer than one hour to evaluate progress and 
discuss the strategy for the week ahead and to ask for help if needed. 
Typically the weekly huddles address one or two main topics.

Key Performance 
Indicator (KPI)

A key performance indicator (KPI) is a value that illustrates if a 
company is achieving its business objectives or not. KPIs must be 
measurable values so that organizations can assess and calculate 
how effective their performance has been in achieving their targets.

Many organizations measure high-level KPIs and low-level KPIs. 
High-level KPIs often focus on overall performance of the business 
for a definite period of time, whilst low-level KPIs often tend to focus 
on processes in business units, service lines or departments.

Lead A lead is a person that has expressed interest in your building 
company’s products or services.

A lead is typically a contact at the first stage in the buyer’s journey 
that has entered your sales process but has not been qualified.

Lead Generation 
(aka Lead Gen)

As an extension of the definition provided above for a ‘lead’, 
lead generation is the process of creating interest and attracting 
consumers who express an interest in your organization’s products or 
services. It is a marketing process or strategy that is utilized in an effort 
to generate sales by drawing in a consumer, converting them into 
a lead and eventually converting the lead into a customer or client.

It’s a strategy that is used to create awareness in your target market 
in an effort to raise your organization’s profile making it more likely 
that you’re top of mind so that your leads will eventually make a 
purchase from your company.
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Marketing Qualified 
Lead (MQL)

A marketing qualified lead (MQL) is a lead who is considered to 
be most likely to ascend into a sales qualified lead (see definition 
of sales qualified lead) compared with other leads. This is typically 
assessed on certain criteria, such as having a phone number, 
which enables them to be passed over to the sales team for 
further qualification.

Sales Qualified 
Lead (SQL)

A sales qualified lead (SQL) is an MQL that has been qualified by 
the sales team, typically after a phone conversation or an in-
person meeting.

Margin Gross Margin

Gross margin is your gross profit as a percentage of revenue.

Net Margin

Net margin is your net profit as a percentage of revenue.

Markup Markup is the percentage added to the cost of sale (e.g. labor and 
materials).

Net Promoter Score 
(NPS)

A net promoter score (NPS) is a metric that measures your 
customer’s experience as a percentage of ratings. The NPS also 
provides an indication of the organization’s growth potential by 
rating the likelihood of your customer recommending your business 
to a friend or colleague via their response to a key question.

How likely is it that you would recommend [your company] to a 
friend or colleague? The responses will then fall into one of the 
following three categories:

Promoters – score range 9 – 10 – these are the raving fans who 
are the most likely to continue business with you and also refer 
others to your business which increases growth.

Passives – score range 7 – 8 – these are satisfied or neutral 
customers who are susceptible to defecting to your competitors.

Detractors – score range 0 – 6 – these are unsatisfied customers 
who may be potentially detrimental to your brand and reputation 
and hinder growth.

To calculate your NPS score, subtract the percentage of detractors 
from the percentage of promoters.
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Objections Manual An objections manual is a document that captures the common 
reasons why prospects either can’t or won’t sign a building contract. 
The objections manual would typically outline the objections and then 
provide a method or strategy for the sales person to overcome those 
objections in an effort to close the sale.

Objections form a roadblock for sales teams and therefore an 
objections manual helps to guide the sales person through the 
recommended steps to take when a prospect raises an objection/
concern. Usually this is in the form of asking the prospect a series of 
questions in an effort to uncover the real problem that is preventing 
the prospect from moving ahead with the purchase. Typically the 
objections manual will then outline the best possible response or 
action the sales person can take that provides a solution to the 
prospect’s concern in an attempt to progress the sale.

Onboarding Process Onboarding is the process of introducing employees to the 
processes, culture and expectations of the business. The 
onboarding process familiarizes employees with the organization 
with the purpose of providing them with the necessary tools and 
information required so that they’re able to adjust to their new 
job as quickly and smoothly as possible. Onboarding helps new 
employees become comfortable and confident enabling them to 
perform at an optimal level as early as possible.

Organizational Chart An organizational chart is a diagram that visually illustrates the 
company’s structure by outlining the reporting relationships of 
departments/business units/service lines and ranks of positions/jobs.

It’s a visual tool that explains the chain of command within the 
organization.

Performance 
Appraisals

A performance appraisal is a process that helps to manage 
employee performance by identifying, assessing and developing a 
pathway to progression for employees to help them achieve the 
goals and objectives of the organization. It is a meeting to review an 
employee’s job performance and contribution to the organization 
by evaluating their skills, achievements and growth. On the contrary, 
performance appraisals may uncover gaps in knowledge, a lack of 
skills and growth that may have affected job performance.

A performance appraisal is a forum to provide employees with 
recognition, feedback, career guidance and a development plan.
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Post Project 
Completion Audits

Post project completion audits evaluate the budgeting and 
efficiency after the building project has been completed. It is a 
process that assesses the financial outcomes of the project by 
comparing the planned or budgeted outcome versus the actual 
outcome. These audits typically take into consideration costs, 
use of resources and results. In most cases it assesses whether 
the project was completed on time and on budget. If not, then 
the process works to identify where the problems occurred that 
steered the project off course. It is a process that promotes 
ongoing and continuous learning to foster improvement for 
delivering future construction projects effectively and efficiently.

Preliminary Building 
Agreement (PBA) / 
Prelims

A preliminary building agreement (PBA) is a contract that comes 
before the actual building contract. PBAs enable the builder to 
undertake an information gathering process to be able to provide the 
client with a fixed price for the construction project.

Construction projects are complex and in most cases there are 
many steps involved prior to commencement. Such steps include 
obtaining mandatory information, for example, soil tests, development 
approvals, efficiency reports, certificates and engineering reports.

A PBA enables the builder to obtain this necessary information to be 
able to provide an accurate price and offers benefits to both parties 
in that it protects both the builder and the client from unexpected or 
hidden costs throughout the building process.

Remuneration Remuneration is payment or compensation for work performed or 
services provided. Typically remuneration includes wages, salaries or 
commissions but can also include non-monetary allowances including, 
but not limited to, company cars, medical plans or meal allowances.

Search Engine 
Optimization (SEO)

Search engine optimization (SEO) is the process of improving your 
website/site to increase your visibility in search engine results. The 
ultimate goal of SEO is to achieve a high enough ranking in the 
search results in an effort to direct traffic to your website or page. 
Good visibility in search results means you’re more likely to increase 
awareness and therefore the attention of prospects. For example, 
when a user searches for particular words or a phrase in a search 
engine such as Google, Bing or Yahoo, the results that appear are 
the best matches for those particular words in order of ranking.

Many organizations may focus their SEO efforts on ranking highly for 
only specific words or phrases that they deem crucial to attracting 
the right prospects to their site.
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Succession Plan A succession plan is a document or process that identifies the critical 
positions or leaders within the organization and aims to develop and 
prepare staff in order to qualify for those identified positions.  
It is a strategy or process that endeavors to groom staff in an effort to 
replace leaders or fill the organization’s critical positions. 

It’s a workforce planning process that is designed to increase the 
availability, capability and experience of employees to undertake these 
key roles as and when they become available.

Workflow Workflow is the balance of contracts that have not been invoiced. 
Not to be confused with work in progress, or the sales opportunities 
currently in the pipeline. It is the un-invoiced contract value for the 
existing signed contracts. To put simply, it can be thought of as 
guaranteed sales. For example, consider you have $1,000,000 worth 
of total contracts, and to date you’ve claimed/invoiced $400,000. 
The workflow figure is $600,000; it’s the un-invoiced contract value.

Work In Progress  
Accounting 
Adjustment (WIPAA)

Work in progress is the difference between the forecast cost to 
complete, as a percentage of completion, and the amount actually 
invoiced. It is applied to a construction company’s accounts at 
month-end as a journal entry.
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