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STA
TEM

EN
T SH

O
W

ERS; LO
SE TH

E TU
B

 
Show

ers are the top feature to splurge on during a m
aster bathroom

 renovation (42%
 of renovating hom

eow
ners). O

f 
those m

aking m
aster show

er updates (81%
), m

ore than
 increase its size. M

any hom
eow

ners rem
ove their m

aster 
bathtub (27%

) to m
ake room

 for a larger show
er (91%

).  

A
G

IN
G

 IN
 PLA

C
E D

RIV
ES SPEN

D
 

H
om

eow
ners older than 54 spend nearly tw

ice as m
uch as those under 35 on renovations of m

aster bathroom
s over 

100 square feet ($22,800 vs. $12,500, respectively). O
lder hom

eow
ners are significantly m

ore likely to integrate 
accessibility features, as three in five have no plans to m

ove in the next 10 years. 

M
ILLEN

N
IA

LS C
RA

V
E M

O
RE SPA

C
E 

O
ne quarter of hom

eow
ners opt to increase their m

aster bathroom
s. M

any of those w
ho are keeping the bathroom

 
size as is find it too sm

all for their needs (30%
). M

illennial hom
eow

ners (ages 25 to 34) are m
ore likely to increase their 

m
aster bathroom

s than are other hom
eow

ners and are m
ore likely to be unhappy about the size w

hen not changing it. 

SA
N

 FRA
N

C
ISC

A
N

S SPEN
D

 TH
E M

O
ST O

N
 REM

O
D

ELS 
A

m
ong the top 20 U

.S. m
etro areas, hom

eow
ners in San Francisco spend the m

ost on a m
aster bathroom

 rem
odel, 

averaging $34,100 for a m
ajor rem

odel of a larger m
aster bathroom

 (over 100 square feet), com
pared w

ith $21,000 
nationally. O

verall, costs vary significantly by scope of rem
odel, size of m

aster bathroom
 and regions. 

TO
ILETS A

N
D

 TEC
H

 
A

 grow
ing num

ber of hom
eow

ners say they use m
obile devices in their bathroom

s at least once a w
eek (64%

 in 2017 vs. 
58%

 in 2016). A
lso, the dem

and for high-tech bathroom
 features grew

 significantly year over year, w
ith 29%

 of upgraded 
toilets and 12%

 of upgraded show
ers boasting these features (com

pared w
ith 24%

 and 9%
, respectively, in 2016).  
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o
vated

 M
aster B

ath
ro

o
m

 C
h

aracteristics 

A
verage Rem

odel Spend   
(on a m

ajor rem
odel of a larger  

m
aster bathroom

 (101+ sq. ft.)) 

O
verall 

$21,000 
A

ge group: 25-34 

$12,500 
A

ge group: 35-54 

$20,100 
A

ge group: 55+ 

$22,800 

Pro H
iring  

(am
ong renovating hom

eow
ners) 

O
verall H

iring 
 

86%
 

#1 Pro Type H
ired: 

G
eneral contractor 

52%
 

#2 Pro Type H
ired: 

B
athroom

 rem
odeler 

19%
 

#3 Pro Type H
ired: 

B
athroom

 designer 

13%
 

Scope D
etails 

(am
ong renovating hom

eow
ners) 

Increase B
athroom

 Size 

25%
 

Increase Show
er Size 

55%
 

C
hange Layout 

43%
 

C
hange Style 

90%
 

Show
er &

 Toilet Types 
(am

ong renovating hom
eow

ners  
upgrading show

er or toilet) 

#1 Show
er Type:  

A
lcove 

55%
 

#2 Show
er Type: 

C
orner 

27%
 

#1 Toilet Type: 
C

om
fort-height  

68%
 

#2 Toilet Type: 
H

igh-effi
ciency 

50%
 

W
all &

 Flooring M
aterials 

(am
ong hom

eow
ners updating 

show
ers, w

all finishes or flooring) 

#1 Show
er W

all Finish:  
C

eram
ic or porcelain tile 

65%
 

#1 Show
er Flooring: 

C
eram

ic or porcelain tile 

52%
 

#1 N
on-Show

er W
all Finish: 

C
eram

ic or porcelain tile 

27%
 

#1 N
on-Show

er Flooring: 
C

eram
ic or porcelain tile 

63%
 

C
olors 

(am
ong renovating hom

eow
ners) 

#1 W
all C

olor: 
G

ray 

35%
 

#1 Flooring C
olor: 

G
ray 

31%
 

#1 C
ountertop C

olor: 
W

hite 

40%
 

#1 C
abinet C

olor: 
W

hite 

38%
 

Top B
athroom

 Styles A
fter 

Renovations 
(am

ong those changing style) 

#1 B
athroom

 Style: 
C

ontem
porary 

25%
 

#2 B
athroom

 Style: 
Transitional 

17%
 

#3 B
athroom

 Style: 
M

odern 

15%
 

#4 B
athroom

 Style: 
Traditional 

13%
 

4	

A
t a G

lan
ce 

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).  

 

-3pp
# 

-13pp
# 

+1pp
# 

+2pp
# 

+1pp
# 

-1pp
# 

+2pp
# 

-1pp
# 

-1pp
# 

-6pp
# 

+2pp
# 

+1pp
# 

-2pp
# 

+1pp
# 

+3pp
# 

-1pp
# 

-4pp
# 
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U
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B
o

o
m

ers Sp
en

d
 to

 Stay 
Tw

o in three hom
eow

ners (65%
) w

ho are renovating their m
aster bathroom

 are 55 and older (“B
aby B

oom
ers”). M

ost of 
them

 have lived in their hom
es for over 10 years (69%

) and have no plans to sell in the next 10 years (58%
). In contrast, 

M
illennial hom

eow
ners (ages 25 to 34) only com

prise 4%
 of m

aster bathroom
 renovators. They are new

 to their hom
es 

and are m
ore likely to think of their hom

es as a short- to m
edium

-term
 residence.  

25-34
35-54

55+ 

100%
 

63%
 

41%
 

25-34
35-54

55+ 

58%
 

43%
 

42%
 

PLA
N

 TO
 SELL H

O
M

E 
W

ITH
IN

 N
EX

T 10 Y
EA

RS 

4
3%

 

PU
RC

H
A

SED
 H

O
M

E W
ITH

IN
 

PA
ST 10 Y

EA
RS 

50
%

 

25-34
55+ 

35-54

B
reakd

o
w

n
 o

f R
en

o
vatin

g
 H

o
m

eo
w

n
ers b

y A
g

e G
ro

u
p

 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17.

6	

4
%

 
31%

 
6

5%
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40%
 

32%
 

27%
 

26%
 

22%
 

22%
 

13%
 

8%
 

7%
 

4%
 

Em
ail 

Text/IM
 

M
ake/accept  

phone calls 
Social m

edia 
Listen to  

m
usic 

Read (articles, 
e-books, etc.)  Play gam

es  W
atch video/

TV
  

Listen to 
podcasts  

Listen to 
audiobooks  

N
etiq

u
ette in

 th
e B

ath
ro

o
m

?   

W
EEKLY

 A
C

TIV
ITIES O

N
 A

 M
O

B
ILE D

EV
IC

E IN
 B

A
TH

RO
O

M
S A

T H
O

M
E – O

V
ERA

LL A
N

D
 B

Y
 A

G
E G

RO
U

P* 

7	

25-34 
35-54 

55+ 

54%
 

32%
 

23%
 

M
obile device usage in the bathroom

 increased by 10%
 com

pared w
ith 2016 findings. M

illennial hom
eow

ners (ages 25 to 
34) are m

ore than tw
ice as likely as B

aby B
oom

ers (ages 55 or older) to brow
se social m

edia in their bathroom
 (54%

 vs. 
23%

, respectively).  

6
4

%
 

20
16

-17* 

W
EEKLY

 U
SA

G
E O

F M
O

B
ILE D

EV
IC

ES IN
 A

 
H

O
M

E B
A

TH
RO

O
M

* 

58
%

 
20

15-16
** 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 

**Percentages reflect proportion of hom
eow

ners w
ho com

pleted, w
ere w

orking on, or w
ere planning a m

aster bathroom
 renovation during 2015-16 (see 2016 study). 

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).  

 

+3pp
# 

+4pp
# 

+5pp
# 

+5pp
# 

+4pp
# 

+4pp
# 

+3pp
# 

+3pp
# 
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asters 
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9	

The average spend on a m
ajor rem

odel of a m
aster bathroom

 exceeding 100 square feet is $21,000*, w
hile a m

ajor 
rem

odel of a sm
aller bathroom

 averages $12,300. B
aby B

oom
ers (ages 55 or older) spend nearly tw

ice as m
uch on 

larger m
aster bathroom

s as do M
illennial hom

eow
ners (ages 25 to 34), that is $22,800 vs. $12,500, respectively.   

 Larg
er B

ath
ro

o
m

  
(O

ver 10
0

 sq
. feet) 

$12,50
0

 
$20

,10
0

 
$22,8

0
0

 

25-34 
35-54 

55+ 

$9
,20

0
 

$11,0
0

0
 

$13,9
0

0
 

*A
verage spend on m

aster bathroom
 rem

odels com
bines data from

 this study w
ith data on spend reported in the H

ouzz &
 H

om
e Study for 2015 and 2016.  M

ajor 
m

aster bathroom
 rem

odel refers to a rem
odel in w

hich at least the cabinetry/vanity, countertops, and toilet are replaced; m
inor m

aster bathroom
 rem

odel includes 
all other rem

odels.  

$5,4
0

0
 

$12,30
0

 

$9
,4

0
0

 

$21,0
0

0
 

M
inor rem

odel 
M

ajor rem
odel 

Sm
aller B

ath
ro

o
m

  
(10

0
 sq

. feet o
r less) 
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$15.3 
$13.5 

$10
.8

 
$8

.1 
$11.4

 $7.5 
$12.2 
$12.0

 
$11.5 $8

.2 
$9

.9
 

$13.9
 

$7.8
 

$7.0
 

$11.7 
$13.7 $9

.2 
$11.0

 
$8

.8
 

$8
.2 

San
 Fran

cisco
 H

as H
ig

h
est R

em
o

d
el C

o
sts 

A
V

ERA
G

E SPEN
D

 O
N

 A
 LA

RG
ER C

O
M

PLETED
 M

A
STER B

A
TH

RO
O

M
 REM

O
D

EL (PRO
+D

IY
) – B

Y
 TO

P 20 M
ETRO

S (IN
 $1,000S)* 

10	

The San Francisco m
etropolitan area com

m
ands the highest m

aster bathroom
 rem

odel spend, averaging $34,100 for 
a m

ajor rem
odel and $15,300 for a m

inor rem
odel of a m

aster bathroom
 exceeding 100 square feet. The B

oston 
m

etropolitan area is a distant second. A
m

ong the top 20 U
.S. m

etro areas, the average spend on a m
ajor rem

odel of 
a larger bathroom

 is the low
est in the M

iam
i m

etropolitan area ($16,900).  

San Francisco, C
A

 
B

oston, M
A

 
Philadelphia, PA

 
B

altim
ore, M

D
 

San D
iego, C

A
 

Tam
pa, FL 

St. Louis, M
O

 
N

ew
 Y

ork, N
Y

 
Phoenix, A

Z 
C

hicago, IL 
H

ouston, TX
 

W
ashington, D

C
 

A
tlanta, G

A
 

D
etroit, M

I 
D

enver, C
O

 
Los A

ngeles, C
A

 
D

allas, TX
 

Seattle, W
A

 
M

inneapolis, M
N

 
M

iam
i, FL 

*See Page 9 footnote for sources and rem
odel and size definitions; top 20 m

etros exclude Riverside and include Baltim
ore instead due to sam

ple size lim
itations.

M
ajor Rem

odel of a 
Larger B

athroom
 

M
inor Rem

odel of a 
Larger B

athroom
 

$34
.1 

$29
.0

 
$26

.2 
$24

.9
 

$24
.9

 
$24

.2 
$23.8

 
$23.4

 
$23.4

 
$22.9

 
$21.7 
$21.1 
$20

.8
 

$19
.8

 
$19

.8
 

$19
.7 

$19
.5 

$18
.9

 
$18

.4
 

$16
.9
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$10
.3 
$7.6

 
$8

.0
 

$8
.8

 
$7.9

 $4
.1 

$4
.1 

$9
.0

 
$6

.0
 

$4
.6

 
$4

.9
 

$7.0
 $3.7 

$4
.3 

$4
.4

 
$5.8

 
$3.2 

$7.8
 

$6
.2 

$5.8
 

C
o

astal C
ities C

o
m

m
an

d
 G

reater Sp
en

d
 

A
V

ERA
G

E SPEN
D

 O
N

 A
 SM

A
LLER C

O
M

PLETED
 M

A
STER B

A
TH

RO
O

M
 REM

O
D

EL (PRO
+D

IY
) – B

Y
 TO

P 20 M
ETRO

S (IN
 $1,000S)* 

11	

M
aster bathroom

 renovation costs also vary w
idely by region for sm

aller m
aster bathroom

s, those of 100 square feet or 
less. H

om
eow

ners in San Francisco, W
ashington, D

.C
., and N

ew
 Y

ork spend nearly $17,000, on average, for a m
ajor 

rem
odel, w

ith other m
ajor W

est C
oast cities not far behind.  

San Francisco, C
A

 
B

oston, M
A

 
Philadelphia, PA

 
B

altim
ore, M

D
 

San D
iego, C

A
 

Tam
pa, FL 

St. Louis, M
O

 
N

ew
 Y

ork, N
Y

 
Phoenix, A

Z 
C

hicago, IL 
H

ouston, TX
 

W
ashington, D

C
 

A
tlanta, G

A
 

D
etroit, M

I 
D

enver, C
O

 
Los A

ngeles, C
A

 
D

allas, TX
 

Seattle, W
A

 
M

inneapolis, M
N

 
M

iam
i, FL 

*See Page 9 footnote for sources and rem
odel and size definitions; top 20 m

etros exclude Riverside and include Baltim
ore instead due to sam

ple size lim
itations. 

M
ajor Rem

odel of a 
Sm

aller B
athroom

 

M
inor Rem

odel of a 
Sm

aller B
athroom

 

$16
.8

 
$15.6

 
$15.8

 
$13.7 

$9
.5 

$6
.8

 
$9

.1 
$16

.7 
$5.1 

$12.5 
$12.1 $16

.9
 

$7.2 $12.2 
$10

.4
 $16

.0
 

$9
.5 $15.2 

$11.2 
$11.2 
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1%
 

7%
 

4
%

 
8

%
 

3%
 

5%
 

15%
 

11%
 

4
%

 

4
2%

 
4

0
%

 
35%

 
35%

 
31%

 
30

%
 

16
%

 
14

%
 

10
%

 

Show
er(s) 

C
abinets/ 

vanity  
Faucet(s) 

C
ountertop(s)  

Tub(s) 
Flooring  

Toilet(s) 
Lighting 
fixture(s)  

Sink(s)  

Sp
lu

rg
e o

r Save 

TO
P N

EW
 M

A
STER B

A
TH

RO
O

M
 FEA

TU
RES TH

A
T H

O
M

EO
W

N
ERS SPLU

RG
E O

R SA
V

E O
N

 D
U

RIN
G

 REN
O

V
A

TIO
N

* 

12	

Saved
 

Sp
lu

rg
ed

 

*Percentages reflect proportion of hom
eow

ners w
ho chose to splurge or save on a feature am

ong those installing the feature as part of a com
pleted m

aster bathroom
 

 renovation during 2016-17. 

Show
ers and cabinets or vanities are the m

ost com
m

on splurges during m
aster bathroom

 renovations (42%
 and 40%

 
respectively), w

hereas m
ore hom

eow
ners tend to save on toilets and lighting fixtures (15%

 and 11%
, respectively) than any 

other bathroom
 features.  
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C
onsistent w

ith 2016 findings, one in four renovating hom
eow

ners increases the size of the m
aster bathroom

. O
f the 

three-quarters w
ho do not change the bathroom

’s size, 30%
 consider it too sm

all for their needs. M
illennial hom

eow
ners 

(ages 25 to 34) are m
ost likely to increase the size of their m

aster bath and are significantly m
ore likely to be unsatisfied 

w
ith the bathroom

 size w
hen it is left unchanged. 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 

**Percentages reflect proportion of hom
eow

ners w
ho are not increasing room

 size as part of their com
pleted, current, or planned 2016-17 m

aster bathroom
 renovation. 

C
H

A
N

G
E IN

 RO
O

M
 SIZE D

U
RIN

G
 M

A
STER B

A
TH

RO
O

M
 REN

O
V

A
TIO

N
 – O

V
ERA

LL A
N

D
 B

Y
 A

G
E G

RO
U

P* 

25-34
 

35-54
 

55+
 

35%
 

29
%

 
23%

 

150
  

A
verag

e  
b

ath
ro

o
m

 size 
(in

 sq
. feet) 

IS IT B
IG

 EN
O

U
G

H
  

FO
R Y

O
U

R N
EED

S?**  
30

%
 

N
o 

6
1%

 
37%

 
26

%
 

25%
 

Increased 
bathroom

 size 
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9
1%

 

8
6

%
 

8
3%

 

8
3%

 

8
1%

 

8
1%

 

8
1%

 

79
%

 

6
4

%
 

4
6

%
 

27%
 

25%
 

8
%

 

Faucets 

W
all finish 

C
ountertops 

Flooring  

C
abinets/vanity  

Lighting fixtures 

Show
er 

Sinks 

Toilets 

Interior doors 

Tub 

W
indow

s 

Tub/show
er com

bination 

Few
er G

u
t R

en
o

vatio
n

s 

U
PG

RA
D

ED
 M

A
JO

R FEA
TU

RES IN
 M

A
STER B

A
TH

RO
O

M
 REN

O
V

A
TIO

N
S* 

M
A

JO
R C

H
A

N
G

ES IN
 

M
A

STER B
A

TH
RO

O
M

* 

4
3%

 
Layout change 

55%
 

Increase in show
er 

size 

15	

Renovating hom
eow

ners are som
ew

hat less inclined to rem
ove all or the m

ajority of m
aster bathroom

 features this year 
relative to the 2016 study, w

ith the greatest declines in frequency of flooring upgrades (83%
 vs. 91%

, respectively) and sink 
upgrades (79%

 vs. 87%
, respectively). That said, 43%

 of renovating hom
eow

ners are changing the layout of their m
aster 

bathroom
s and 55%

 are increasing the size of their show
ers.  

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).  

-6pp
# 

-6pp
# 

-8pp
# 

-5pp
# 

-6pp
# 

-8pp
# 

-4pp
# 

+3pp
# 
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16	

TO
P PRO

 C
A

TEG
O

RIES B
EIN

G
 H

IRED
* 

25-34
 

35-54
 

55+
 

77%
 

8
1%

 
8

8
%

 

O
V

ERA
LL PRO

 H
IRIN

G
 

8
6

%
 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 

**Specialty service providers refer to electrician, plum
ber, tile specialist, cabinet m

akers, and other trades.; project m
anagers refers to general contractors and rem

odelers. 

H
iring a pro is seen as extrem

ely im
portant for a m

aster bathroom
 renovation, as reflected by the fact that 86%

 of 
hom

eow
ners are doing so. Seven in ten renovating hom

eow
ners bring in a general contractor or a bathroom

 rem
odeler to 

m
anage m

aster bathroom
 upgrades (52%

 and 19%
, respectively). A

 sm
all share of other hom

eow
ners m

anage the rem
odel 

them
selves but bring in specialty service providers to handle installations (16%

).  

H
IRED

 SPEC
IA

LTY
 SERV

IC
E PRO

V
ID

ERS 
 (W

ITH
O

U
T A

 PRO
JEC

T M
A

N
A

G
ER)** 

16
%

 

52%
 

19
%

 

13%
 

11%
 

8
%

 

2%
 

G
eneral contractor  

B
athroom

 rem
odeler  

B
athroom

 designer  

Interior designer or decorator  

A
rchitect  

Lighting designer  
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25%
 

17%
 

15%
 

13%
 

5%
 

4
%

 

3%
 

3%
 

2%
 7%

 

4
%

 

3%
 

31%
 

2%
 

1%
 

1%
 

1%
 

33%
 

C
ontem

porary  

Transitional  

M
odern  

Traditional  

Farm
house  

Eclectic  

B
each  

C
raftsm

an  

N
o particular style  

Yo
u

n
g

 an
d

 M
o

d
ern

 

18	

 *Percentages reflect proportion of hom
eow

ners w
ho are changing the style as part of their com

pleted, current, or planned 2016-17 m
aster bathroom

 renovation. 
**Percentages reflect proportion of hom

eow
ners w

ho have com
pleted, are currently w

orking on, or are planning a m
aster bathroom

 renovation during 2016-17. 
#Reflect percentage point difference betw

een 2017 and 2016 study findings; show
s only statistically significant differences at 90%

 confidence levels (see 2016 study).  
 TO

P M
A

STER B
A

TH
RO

O
M

 STY
LES B

EFO
RE A

N
D

 A
FTER U

PD
A

TES* 

A
fter the project 

Before the project 

20
%

 
19

%
 

15%
 

9
%

 
12%

 
14

%
 

26
%

 
15%

 
14

%
 

25-34
 

35-54
 

55+
 

23%
 

21%
 

26
%

 

N
ine in 10 renovating hom

eow
ners change the style of their m

aster bathroom
 during an upgrade. C

ontem
porary, 

transitional, or m
odern describe over half of today’s renovated m

aster bathroom
s (25%

, 17%
, and 15%

, respectively), 
consistent w

ith last year. C
ontem

porary is m
ost popular w

ith B
aby B

oom
ers (ages 55 or older) and G

en-X
ers (ages 35 to 

54), w
hile M

illennial hom
eow

ners (ages 25 to 34) m
ost often opt for m

odern styles. 

-6pp
# 

-6pp
# 

-8pp
# 

-5pp
# 

-4pp
# 

-3pp
# 

+2pp
# 

+1pp
# 

STY
LE C

H
A

N
G

E 

9
0

%
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38
%

 

14
%

 

13%
 

11%
 

8
%

 

W
hite  

G
ray  

W
ood-m

edium
  

W
ood-dark  

B
row

n  

C
o

u
n

terto
p

s 

W
alls 

C
ab

in
ets 

Flo
o

rs 

A
g

ain
st th

e G
ray B

ackd
ro

p
  

TO
P D

O
M

IN
A

N
T C

O
LO

RS IN
 M

A
STER B

A
TH

RO
O

M
 REN

O
V

A
TIO

N
S* 

19	

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).  

 W
hite continues to gain popularity in renovated m

aster bathroom
s, w

ith even m
ore countertops and cabinets appearing in 

w
hite this year (40%

 and 38%
, respectively) com

pared w
ith 2016 findings. These features are increasingly contrasted 

against gray w
alls and floors. N

otably, dark w
ood cabinetry and m

ulticolored countertops are less com
m

on in 2017 
com

pared w
ith 2016. 

35%
 

19
%

 

18
%

 

11%
 

6
%

 

G
ray  

W
hite  

B
eige  

B
lue  

G
reen  

4
0

%
 

19
%

 

12%
 

10
%

 

6
%

 

W
hite  

M
ulti-colored  

G
ray  

B
eige  

B
lack  

31%
 

18
%

 

15%
 

14
%

 

5%
 

G
ray  

B
eige  

W
hite  

M
ulti-colored  

B
row

n  

+5pp
# 

+3pp
# 

-3pp
# 

+5pp
# 

-5pp
# 

+4pp
# 

-4pp
# 

-6pp
# 

-6pp
# 

-8pp
# 

-5pp
# 

-6pp
# 

-8pp
# 

-4pp
# 
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 M

illen
n

ials C
o

o
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C
O

LO
R SELEC

TIO
N

 IN
 M

A
STER B

A
TH

RO
O

M
 REN

O
V

A
TIO

N
S – B

Y
 A

G
E G

RO
U

P* 

25-34
 

35-54
 

55+
 

25-34
 

35-54
 

55+
 

W
h

ite  
G

ray 

M
ed

iu
m

 W
o

o
d

  
D

ark W
o

o
d

 
C

ab
in

ets 
6

%
 

9
%

 
15%

 
6%

 
14%

 
9%

 

C
ab

in
ets 

50
%

 
35%

 
39

%
 

C
o

u
n

terto
p

s 
52%

 
4

6
%

 
36

%
 

W
alls 

20
%

 
24

%
 

18
%

 

Flo
o

r 
9

%
 

16
%

 
15%

 

17%
 

16
%

 
13%

 

20
%

 
12%

 
12%

 

4
8

%
 

39
%

 
34

%
 

4
3%

 
35%

 
28

%
 

Sim
ilar to the findings for kitchens, w

hite countertops and cabinets and gray flooring and w
alls are significantly m

ore likely to 
appear in renovated m

aster bathroom
s of M

illennial hom
eow

ners (ages 25 to 34) than in those of B
aby B

oom
ers (ages 55 or 

older). C
abinetry in m

edium
 w

ood tones is m
ost likely to appear in B

aby B
oom

er m
asters, w

hile dark w
ood tones are preferred 

by G
en-X

ers (ages 35 to 54). 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation during 2016-17. 



©
 20

17 H
o

u
zz In

c. 

P
ro

d
u

cts an
d

 Fin
ish

es 

21	



©
 20

17 H
o

u
zz In

c. 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation in 2016-17. 

**Percentages reflect proportion of hom
eow

ners w
ho updated their bathtub as part of their com

pleted, current, or planned 2016-17 m
aster bathroom

 renovation. 
 R
u

b
-a-D

u
b

-D
u

b
, So

akin
g

 in
 th

e T
u

b
 

A
D

D
IN

G
 O

R REPLA
C

IN
G

 B
A

TH
TU

B
S* 

TO
P N

EW
 B

A
TH

TU
B

 SH
A

PES** 

TO
P 3 N

EW
 B

A
TH

TU
B

 M
A

TERIA
LS** 

22	

#1 B
A

TH
TU

B
 TY

PE 
6

4
%

 
Soaking tub 

N
early tw

o in five hom
eow

ners opt to upgrade a bathtub during a m
aster bathroom

 renovation. A
m

ong them
, tw

o-thirds go 
for a soaking tub (64%

), and m
any choose a freestanding flat-bottom

 tub (43%
). A

crylic is still the dom
inant tub m

aterial, 
although fiberglass and cast-iron tubs are a significant alternative (16%

 each).  

37%
 

U
pgraded the 

bathtub 

4
3%

 

26
%

 

17%
 

7%
 

3%
 

Freestanding flat-bottom
 

A
lcove 

D
eck-m

ounted 

Freestanding claw
-foot 

C
orner 

51%
 

16
%

 

16
%

 

A
crylic  

Fiberglass  

C
ast iron, enam

eled  
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REM
O

V
IN

G
 A

 B
A

TH
TU

B
 IN

 M
A

STER B
A

TH
RO

O
M

 REN
O

V
A

TIO
N

* 

T
u

b
? W

h
at T

u
b

? 

ELEM
EN

TS A
D

D
ED

 IN
 PLA

C
E O

F A
 B

A
TH

TU
B

** 

23	

A
N

O
TH

ER B
A

TH
TU

B
 

 IN
 TH

E H
O

M
E**?  

78
%

 
Y

es 

W
O

U
LD

 C
O

N
SID

ER 
B

U
Y

IN
G

  A
 H

O
M

E  
W

ITH
O

U
T A

 TU
B

?* 
50

%
 

Y
es 

*Percentages reflect proportion of hom
eow

ners w
ho have com

pleted, are currently w
orking on, or are planning a m

aster bathroom
 renovation in 2016-17.

**Percentages reflect proportion of hom
eow

ners w
ho rem

oved their bathtub as part of their com
pleted, current, or planned 2016-17 m

aster bathroom
 renovation.

O
ne in four hom

eow
ners rem

oves the m
aster bathtub (27%

), prim
arily to m

ake room
 for a larger show

er (91%
). B

ut bathtubs 
are far from

 becom
ing obsolete, since the m

ajority of those rem
oving a tub have another one in the hom

e (78%
). Still, half of 

renovating hom
eow

ners w
ould consider buying a hom

e w
ithout a bathtub.  

27%
 

Rem
oved the 

bathtub 

9
1%

 

20
%

 

16
%

 

10
%

 

7%
 

Show
er 

C
abinetry 

V
anity/sink 

C
loset 

O
ther 
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Sh
o

w
er Su

rfaces o
f T

ile an
d

 Sto
n

e 

N
EW

 FLO
O

RIN
G

 A
N

D
 W

A
LL FIN

ISH
ES IN

 U
PD

A
TED

 M
A

STER SH
O

W
ERS* 

Sh
o

w
er Flo

o
rin

g
 

Sh
o

w
er W

alls 

C
eram

ic/porcelain 

M
arble 

Travertine 

Slate 

G
ranite 

Q
uartz 

H
ardw

ood  

Lim
estone 

 *Percentages reflect proportion of hom
eow

ners w
ho are updating show

ers as part of their com
pleted, current, or planned 2016-17 m

aster bathroom
 renovation. 

N
A

TU
RA

L STO
N

E IN
 

SH
O

W
ER FLO

O
RIN

G
 

39
%

 

N
A

TU
RA

L STO
N

E IN
 

SH
O

W
ER W

A
LLS 

4
6

%
 

A
m

ong the 81%
 of renovating hom

eow
ners tackling show

ers, ceram
ic/porcelain tile or natural stone tile/slabs are the top 

surface m
aterials chosen. M

arble is a universally preferred choice for natural stone, especially for G
en-X

ers (ages 35 to 
54). O

ther m
aterials also see generational biases w

ith travertine m
ore popular am

ong B
aby B

oom
ers (ages 55 or older), 

w
hile slate is preferred by M

illennial hom
eow

ners (ages 25 to 34). (See A
ppendix B

 for breakdow
n by age). 

6
5%

 

21%
 

9
%

 

9
%

 

6
%

 

6
%

 

3%
 

2%
 

52%
 

16
%

 

7%
 

5%
 

6
%

 

4
%

 1%
 

2%
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W
alls O

u
tsid

e o
f Sh

o
w

er A
rea 

Flo
o

rin
g

 O
u

tsid
e o

f Sh
o

w
er A

rea 

25	

Seekin
g

 C
o

n
tin

u
ity 

N
EW

 FLO
O

RIN
G

 A
N

D
 W

A
LL FIN

ISH
ES IN

 U
PD

A
TED

 N
O

N
-SH

O
W

ER A
REA

S O
F M

A
STER B

A
TH

RO
O

M
S 

*Percentages reflect proportion of hom
eow

ners w
ho are updating  their flooring as part of their com

pleted, current, or planned 2016-17 m
aster bathroom

 renovation. 
**Percentages reflect proportion of hom

eow
ners w

ho are updating their w
all finish as part of their com

pleted, current, or planned 2016-17 m
aster bathroom

 renovation. 

C
eram

ic/porcelain 

M
arble 

Travertine 

Slate 

H
ardw

ood 

G
ranite 

Q
uartz 

Lim
estone 

N
A

TU
RA

L STO
N

E IN
  

N
O

N
-SH

O
W

ER 
FLO

O
RIN

G
* 

32%
 

N
A

TU
RA

L STO
N

E IN
  

N
O

N
-SH

O
W

ER W
A

LLS** 

15%
 

M
ore than eight in 10 renovating hom

eow
ners replace flooring and w

all finishes outside of the show
er area (83%

 and 86%
, 

respectively). They continue to rely on ceram
ic/porcelain tile and natural stone tile or slab for flooring, likely integrating the 

look of the show
er w

ith the rest of the bathroom
 surfaces. These higher-end finishes are less likely to appear on w

alls 
outside of the show

er area.  

27%
 

6
%

 

3%
 

2%
 

2%
 

2%
 

4
%

 

1%
 

6
3%

 

14
%

 7%
 

4
%

 

5%
 

2%
 

4
%

 1%
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A
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o
u

ch
 o

f Sh
o

w
er Lu

xu
ry 

H
IG

H
ER-EN

D
 FEA

TU
RES IN

 U
PD

A
TED

 M
A

STER B
A

TH
RO

O
M

 SH
O

W
ERS, B

A
TH

TU
B

S A
N

D
 SIN

KS* 
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Featu
res in

 N
ew

 Sh
o

w
ers 

73%
 of new

 show
ers have these features 

Featu
res in

 N
ew

 B
ath

tu
b

s 
81%

 of new
 bathtubs have these features 

D
O

U
B

LE SIN
KS 

6
6

%
 

A
m

ong the 81%
 of renovating hom

eow
ners w

ho are upgrading their m
aster show

er, three in four opt for higher-end 
show

er features (73%
) such as rainfall show

er heads and/or body sprays. M
oreover, installation of show

ers that 
accom

m
odate tw

o people at a tim
e increased year over year (24%

 vs. 20%
 in the 2016 study).  

*Percentages reflect proportion of hom
eow

ners w
ho are updating their show

ers, bathtubs and/or sinks as part of their com
pleted, current, or planned 2016-17 m

aster
bathroom

 renovation.
#Reflect percentage point difference betw

een 2017 and 2016 study findings; show
s only statistically significant differences at 90%

 confidence levels (see 2016 study).

55%
 

24
%

 

21%
 

18
%

 

14
%

 

2%
 

Rainfall show
erhead 

D
ual show

er 

C
urbless show

er 

B
odysprays  

Therm
ostatic m

ixers  

Steam
 show

er 

6
4

%
 

21%
 

12%
 

7%
 

Soaking tub  

Space for tw
o  

Standard w
hirlpool 

Silent w
hirlpool 

+4pp
#

-6pp
#

-8pp
#

-5pp
#

-6pp
#

-8pp
#

-4pp
#

-6pp
#

-6pp
#

-8pp
#

-5pp
#

-6pp
#

-8pp
#

-4pp
#
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*Percentages reflect proportion of hom
eow

ners w
ho are updating show

ers, toilets or bathtubs as part of their com
pleted, current, or planned 2016-17 m

aster bathroom
 renovation.

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).

27	

Featu
res in

 N
ew

 T
o

ilets 
29%

 of new
 toilets have these features (vs. 24%

 last year) 
Featu

res in
 N

ew
 Sh

o
w

ers 
12%

 of new
 show

ers have these features (vs. 9%
 last year) 

H
IG

H
-TEC

H
 B

A
TH

TU
B

S 

11%
 

H
ave built-in lighting, heated backrest 

and/or a scented m
ist dispenser 

Flu
sh

 w
ith

 T
ech

 
The dem

and for high-tech features in toilets and show
ers grew

 19%
 and 26%

, respectively, year over year. M
ore than one 

in four upgraded toilets (29%
) boast high-tech features such as self-cleaning or overflow

 protection, com
pared w

ith only 
24%

 from
 last year’s study. Sim

ilarly, one in eight new
 show

ers (12%
) include high-tech elem

ents com
pared to only one in 

eleven in 2016 (9%
).  

H
IG

H
-TEC

H
 FEA

TU
RES IN

 U
PD

A
TED

 M
A

STER B
A

TH
RO

O
M

 SH
O

W
ERS, TO

ILETS, A
N

D
 B

A
TH

TU
B

S* 

7%
 

4
%

 

2%
 

1%
 

1%
 

M
ood lighting  

D
igital controls 

Show
erhead w

ith LED
 lights  

B
uilt-in sound 

Show
erhead w

ith speakers 

12%
 

8
%

 

8
%

 

6
%

 

6
%

 

6
%

 

4
%

 

3%
 

Self-cleaning 

Seat w
ith bidet feature 

O
verflow

 protection/anti clog 

M
otion activated 

H
eated seating  

B
uilt-in nightlight 

Self-deodorizer  

H
ands-free flushing 

+1pp
#

+1pp
#
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53%
 

33%
 

25%
 

13%
 

Seat  

G
rab bars  

C
urbless show

er 

Footrest  

P
rio

ritizin
g

 A
ccessib

ility 

A
C

C
ESSIB

ILITY
 FEA

TU
RES IN

 U
PD

A
TED

 M
A

STER B
A

TH
RO

O
M

 SH
O

W
ERS, TO

ILETS, A
N

D
 B

A
TH

TU
B

S IN
 55+ H

O
M

ES* 

*Percentages reflect proportion of 55+ hom
eow

ners w
ho are updating show

ers, toilets, or bathtub as part of their com
pleted, current, or planned 2016-17 m

aster bathroom
 renovation. 

#Reflect percentage point difference betw
een 2017 and 2016 study findings; show

s only statistically significant differences at 90%
 confidence levels (see 2016 study).  

28	

Featu
res in

 N
ew

 Sh
o

w
ers 

73%
 of new

 show
ers in 55+ households have these features  

(vs. 57%
 in younger households under 55 years of age) 

Featu
res in

 N
ew

 B
ath

tu
b

s 
40%

 of new
 bathtubs in 55+ households have these features 

(vs. 22%
 in younger households under 55 years of age) 

 

C
O

M
FO

RT-H
EIG

H
T TO

ILET 

6
8

%
 vs. 4

9
%

 
   55+

                     25-54
 

Renovating hom
eow

ners w
ho are 55 and older are m

ore likely to update their show
ers, bathtubs, and toilets w

ith universal-
design features in m

ind. For exam
ple, tw

o in five renovating B
aby B

oom
ers (ages 55 or older) add grab bars, nonskid 

flooring, or seats in their new
 bathtub (40%

), tw
ice as high as younger households (22%

). 

22%
 

18
%

 

8
%

 

1%
 

G
rab bars  

N
on-slide floor  

Seat  

W
alk-in tub  

-6pp
# 
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B
ath

ro
o

m
 B

estsellers 
The top five bathroom

 categories for the H
ouzz Shop in 2017 are below

, including a bestseller for each. 

29	

Toilets 

B
athroom

 A
ccessories 

Tow
el B

ars and 
H

ooks 

B
athroom

 V
anities 

and Sink C
onsoles B

athroom
 C

abinets 
and Shelves 

• 
Links to the product, clockw

ise from
 left: M

aruku Show
er Bench, G

ela D
ouble V

anity, C
oncrete Toilet Paper, Sliding Rails Tow

el Rack, W
oodbridge D

ual-Flush  
Toilet w

ith Soft-C
losing Seat 

Link	in	Pdf	
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M
eth

o
d

o
lo

gy 

A
PPR

O
A

C
H

 
H

ouzz is an all-in-one resource for hom
eow

ners w
orking on a hom

e renovation or decorating project. O
ur large and 

engaged user com
m

unity is able to provide unprecedented insights on the latest m
arket trends based on users hom

e 
im

provem
ent activity. W

e aggregate and share these insights w
ith the com

m
unity to give people greater confidence 

in the choices they m
ake for their hom

es, and to give hom
e professionals greater insights into their clients’ w

ants and 
needs. W

ith these goals in m
ind, H

ouzz conducted an online quantitative survey of registered H
ouzz users regarding 

bathroom
 renovation projects, fielded betw

een June 6 and A
ugust 7, 2017.  

 C
O

M
PLETES A

N
D

 Q
U

A
LIFIC

A
TIO

N
S 

The 56 - question survey gathered inform
ation from

 a total of 2,287 users, w
ho reported to be 25 years old or older 

and hom
eow

ners. A
dditionally, respondents w

ere required to have com
pleted a bathroom

 rem
odel or addition 

project in the past 12 m
onths, to be currently w

orking on one, or planning to start one in the next three m
onths. The 

final sam
ple consists of 1,238 respondents w

ith a m
aster bathroom

 project, 808 w
ith a full non-m

aster bathroom
 

project, and 191 w
ith a partial bathroom

 project. A
dditionally, in the instances of by-age reporting for m

aster bathroom
 

projects, 50, 355, and 749 respondents fell in the 25-34, 34-54, and 55+ age groups.  
 SA

M
PLIN

G
 A

N
D

 W
EIG

H
TIN

G
 

D
ata w

as gathered via a link in the H
ouzz new

sletter sent out by em
ail tw

ice a w
eek to registered H

ouzz users. The 
link invited hom

eow
ners to share their bathroom

 project details, and then subsequently term
inated people w

ho do 
not m

eet the qualification criteria above w
ere then elim

inated. Respondents w
ere notified that aggregate findings 

w
ould be shared w

ith the larger H
ouzz com

m
unity to help others in com

pleting their ow
n bathroom

 renovations. The 
final data w

ere review
ed to ensure representativeness of the H

ouzz user populations.      
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Fu
ll N

o
n

-M
aster B

ath
ro

o
m

 Featu
res 

A
verage Rem

odel Spend   
(on a m

ajor rem
odel of  

a larger bathroom
 (51+ sq. ft.)) 

O
verall 

$10,400 
A

ge G
roup: 25-34 

$5,900 
A

ge G
roup : 35-54 

$9,800 
A

ge G
roup: 55+ 

$11,700 

Pro H
iring  

(am
ong renovating hom

eow
ners) 

O
verall H

iring 
 

79%
 

#1 Pro Type H
ired: 

G
eneral contractor 

42%
 

#2 Pro Type H
ired: 

B
uilding specialist 

37%
 

#3 Pro Type H
ired: 

B
athroom

 rem
odeler 

12%
 

Scope D
etails 

(am
ong renovating hom

eow
ners) 

Increase B
athroom

 Size 

14%
 

Increase Show
er Size 

42%
 

C
hange Layout 

23%
 

C
hange Style 

76%
 

Show
er &

 Toilet Types 
(am

ong renovating hom
eow

ners  
upgrading show

er or toilet) 

#1 Show
er Type:  

A
lcove 

71%
 

#2 Show
er Type: 

C
orner 

13%
 

#1 Toilet Type: 
C

om
fort-height  

63%
 

#2 Toilet Type: 
H

igh-effi
ciency 

56%
 

W
all &

 Flooring M
aterials 

(am
ong hom

eow
ners updating 

show
ers, w

all finishes or flooring) 

#1 Show
er W

all Finish:  
C

eram
ic or porcelain tile 

66%
 

#1 Show
er Flooring: 

C
eram

ic or porcelain tile 

47%
 

#1 N
on-Show

er W
all Finish: 

C
eram

ic or porcelain tile 

30%
 

#1 N
on-Show

er Flooring: 
C

eram
ic or porcelain tile 

60%
 

C
olors 

(am
ong renovating hom

eow
ners) 

#1 C
olor in W

alls: 
G

ray 

32%
 

#1 C
olor in Floors: 

G
ray 

25%
 

#1 C
olor in C

ountertops: 
W

hite 

44%
 

#1 C
olor in C

abinets: 
W

hite 

40%
 

Top B
athroom

 Styles A
fter 

Renovations 
(am

ong those changing style) 

#1 B
athroom

 Style: 
C

ontem
porary 

22%
 

#2 B
athroom

 Style: 
M

odern 

16%
 

#3 B
athroom

 Style: 
Traditional 

11%
 

#4 B
athroom

 Style: 
Transitional 

11%
 

A
. A

t a G
lan

ce: R
en

o
vatio

n
 o

f Fu
ll N

o
n

-M
aster B

ath
ro

o
m

s 
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N
EW

 SH
O

W
ER FLO

O
RIN

G
 FIN

ISH
 B

Y
 A

G
E G

RO
U

P* 

25-34
 

35-54
 

55+
 

25-34
 

35-54
 

55+
 

N
EW

 SH
O

W
ER W

A
LL FIN

ISH
 B

Y
 A

G
E G

RO
U

P* 

 *Percentages reflect proportion of hom
eow

ners w
ho are updating show

ers as part of their com
pleted, current, or planned m

aster bathroom
 renovation during 2016-17. 

60%
 

48%
 

53%
 

4%
 

21%
 

14%
 

4%
 

4%
 

8%
 

4%
 

6%
 

4%
 

20%
 

4%
 

6%
 

8%
 

4%
 

4%
 

0%
 

2%
 

1%
 

0%
 

4%
 

2%
 

72%
 

62%
 

66%
 

17%
 

27%
 

18%
 

7%
 

6%
 

11%
 

10%
 

8%
 

8%
 

10%
 

4%
 

7%
 

7%
 

4%
 

6%
 

0%
 

3%
 

4%
 

0%
 

2%
 

2%
 

C
eram

ic/porcelain tile  

M
arble 

Travertine 

G
ranite 

Slate 

Q
uartz 

H
ardw

ood  

Lim
estone 
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N
EW

 N
O

N
-SH

O
W

ER FLO
O

RIN
G

 FIN
ISH

 B
Y

 A
G

E G
RO

U
P* 

25-34
 

35-54
 

55+
 

25-34
 

35-54
 

55+
 

N
EW

 N
O

N
-SH

O
W

ER W
A

LL FIN
ISH

 B
Y

 A
G

E G
RO

U
P* 

 *Percentages reflect proportion of hom
eow

ners w
ho are updating non-show

er w
all or flooring finishes as part of their com

pleted, current, or planned m
aster bathroom

 
renovation during 2016-17. 

59%
 

63%
 

62%
 

15%
 

19%
 

12%
 

2%
 

3%
 

9%
 

5%
 

3%
 

5%
 

10%
 

5%
 

6%
 

2%
 

2%
 

3%
 

0%
 

6%
 

4%
 

0%
 

2%
 

1%
 

36%
 

25%
 

27%
 

5%
 

8%
 

5%
 

5%
 

1%
 

4%
 

0%
 

2%
 

2%
 

5%
 

0%
 

2%
 

2%
 

1%
 

2%
 

7%
 

2%
 

5%
 

0%
 

1%
 

1%
 

C
eram

ic/porcelain tile  

M
arble 

Travertine 

G
ranite 

Slate 

Q
uartz 

H
ardw

ood  

Lim
estone 
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. Lin
ks to

 R
eso

u
rces o

n
 H

o
u

zz
H

ouzz is the easiest w
ay for people to find inspiration, get advice, buy products, and hire the professionals they need to help 

turn their ideas into reality.  

PH
O

TO
S 

FIN
D

 PRO
S 

B
RO

W
SE PRO

D
U

C
TS 

A
RTIC

LES 
Bathroom

 
A

rchitects &
 Building D

esigners 
Bathroom

 V
anities 

Bathroom
 W

orkbook 

Pow
der Room

 
C

abinets and C
abinetry 

Bathroom
 V

anity Lighting 
Bathroom

 M
akeovers 

¾
 Bath 

D
esign-Build Firm

s 
Tile 

Bathroom
 C

olor 

Kids’ Bath 
G

eneral C
ontractors 

Show
ers 

H
alf Baths 

M
aster Bath 

H
om

e Builders 
Bathtubs 

Bathtubs 

C
ontem

porary Bath 
Interior D

esigners and D
ecorators 

Bathroom
 Faucets 

Show
ers 

M
odern Bath 

Kitchen &
 Bath D

esigners 
Bathroom

 Sinks 
Bathroom

 Sinks 

Transitional Bath 
Kitchen &

 Bath Rem
odelers 

Bathroom
 A

ccessories 
Bathroom

 Storage 

 M
edicine C

abinets 
Bathroom

 V
anities 

Bathroom
 C

abinets and Shelves 
Bathroom

 Tile 

Bath Linens 

Toilets 

 Bidets 

U
rinals 

Bathroom
 Fixture Parts 

C
abinet &

 D
raw

er H
ardw

are 

34	


