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Introduction:

Builders Merchant Building Inde Builders Merchant
. IS TEEX Building Index Zeiael

)

ThisBuildersMerchantBuildingindex(BMBI)report containsdatafrom D ¥ \g@undbreakingBuildersMerchantsPanelwhichanalyseslatafrom over
80% of generalistd dzA f RS NIB Rsajésihiiolghout Great Britain D ¥ YBQiklersMerchant Point of Sale TrackingData sets a gold standardin
reliable markettrends. Unlikedata from sourcesbasedon relativelysmallsamplesor estimates,or salesfrom suppliersto the supplychain,this up-to-
date datais basedon actualsalesfrom merchantsto buildersand other trades L (itfe@&fore a very good proxy for housingRML

BMBItrend datais indexedon the 12 month period July2014to June2015 Themonthly seriestrackswhat is happeningn the marketmonth by month
and includesan in-depth review every quarter. Thistrend seriesgivesthe industry accesdo far more accurateand comprehensivansightsthan that
availableto other constructionsectors

MRAResearclproducesthe BuildersMerchantBuildingindex,a brand of the BMF,to communicateto the wider marketasthe voiceof the industryas
well as the voice of individual Expert Brands West Fraser (formerly known as Norbord), PavestoneUK Ltd, eCommonSenseBritish Gypsum,
Wienerberger Midland Lead,Polypipe, The CrystalGroup,KeyliteRoofWindows,HansonCement,Keystonelintels,Knauflnsulation,Dulux Tradeand
Lakes Thismonth we welcomea new Expertto the panet Mathew Whitehouse MarketingDirectorat BostikUKspeakingior Adhesivesaand Sealants
Meet the Expertshere andon pages20 to 34 of this report.

Recognitionfor BMBI

Oneof the aimsof BMBlis to reachacrossandbeyondconstruction L {in@isyndicatedo a growingnumberof trade magazinesn different sectorson
a regularbasis Outsidethe industry, economists banks,consultanciesinvestmentbodiesand the big accountantsregularlyrefer to it and BMBIis
referencedalongsidethe Office for National Statistics(ONS)data in the GovernmentDepartmentfor BusinessEnergyand Industrial Strategy(BEIS)
monthly constructionupdate. Fromtime to time, newsoutlets, includingthe BBCcontactBMBIExpertsand MRAfor commentaryon the industry.

More data available

ThisBMBIreport providesvaluabletop-levelindicesbut (i K S Nddgiigrablymore dataavailable GfKinsightsgo muchdeeperandincludesalesvalue
data. GfK can quantify market valuesand drill down into contributing categories.tracing product group performance,to focus on aspectsthat are
criticalto you.

GfKcanalsoproducerobustlike-for-like marketcomparabilitytailored to the requirementsof an individualbusinessAsmore merchantsjoin to submit
their monthly salesout datathe quality of this information canonly becomemore extensiveandrigorous Merchantsor supplierswho are interestedin
acquiringdataor gettinginvolvedshouldcontactEmilevander Rystat emile.vander-ryst@gfkcom.
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Trading day differences explained N

Builders Merchant

Building Index Zdinel

.a. L NBLRNIA GGNXOl OKIFIy3aSa Ay aSNDOKIydaQ LISNF2NXYIyOS paigifancHang@homA S (i &
we judge relative performance. More trading days in a month could boost total sales, whereas the level of sales a daymeatd b

{2 AdGQa dzaSTFdzA G2 faz2 akKz2g | @SNIF3IAS altSa || RI& & 2ncuilésStwohays fddther LI NB
particular period under review:
Direct comparison of sales indices: Average sales a day indices comparison:
Monthly:This Yearv Last Year P Monthly:This Yearv Last Year I~
November 2019 salesindices Biiees "‘mg;"m November 2019 Bifase "‘ﬁ:ggiﬂm
9 average salesa dayindices 9
November 2019 index v November 2018 index November 2019 index v November 2018 index
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The first of the two charts directly compares revenue in the two In the second chart, revenue has been divided by the number of
periods, regardless of the number of trading days. Total Builders trading days. In this example, revenue in November 2019 has been
Merchants sales (the red column) were 7.4% lower. divided by 21 days, revenue November 2018 by 22 days and the

results compared, showing a 3.0% fall in Total Builders Merchants
sales activity (the red column) stripped of trading day differences.

The charts provide two valid views of the same data. Direct comparisons (on the left) show what happened in absolute Qavebage sales a day (on
the right) enables trading day differences to be set aside.
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Overview and Insights

Emile van deRyst
Senior Client Insight Managefrade, GfK

Atthe endof Q2 2020the . dzA f NRechetSectorwascomingto termswith the initial fallout of the globalpandemicand
hadjust startedto re-open Fastforward ayearandthis W 2jéarde€from lastyearhasbeenreplacedby Q2 2021, the best
performing quarter on record Juneset a new record for sales,while April and May were the third and fourth best
performingrespectively Q2 figureswere around20% higherthan the highestpreviousquarter, whichwasQ3 2020

Theseastoundinggrowth figureshaveresultedin a yearto date growth of 49.2% againstthe first half of 2020 aswell as
growth of 13.5%when comparedto the sametimeframefor 2019 Thewell documentedsurgein housebuildingandbuying
has naturally played a key role, while the stock shortagesexperiencedacrossthe UK K | & gldwéd down market
performance

Whenreviewingcategoryperformance the growth seenin 2021 canagainbe traced backto the performanceof the core
categories,as hasbeenthe casesincethe first lockdown HeavyBuildingMaterials are up 40.4% againstthe first half of
2020 while alsoup 6.8% againstthe sameperiod of 2019 Timber& Joinery drivenby the surgein Timberspending,is up
74.0%and 28.9%respectivelywith Landscapingp 58.6%against2020and 41.9%against2019

In Junethere were fewer subcategoriego seerecord months, but someof the noteworthy onesincluded Blocks,Bricks,
Insulation, Lintels, SheetMaterials and Timber L Ga@aworth mentioning that none of the smaller categoriessuch as
DecoratingJronmongeryand Toolssawrecord monthsin June

Thesecondhalf of the yearwill be fascinatingto track Forecastsnadeduring2021are belowthe growth figuresseensofar

in 2021, but (i K S MBafEl expectationthat the market will start slowingdown due to a combinationof factors At the

forefront of these are the shortageof HGVdrivers,the end of the stampduty holiday and continuingstock management
challengesL (tiegefore difficult to predict how the remainderof the yearwill play out, but L Qswre that most peoplein

the. dzA f MefchNditSectorwould rather be challengeddy too muchbusinesghan too little.
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John Newcomb, CEO BMF M

Builders Merchants
Federation

“

Followingon from a strongfirst quarter, high levelsof constructionactivity were evidentthroughout the secondquarter of
2021

Provisionalfigures from the Office for National Statistics (ONS)show total construction output grew by 3.3% in Q2
comparedwith Q1 2021, with both new work (+3.9%) and RMI (+2.3%) increasing Total constructionnew orders grew by
17.6% comparedwith Q1 2021, recoveringto aboveits pre-pandemiclevel for the first time at +1.6% abovethe Q1 2020
level In contrastto the strongperformanceoverthe quarter,the ONSeported monthly constructionoutput fallingby 1.3%
in Junecomparedwith May, due to a declinein repair maintenanceand improvement (RMI) of -4.2% offset by a small
increasein new work at +H0.5% However this is not reflectedin the monthly salesfiguresreported within the BMBI

Returningto quarterly performance both the Federationof Master Builders(FMB)andthe NHBCeported record levelsin
domesticRMlandnew build homeregistrationsduring Q2.

FMBmembers predominantlySMEbuildingfirms, reported both currentworkloadsand enquiriesat their highestlevelsfor
adecade with 71%of builderssayingenquiriesfor future work were higherthan in the previousquarter. Themostnotable
increasesn current work camefrom thoseworkingin RMIwhere 5% reported Q2 2021workloadshigherthanin Q1.

NHBCdata shows Q2 2021 as the strongestquarter for new build home warranty registrationssince 2007. Quarterly
registrationspeakedat a 14 yearhigh of 46,452 homesashousebuildersand developersrespondto the strongdemandfor
newhomes

While the outlook is largely positive, the FMB State of Trade highlighted concernsover delaysin product supply, rising
material pricesand labour shortages Ninety eight percentof FMBrespondentsreported materialscostshad increasedin
Q2. With wagesand salariesalsoincreasing 80% had raisedtheir pricessinceQ1 with further increasesn all three areas
predictedin Q3.

Everyonereadingthis will be fully aware of the current disruption to the supply of building materialsand consequential
pricerises Theindicatorsfrom Y' S NJO K keyciisiofergroupssuggesthat demandwill continueat similarlevelsinto Q3
and the onusis on merchants, manufacturersand suppliersto work closelywith customersto plan and managesupplyto
keepprojectsontrack
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Quarterly Index and Categories

Quarter 2 2020* to Quarter 2 2021 Builders Merchan
(Indexed on July 2014 to June 2015) BUIIdlng Index

t

0

Timber & Joinery Products 10 78.0 1334 1254 1415 183.0
Heavy Building Materials 100 75.1 1199 106.8 113.1 136.3
Decorating 100 56.3 1085 995 101.1 112.2
Tools 100 41.0 944  90.7 99.6 103.0
Workwear & Safetywear 100 67.5 113.7 1133 117.3 103.9
[ronmongery 100 65.0 123.2 1126 119.3 133.8
Landscaping 100 138.8 1755 1121 1415 2375
Plumbing, Heating & Electrical jloe] 539 1046 116.0 1229 1186
Renewables & Water Saving 100 31.5 66.4 62.6 70.3 77.2
Kitchens & Bathrooms 100 484 1116 109.8 107.5 116.7
Miscellaneous 100 63.3 111.0 108.6 1159 119.2
Services 100 72.8 1159 107.3 1104 1279

*Click the web link below to see the complete series of quarterly indices from Q2, 2015.

4Sourc DFTYQa
Builders Merchants
Total Category Repo
July 2015 to June 2021

—
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Quarterly Index

Adjusted and unadjusted for trading days Builders Merchant
Building Index Zdinel

Total Builders Merchants Index v Total Adjusted for Trading Days Index

=@=Total Builders Merchants Index =®=Total Adjusted for Trading Days Index
160

150

140

130

zzz gw’\/\\ M

90

INDEX

80

Indexed on July 2014 to June 2015 ©BMBI 2021

70
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W4 Sourcry DFYQa
71414 Builders Merchants
Total Category Repo
July 2015 to June 2021

—
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Quarterly Index and Categories

Q2 2021 index Builders Merchant
Building Index Zdinel

)

Quarter 2 2021

Indexed on July 2014 to June 2015

©BMBI 2021
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{Sourcy DFfYQa
Builders Merchants
Total Category Repo
July 2015 to June 2021

—
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Quarterly Index and Categoried P

Quarterly indices Builders Merchant
Building Index Zdinel

W Q3, 2015
mQ4, 2015
mQl, 2016
=02, 2016 Quarterly Indices Q3 2015 to Q2 2021
mQ3, 2016
mQ4, 2016 240
230
mQl, 2017 220
mQ2, 2017 210
200
mQ3, 2017 190
B Q4,2017 180
170
mQl,2018 160
mQ2, 2018 150
140
®Q3, 2018 130 ]
m Q4, 2018 a 120 - g ||
= 10 ] = | 11 el
1,2019
"Q 100 - Jr-ﬂ.—
02,2019 90 L
80 —
Q3, 2019
70 —
Q4, 2019 60 .
Q1 2020 50 —
40
Q2 2020 30 ©BMBI 2021
Q3 2020 Total Builders Timber & Joinery Heavy Building Decorating Tools
Q4 2020 Merchants Products Materials w4 Sourc DT Y Qa
11} \€ Builders Merchants
Q12021 Total Category Report
Q2 2021 July 2015 to June 2021

‘ Contents www.bmbi.co.uk info@bmbi.co.uk @theBMBI


http://www.bmbi.co.uk/
http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
https://twitter.com/thebmbi?lang=en-gb
https://twitter.com/thebmbi?lang=en-gb

Quarterly Index and Categorie®

Quarterly indices
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INDEX

Builders Merchant

P ™

Building Index Zdinel

Quarterly Indices Q3 2015 to Q2 2021

©BMBI 2021

Total Builders
Merchants

Workwear &
Safetywear
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Quarterly Index and Categorie8

Quarterly indices

mQ3, 2015
mQ4, 2015
mQl, 2016
mQ2, 2016
mQ3, 2016
mQ4, 2016
mQi, 2017
mQ2, 2017
mQ3,2017
= Q4, 2017
= Qi, 2018
= Q2, 2018
mQ3,2018
= Q4, 2018
®Qi, 2019
Q2, 2019
Q3, 2019
Q4, 2019
Q12020
Q2 2020
Q3 2020
Q4 2020
Q12021
Q2 2021

INDEX

240
230
220
210
200
190
180
170
160
150
140
130
120
110
100
90
80
70
60
50
40
30

Builders Merchant

Building Index

Quarterly Indices Q3 2015 to Q2 2021

©BMBI 2021
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Merchants Saving Bathrooms

‘ Contents www.bmbi.co.uk info@bmbi.co.uk @theBMBI

P ™

{Sourcy DFfYQa
Builders Merchants
Total Category Repo
July 2015 to June 2021

—


http://www.bmbi.co.uk/
http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
https://twitter.com/thebmbi?lang=en-gb
https://twitter.com/thebmbi?lang=en-gb

Quarterly Sales Indices

Adjusted and unadjusted for trading days Builders Merchant
Building Index Zdinel

)

Quarterly Indices: Year on Year
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Quarterly This Year v Last Year

Q2 2021 sales indices Builders Merchant
Building Index Zdinel

)

Quarter 2 2021 index v Quarter 2 2020 index
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Quarterly This Year v 2019

Q2 2021 Asear sales indices Builders Merchant
Building Index Zdinel
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Quarterly Quarter on Quarter

Q2 2021 sales indices Builders Merchant
Building Index Zdinel

Quarter 2 2021 index v Quarter 1 2021 index
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Expert Panel
Wood-Based Panels West Fraser

(Part of Timber & Joinery Products)

Formerly known as € Norbord

Make t better

Simon Woods, European Sales Marketing & Logistics Director West Fraser (formerly known 1
b2ND2NRUO A& . a. B&BadPanEl$JSNI F2NJ 222R

As salesthrough UK. dzA f ReScNant&continueto grow strongly acrossall timber products, the sectoris challengedto
supplythe increaseddemand With Covidrestrictionsbeinglifted and a worseningpicture on the haulagefront, the second
half of 2021 couldbe more challenginghan the first.

Asrecently reported, the UKhasa 60,000 HGVdriver shortageand this position is mirrored in mainland Europetoo. With
almost50% of UKdriverscurrently over 50 yearsold, a backlogof 28,000 HGtestsandan estimated12,000 EUdriverswho
havereturned home dueto Covid/Taxhanges; our industryis facingthe veryreal probability of goodsnot beingdelivered
Asanindustry,buildingproductsneedsto reviewits processedo understandhow we canmove productaroundthe country
more efficiently ¢ fewer drops (time stealers) maximisedpacksizes(load utilisation) etc. We shouldconsidera & & K& Iy'y[ 1 4
exercisewith allinterestedpartiesrepresented

Most timber products are in high demandand will be for the foreseeablefuture. One of the reasonsfor this increasing n Mo s t_ t '
demandis the sustainabilityof wood andits positivecontributionto reducingthe climate crisis Woodfrom managedorestry products are in high
actuallystorescarbonasopposedto emitting it: astrees grow, they absorbCQ from the atmosphere Asa rule of thumb, a demand and will be
cubicmetre of wood holdsthe equivalentof arounda tonne of absorbedCQ (dependingon the speciesof tree). Aswe use for the foreseeable

thesetreesandreplant more, the removalof CQ continues,makingtimber productsCarbonNeutral future. One of the
Thereis a strong move from many architectsto dramaticallyincreasetheir use of wood and return it to be the primary ) reaspns for this )
building material in construction Not only does wood remove more CQ from the atmospherethan it adds through increasing demand is
manufacture,but by replacingcarbonintensive materialssuchas concreteor steel it doublesits contribution to lowering the sustainability of
CQ. Asasector,. dzA f Re3cNantQare alsotaskedwith reducingtheir carbonfootprint. Drivingthe use of wood-based wood and its positive
products is a way to play a large part in the movement towards sustainablebuilding and reduce the impact of the contribution to
constructionprocesson our increasinghffragile climate. . .
reducing the climate

Crisis.o
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Expert Panel -
Natural Stone & 1 PAVESTONE

Porcelain Paving

(Part of Landscaping)

YNBaAGIE 2AffAlFLYaxX alyl3IAy3d 5ANBOG2NI t I @S
Porcelain Paving.

Themarkethasslowedbut A s@) &usy,althoughmore manageablybusy. Comparedo the first quarter of 2021, the end of
Q2 sawa noticeabledrop in demandasthe lifting of restrictionsmeanshomeownerscanspendtheir moneyon goingout and
holidaysagainrather than on homeimprovements

Most contractorsare bookedwell into 2022 but fulfilling their ordersis a challenge ¢ K S NiFofdi uncertainty around
productavailabilityand cost Shippingcostshaverisento $7,000a container,andA (ild@king highlylikely containerrateswill
hit $10,000 before the end of the year.

With spaceat a premium, the industryis havingto rethink what getsimported. Eachshipmenthasto be popularproductsor
corelinesq i K S N&dp# for specialistand nicheitems. Arrivaltimes are hit and miss,but once containersget to the UK,
port congestionand a lackof hauliersmeansit cantake up to two weeksto get product offloadedand awayto merchants It
usedto taketwo days

High demand is pushingup prices 2 S Q €e8n prices rise every month since March, which makesit more difficult for
contractorsto quote for a job asthe costsgo up so frequently. To mitigate the problem, many contractorsare pushing
consumergo buy their own paving Thisoffers merchantsthe opportunity to highlightthe featuresand benefitsof different
productsandintroduce premiumoptionslike porcelain,which canbe cheaperthan sandstoneandavailable

Where the market goesnext remainsto be seen Most likely is a slow down in demand,as material costsand availability
problemsput customersoff committingto new projects

With India maybeon the cuspof a third wave A (in@rd to know the impact on sandstoneimports. Therewill alwaysbe a
marketfor sandstoneput porcelainhasshownitself aworthy alternativefor both traditional and contemporarystyle paving
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Expert Panel
Adhesives & Sealants

(Part of Decorating)

G2NJ I d

&
(@

al lKSg 2 KAGSK2dzaSs al NJSGAy3 5AN
Sealants.

Aswe enter the secondhalf of the year,the momentumin the industryshowsno signsof slowing Businesgonfidenceis high
with the latest economicforecastspredictingthat UK constructionactivity will surpass2019 pre-Covidlevelsby early 2022
fuelled by greaterpublic sectorinvestmentin education,health andinfrastructure

Unlike in Q1, 4 S QMo starting to see more activity taking place in branch, with merchants keen to discussnew
merchandisingand POSopportunities Alongsidethis, many customersare continuingto work on improving their online
presence,with requestsfor better imagery,videos and userfriendly descriptionsbecominga regular occurrence Thisis
something Bostik welcomes,and A (ifélrdto say the pandemichas been a wakeup call for those who have previously
neglectedtheir online activity. fiThe biggest

challenge currently

While there are manyreasonsto be cheerful,there are still challengesahead Thebiggestchallengecurrently facedby most .
Y 9 99 9 Y y faced by most in the

in the industryis securityof supply Rawmaterialshortagesparticularlythose sourcedfrom overseasare limiting availability

for some products and putting pressureon Y |y dzF | CodstfadeTo Reep disruption to a minimum, A (ivie that industry is security
communicationlines between supplier and distributor remain open, especiallyif i K S M&y @ajor changesin end user of supply. Raw
demand material shortages,

particularly those

AlthoughA inBt&omethingg S Qald&ently experiencinga shortageof common constructionmaterials- timber, plaster,
sourced from

steeletc. - couldaffectthe viability of plannedprojectsgoingahead,which couldhavea knockon effect for manufacturersof

light sideproducts overseas, are limiting
availability for some
As we (hopefully) enter the post-Covidlandscapewe need to remain agile in the face of an everchangingregulatory products and putting

framework that, until now, has lacked real guidance New rules, suchas UKCAmarking brought about by Brexit require
significantinvestmentand resourceto ensure packagingstocksare stable and customersremain compliant Thoseg K 2 Q @
takenearlyactionwill standto benefitwhenthe rulescomeinto place

pressure on
manufactur
baseso
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Expert Panel y’
Bricks & Roof Tiles Wienerberger

(Part of Heavy Building Materials)

KevinTolsor= / 2 YYSNODAIf S5ANBO0O2NI 2ASYSNDHSNASNI |

Fewin our sector could have predicted the rollercoasterride that g S Qall Seen on sincethe first lockdowna year aga
However,aswe enter the secondhalf of 2021, the outlook continuesto be a positiveone.

Datafrom the Officefor NationalStatisticsshowedthat constructionoutput in GreatBritainfell 0.8%in May 2021, following
a0.7%declinein April. However,overallconstructionactivity in Juneexpandedat its fastestpacesinceJunel997.

Many manufacturersin the constructionsectorhaveseenhigh demandand are workingwith stakeholdersup anddown the
supplychainto ensurethat we maintainthe positive momentumthat hasbuilt up in recentmonths. RMIwork continuesto
be a driver for growth. Researchsuggestshat householdshave savedconsiderablesumsduring the pandemicand g S Q N
seeingthem investthat backinto their homes

Oneof the biggesthurdlesthat all industrieshavehadto manageis the shortageof heavygoodsvehicledrivers Basedon a

surveyof its members,the RoadHaulageAssociatiorestimatesthere is now a shortageof more than 100,000 driversin the iOne of

UK,out of a pre-pandemictotal of about 600,000. Othertradesare alsosuffering,with the new build market affectedby the _ hurdl_es that all
availability of bricklayers Aswe emergefrom lockdown,we are alsohavingto contendwith increasednumbersof people industries have had
being W LIA vy $h® RHSCovid19 app havingto selfisolate Although this is moderating, it all makes planning and to manage is the
consistencyf performancemore difficult. NeverthelessA UaQignificantstepforward from wherewe were in Q2 lastyear. shortage of heavy

At Wienerbergerwe are alwayslookingto the future. The extreme heatwavesand flooding that has been experiencedin gqods Vehlde,
recentmonthsin our globalmarketsreally highlightthe importanceof lookingafter our planet L (b&efigreatto seesomany driver S e t
within our sectorstart to take positive stepsin the right direction. Momentum s only just beginning,but over time will no Haulage Association

doubt bring significantchange estimates there is
now a shortage of

more than 100,000

drivers i
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Expert Panel - .
Civils & Green Infrastructul® Polypipe

(Part of Heavy Building Materials)

SteveDurdani 2 f f | YO &3 al ylF3Ay3d 5ANBOG2NI t2f @LIAL
Civils & Green Infrastructure.

Supplyissueshave dominatedheadlinesacrossthe quarter again,and with demandshowingno signof slowing,supplywill
continueto challengebusinessesegardlessof sizeand sector. GivensuchexceptionalcircumstancesPolypipe,alongwith
other like-mindedsuppliers,is doingwhat it canto maximiseoutput and provide customerswith regulartrading updatesand
deliveryforecastghat are asaccurateaspossible

Fluctuationsin demandare nothing new. What is different now is that rather than being limited to a particular sector or
sectors,we are seeingthe whole industry light up. In normaltimes (i K I aini@ehallengeto have Today,with COVIDstill
imposingrestrictions,with congestionat ports, and with globalmaterialand containershortagesit is extremelyfrustrating.
Furthermore,with stronggrowth forecastwell into nextyear,there will be no quickturnaround

COVIDstill has the power to disrupt, So we remain vigilant as new variants continue to threaten. But A (igQail to see a AGl

gradual,albeit cautiousreturn to conventionalpractices . 0. 9 & | l. y

evidence is emerging
Globally,greater evidenceis emergingabout the impact of climate change The| b ®admarkclimate report, published about the impact of
aheadof the COR6 summitin Glasgowlater this year, statesthat all countriesmust producetougher climate plansto limit climate change. The
the increasen globaltemperatures UNG® s | and
TheD 2 @ S NJ/ t6ighgoiniRgEnvironmentBill is a generationalshift in legislationtargetedat protectingandimprovingthe climate report, states
y | i AeBojbgy@ndresiliencein the faceof populationgrowth and climate change Currentlyin the Houseof Lordsthe . A f € that all countries

legally binding changeswill impose specificregulationacrossa wide range of environmentalmanagementfrom chemicals must produce
andair quality to, perhapsmost critically,water. Fromnow on, water companieswill be requiredto publishplansto preserve

water resourcesaswell astheir plansfor improvingoveralldrought andflood resilience tougher climate

plans to limit the
Rethinkinghow we manage,use and reuse water will be at the heart of achievingour climate goals The Bill should be a increase in global
catalystin drivinga more creative,forward-thinking approachto constructionwith greatercollaborationat the earlieststage temperatu
in a project deliveringmaximumbenefit to individualsand communities
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Expert Panel
Steel Lintels

(Part of Heavy Building Materials)

W Keystone

LINTELS

5SNNA O] aOCINIIFIYyRXZ alyl3Ay3a 5ANBOG2NI YSe
Thehousebuilding sectorplaysa key role in supportingthe economicrecovery However,asdemandhasincreased supply
constraintsare pushingup price inflation. Houseprice rises,temporarily fuelled by stamp duty cuts, will seethe speedof
growth slow but stay strong Theimbalanceof demandversusnew propertiescomingto marketwill keephousepriceshigh
in the comingmonths While positive,we shouldbe concernedabout escalatingnaterialand labour costs,which mayhavea

hugeimpacton the continuationof plannedprojects

Sincelastautumn, current steelshortageshaveseverelyrestrictedthe volumesof steellintels availableto the market Having
said this, we canreport that in Q2 2021 Keystonedeliveredvolumesin line with those in the same period during 2019
although supply may not have been as smooth as it was before the pandemic All businessesare havingto manage
stampedingdemand,continuingrisksof Covid19, labour availabilityshortages and staff deservinga well-earnedstaycation,
or a trip to somewhere W 3 NBESpsakingfor ourselves,Keystonehas continued to enforce full Covid19 precautions
regardlesofthe 3 2 @ S NY/ QulBahcetd daserestrictions

We expectQ3 2021to continuein the samevein asQ2. Availabilityof steelwill still be on restrictedsupply,and allocationof
finishedgoodsanddeliverywill be on extendedleadtimesandbe at times quite bumpy! Priceswill remainat historicallyhigh
levelsin the mediumterm, and with other building materialshavinghad further recent price increaseswvill steelpricesrise
again?Demandfrom heavyusersof steelin the automotivesectoris addingfuel to the fire.

On a very positive note, we can a}ll focuson thg sensibleFabricFirstapproachwhich is championedby the Future Homes
Standard Innovationisone of Y S & & (i @®ryfeBsfo@esand we are both excitedand passionateabout the de-carbonisation
agenda
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Expert Panel ) o
Drylining Systems British Gypsum

SAINT-GOBAIN

(Part of Heavy Building Materials)

{GFOSe ¢SYLINBftfts alFNJSGAYT 5ANBOG2NI . NR (A

Ourmainfocusthroughoutthe secondquarter wastacklingthe ongoingmaterialsshortagethat is currently consumingthe
constructionindustry. Rawmaterialshavebeengrowinglyscarceand A Uik thesechallengeswill continueoverthe coming
months Thishashad a profound impact on constructionproduct availabilityand costs,causingorder backlogsand driving
costincreases

With high levelsof activity acrossthe constructionindustry and suppliersstrugglingto meet demand, manufacturersand
constructionpartnersarefindingit difficult to maintaintheir usualservicego buildingclients

British Gypsumhas been no exception,and we havefelt this strain acrossa number of our product ranges For example,
paperliner usedin our GyprocPlasterboardrange hasbeenin limited supply,and PIRinsulation producersfor one of our
GyprocThermalLaminatesare experiencingncreasinghhigh pricesfor the raw materialsrequired Theshortageof steelhas
alsoled to the depletion of buffer stockwe typicallykeepin our supplychain,and steelsuppliesare likely to be difficult for
sometime.

To help, we have introduced an allocation systemto ensure fair distribution of materials among our valued partner
construction customersand managethe volume of product requirements We continue to work hard on our mitigation
strategyto increasesupplylevels,whichincludessecuringmaterial suretyfrom someof our suppliers

We hopethat in quarterthree theseshortageswill beginto stabilise,and materialswill becomemore readilyavailableacross
the industry. Until then, we will work closely with customersand supplier partners to obtain regular, accurate and
transparentinformation throughoutthe supplychainto aid communication

Despitecurrent project delays,s S Qchdfidentthat the constructionindustrywill continueto thrive and recoveronce stock
beginsto increaseagain Throughoutquarter three, we look forward to seeinggrowth in the constructionsectordespitethe
substantialchallengesof the pastyear, and look forward to the positive legacywe will create by building great spacesto
work, restandplay.
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Expert Panel
Mineral Wool Insulation

(Part of Heavy Building Materials)

knauf

bSAf | I NENBIF @gSaz 5ANBOI

Mineral Wool Insulation.

al yI 3Ay3 2NJ YV dzF

Lastquarter| wrote about marketchallengesn the faceof soaringdemandfor constructionmaterials Thatdemandis still sky-
high, as evidencedby the latest BMBI figures, but the samefigures show a levelling off comparedwith previousmonths
Industry forecastssuggestii K | rintth&causethe economyhas finished bouncingback Rather,supplyissueshave become
strongerheadwinds

Merchants face difficulties sourcing many materials, and unfortunately insulation A & yiniine The causeshave been
describedasa perfect storm of disruption ¢ with lockdownsthe Suezblockageand Brexitamongthem. Now we canaddthe
! Y Qaulier shortageto the list of reasonsg S QeXjieriencingsome turbulence, even for materials where stocksremain
abundant

The problem is acute, with the RoadHaulageAssociationestimatinga current shortfall of 100,000 HGVdriversin the UK,
combininga historicdeficit with a more recentexodusfrom the industry. Governments takingactionto dealwith the backlog,
includingfast-tracking new driving licenses but there are no quick fixes and we should anticipate continuing disruption for
sometime to come

Sowhat can be done to reducethe risk of sitesshutting down? As ever, part of the answerlies in effective partnerships
Merchants,their suppliersand customersneed to work together to make more efficient use of the HGVcapacitythat is
available Equal measuresof collaboration, creativity and patience will be required to optimise ordering and delivery
scheduleswith closecommunicationthroughout

At Knaufinsulation,g S Qf@rtBer optimisedthe compressiorof a rangeof products, meaningwe canfit 15% more product
perroll and 25% more slabsper palleton averageyed ucingtAhe nymberof lorry movementswe need Thatg 2 yb@an option
for everymanufacturer,but A Ga@rdely reminderthat (i K S NilBa@sinore that canbe done.

As the sayinggoes,A (iaf wind that blows no good If haulageconstraintsresult in more efficient use of distribution
networks and fewer road miles, ¢ S @it © 2 y & (i NJdathdnerissions A necessarypositive and permanentchangefor
whenthe wind is at our backsoncemore.
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Expert Panel EEEH
Cement & Aggregates ans;on

(Part of Heavy Building Materials)

|l YRNB S {AYLHA2YZ tI O1lSR tNRRdzOGAa 5ANBOG2N]
Cement & Aggregates.

Strong demand from all market sectors- from home improvementsright through to new build and infrastructure - is
continuingto drive cementandaggregatesalesgrowthin Q2. We R 2 yegbéctanylet up until Q1 2022at least

Accordingto the Mineral ProductsAssociation(MPA),constructiondemandfor mineral products rose sharplyin Q2 with
mortar salesrising at the fastestrate, up 21.2% on Q1. Asphaltvolumesrose 4.5% to over 6 million tonnes ¢ the second
highestsalesquarter since2008 Demandfor readymixedconcretealsocontinuedto recover,althoughvolumesare behind
2019averages

Cementmanufacturershave been producingas much product asin previousyears,but bulk and baggedcementand some
aggregateshave been on allocation throughout Q2. This has ensuredthat available products are distributed fairly and
equitablyto customers,and addedstability to the supplychain Demandcontinuesto outstrip supply,sothere is significant
pressureon suppliers If forecastshold true, we could be lookingat a pinchin cementand aggregatesuppliesfor the next
three to four years

Shortage®f materialssuchassteelandtimber makesthingsworse 2 S Gfill be feelingthe ripples of these shortagesn six
monthsasstartsand completionsof civilsand groundworkprojectsare affected Shortageshouldeaseoverthe summerfor
productsmade in Britain However,the MPAwarnsthat for imported productslike steeland timber, disruption and price
inflation couldlastmuchlongerasthey effect the availabilityof packagingandpallets

Asa nation, we are too reliant onimports. With freight costscontinuingto spiral,we needa strongerUKmanufacturingbase
to gaincontrol of the supplychain Thatsaid, movinggoodswithin the UKis alsodifficult asthe availabilityof hauliershas
becomea national problem 2 S Q@$15,000 Europeandriversdue to Brexitand 30,000 driversdue to Covidtests, which
hasintensifiedthe shortagesL (aQeifectstorm of delaysimpactingprojectsthat add significantunbudgetedcostsasprices
risewith extremedemand

with O 2 v a (i Nie@difdr Bayil@y@and drivers pitted againstrecord demandfrom supermarketsand online giants like
Amazonwho can pay more to maintain their supplies,A (iaG#iuggleto compete Manufacturersand suppliersare at the
mercyof hauliers,andthe Governmentmustinterveneto help endthe disruption
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Expert Panel

Lead
(Part of Heavy Building Materials) M |d I O n d LeCId
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Thelast few months have seencontinued growth in the constructionsector, but high demandis in stark contrastto staff
shortages|ogisticsproblemsandprice fluctuations

Our industry is still in a transitional period and no companyis unaffected 2 S Q @<® yet to see the full impact of the
widening gap between demand and supply, with staff shortagesin manufacturing,constructionand retail, and a lack of
driversin distribution companies

Brexitwasa hugedisrupterin the distribution of raw materialsanddeliveryof products,but that hasnow settleddown aswe
have all got to grips with the additional legislation and paperwork However, we are still reacting to unforeseen
circumstancesuchasthe ping-demicthat recently affectedworkforces Coupledwith O 2 vy & (i Nlizd-dokungnedskills
shortagethis is extremelytesting.

It is reported that the UK needsan additional 100,000 drivers, and the whole supply chainis affected We R 2 yhéMé a

problem sourcing raw materials (lead), but our sector is moving towards its busiest quarter. Logistics companies,
manufacturers,customers,and end-usersall needto work closelytogether, and communicateeffectively,to mitigate the

challengeghat we will be facingfor sometime to come

Midland[ S I $al@sare alsocontinuingto increase andwe expectwe will havea goodyearno matter what is thrown at us.
Many of our customersare in the sameposition But housebuildersand main contractorsare still trying to drive pricesdown
whenthey knowthat material pricesarerising,and deliveriesare delayed

Thereis little we cando in the short term about distribution problems,but we can keep customersupdated, so they can
updatetheir customers Shortterm the focusis on beingagileandresponsiveandworkingtogetherto keepthe supplychain
moving However,companiesnust keeplookingat the longterm and havea solid businessstrategythat keepsthe future in
focus
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Expert Panel crystai] \\/:
PVCU Windows & DOOIS w1 croce ‘JA\\W

(Part of Timber & Joinery Products)

YSOAY a2NHIYZ DNRdzZL) / 2YYSNDALFf S5ANBOG2NI ¢
PVCU Windows & Doors.

We are finally seeingwhat may be a plateauin the market but demandis high. Comparedo 2019 window and doors sales
are very strong Forexample,/ NE & @l Ipdrf@mancewas30% up comparedto the sameperiodin 2019 and Q2 was 21%
up on Q2 2019 Conservatoriesand windowsand doorsfor outbuildingsare very popularfor extralivingandworking spaceat
home.

The Q1 supplyissueshave easedand getting the materialswe needis lessof a concern Steel(for locksand hardware)and
door slabsare still causingheadachesdue to ongoing global shippingissues Getting reliable delivery dates for them is
particularly problematic The upshot of high demandand tight supplyfor materialsis that pricesare increasingand g S Q @
recentlyseena significantdoubledigit jump in the costof profiles. Ultimatelythe end userwill bearthe brunt of the increases iThe upsho

whichmayimpactfuture sales demand and tight

Currentleadtimes are four to sixweeks,whichis a manageableorder book L (iafefficient model for doing businessand we supply for materials

hopethe industrywill stickto it in future, rather than return to a raceto the bottom to be cheaperandfasterat the expense is that prices are

of quality. i ncreasing
recently seen a

To keep orders rolling, we are running production 18 hours a day and upskilling our twilight workforce, so they can significant double

manufactureduring the night. Recruitmentis difficult and i K S MIt®#churnindustry-wide in the jobs market, makingit

tricky to recruit andretain the staffwe needfor the extraproduction digit jump in the cost
of profiles.

Retailchannelshavebeenbusy,but this pastyearfeelslike a missedopportunity for 6 dzA f rReScNdtSo capitvaIiAseon the Ultimately the end

boom in window sales Historically,long and complexquote processeaneant conversionrates from 6 dzA f &hguiNi&>&o user will bear the

merchantswere very low. By closingthis gap, the CrystalWindow Centre pilot programme,which puts a windows trade
counter with specialiststaff on branchpremises,convertsenquiriesinto salesso merchantsprofit directly from the uplift in . brunt of t_he
demand increases which may

impact future sales.o
We expectsalesto slowin Q3, but for now A (lal@andsto the pump to get through the orders on the booksin this most
buoyantof years
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Expert Panel
Paint

(Part of Decorating)

PaulRougha ¢ N} RS aSNOKFIyda {IfSa
Q2 wasreally quite dynamicwith manufacturingacquisitionsalongsidea number of merchantacquisitions Thatinstils some
much-neededconfidenceinto a market that, asin Q1, continuedto feel the impact of extended product lead times, raw

materialand packaginghortagespn top of increasedshippingandfreight costs

In addition to supplyissuesthere is a need for more skilledlabour compoundedby a large number of EasternEuropeans
returning home after Brexitand lackof work during Covidlockdowns

Tradepaintsdemandis strong, howeverthere is mixedfeedbackfrom paint applierson their work pipeline. Somehavemany
months,othersa coupleof weeks In June the ping-demicimpactedappliersunableto enter O f A &omiésa Q

Theendingof the stampduty freezehelpeddrive housepricesup by around9%overthe last 12 monthsaccordingto several
sources A healthyhousingmarketdrivesadditionaldecoratingwork.

At the mid-yearpoint, the Tradepaint marketis some2m litres above2019 Thisis below forecastbut is likely due to supply
constraintsacrossthe industry. However,volumesare significantlyhigher than this time last year when merchantsand
applierswere still trying to adaptto tradingin a Covidworld.

Q2 is the peaktime for paint, particularlythe exterior category,but the first six months show a significantslowdown We
R 2 ybélidvethis underindexingagainstthe overallmarketis weatherdriven as Q2 wasbroadlycomparableversuslastyear.
More likelyit isjobscarriedout in 2020that havebeenbrought forward.

Tintedpaintis animportant categoryin the Tradepaint market It accountsfor 25% of TradeMarket volume,but asmuchas
50% of value In contrast,within the retail channelonly 8% of volume comesfrom tinted paint. Colouraccuracyto the colour
chipis areallyimportant factor for appliers So,for merchantswho havetinting machinesR 2 yb@alfraid of colour. Bereally
familiar with what you can offer. Keepthe tinting machinesin good working order. If you showcasecolour and drive new
footfall into store, there are good marginsto be had.
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Expert Panel
Roof Windows

(Part of Timber & Joinery Products)

keylite. {4

Roof Windows

JimBlanthornea I Yy 3Ay 3 5ANBOG2NI 2F YSe@tAlS wz22F
Anyonewho hopedthe challengedacingour sectorwould disappearduring Q2 will havebeendisappointed Throughoutour
industry,we continuedto seestrongdemandwith exceptionaraw materialsupplyissues

Salegperformancein the quarter wasconsistentlyhigh,aheadof lastyearfor obviousreasonsbut alsowell aheadof forecast,
driven by strongdemandfrom new build and RMI Theclockwastickingon UKGovernmentstimulusof the property market,
prompting property transactionsat their highest level since the 2008 financial crisis and extraordinary demand on the
constructionproduct sector. Earlyin the quarter, the Republicof Irelandendedthe lockdownof all but essentialconstruction
activity allowinga welcomerecoveryin volumesfrom this market

Thehealthysalesvolumeput yet more pressureon an alreadystrainedsupplychain Theroof window categoryhasa relatively
long supply chain and exposureto a truly global marketplace Thisbrought challengesincluding Covidcapacityreductions,
shippingdelaysand commoditiesin high demand,suchas timber and electronic chips, which were diverted to whichever
market waswilling to pay the highestprice. None of the broad range of materialsusedin the manufactureof roof windows
havebeenimmuneto supplydisruptionthis year. Meanwhile the substantiaimaterial costinflation we referencedastquarter
gatheredpace putting an unsustainablesqueezeon margins Unfortunately,with supplier Summershutdownslooming and
consumerconfidenceremaininghigh, normality looksunlikelyin the nearterm.

So,we hearof supplyissuesncludingproduct allocationsand extendedleadtimes. Hereat Keylite,our operationsand supply
chainteamswork incrediblyhardto keepnew stockarriving,usingour relative agility to largelysheltercustomersfrom these
measuresWe continuewith our WA y @3 & & fsdte@yfor raw materialsandfinishedgoods Thishasenabledusto weather
the disruption and continue growing The significantinvestmentswe made in factory capacityin recent yearshave proved
invaluablein reducingreactiontime while alsoautomatingprocesseso ensurethe highestlevelsof safetyandquality.

We will continueinvestingin both stockand manufacturingcapacityto supportour customersin advanceof what we expect
to be a strongsecondhalf.
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Expert Panel D
Shower Enclosures & Showering

(Part of Kitchens & Bathrooms) LAKES

aAhO]l 9QlIyaz hLISNI A2y A
Shower Enclosures & Showering.

SANBOG2NI [1Sa Aa

Halfwaythrough 2021, there are manyreasongo be optimisticfor internaltrades

Consumerresearchpoints to the home improvementtrend gathering pace for internal trades A report on Insight DIY
suggestdhat two thirds of UKhomeownersare planninghome makeoversn the next year, with a new bathroomthe top
choicefor 32% Peoplewant more andbetter spacesn their homesandthis isdrivingthe RMItrend.

The Bankof Englandsayshouseholdshave accumulated£260bn in their savingsaccountssincethe start of the pandemic
Accordingto the researchcommissionedor VolkswagenCommerciaMehiclestwo thirds of homeownersare planningto
spendup to £13%bn of this next yearon improvingtheir home. Savingsand intentionsto spendare distributed unequally
thoughasthe pandemichasincreasedhe divide betweenthe Haveswvho are drivinga growingmarketfor premium products
and highquality improvements andthe HaveNots,homeownerswhoseoutgoingsleavelittle room for suchspending

However,meeting strong demandfor bathroom installationsstill comeswith its challengesAccordingto the BIKBBlalmost
half of installers (47%) have had to canceljobs due to being pinged by the NHSCovidapp. The Augustchangesto self
isolationrules shouldput an end to the W LI*dghicand those unexpectediosses as order booksfor the remainderof the
yearare lookinghealthy.

Shippingproblemsare still prevalent Aworld economysynchronisedy Covidis expandingdrivingdemand- and shortages
for homeimprovementand constructionproductsworldwide. Componentsomingfrom Chinaor the FarEastare affectedby
port congestionat both endsof the journey,and by containershortagesandincreasedreight prices Delaysand extra costs
arelikelyto castashadowoverthe A y' R dzietoNéy@ell into the Autumn

With the re-introduction of stampduty, more peopleare likely to chooseto improvenot movein the secondhalf of the year.
Thesecustomerswill be researchingonline before they buy, so A Uifgbrtant to have a strong digital presence,and a
personableshowroomexperienceto ensurehomeownersgetthe productsthey want.
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Expert Panel
Website & Product

eCommonSense

Data Management Solutions

Andy Scothern Managing DirectoeCommonSensé a . a .

LQa

Website & Product Data Management Solutions.

Asthe country emergesfrom lockdown,0 dzA f rRefchiRtstlacesomedifficult digital dynamics

1.

Buildingmaterialssupplyshortagesare causingmanyto puzzleover how bestto respond A commonstrategyseemsto
be to reducedemandby limiting salesby prioritising certain customergroups(retail and DIYfor example)over others. In
many cases website saleshave been limited by removing certain products Merchant staff then spendtime trying to
acquiremore productsand maximisesupply.

Many haveput the brakeson their online saleschannelor postponedtheir moveinto eCommercelnevitablythat leadsto
missedsalesand lower profits. At best, existingcustomerswill be lessunhappy At worst A (laQRortterm strategywith
far-reachingconsequencesOnline saleschannelsoffer the potential to increasesalesand reduce the time to serve
customers Thiseffectivelyfreesup employeetime to work on supplyproblems

Similarto Amazon,ManoManag the online building materials platform with a focuson DIY,decoration,and gardening
materials, has raised €300 million to grow in the UK How big a threat to merchantsthat is dependson how deeply
i K S &o@dtledeCommerceanddigitalisationin their businesses

Merchantswho are unableto sellonline,or R 2 yh@viéa strong online offering will be unableto sellon ManoMana As
suppliersrecognisenow important onlineis becomingA (r&@sonabldao expectmanyto link with ManoManoandcut less
effective non-digital merchantsfrom their businessplans Themarketis booming,but merchantsshouldnot delaytheir
online launchesasthis leavesthem vulnerableto this emergingthreat and opportunity.

Cyberattacks are increasing A recent hacking attack on one of our clients was identified as coming from Russia
Fortunately,our team was able to neutralisethe threat, but merchantsneed appropriate securityand a team that can
identify andrepel attacks

Thisis worrying for merchantswho don't investappropriatelyin digitalisation,but a huge opportunity for those who do.
Whenisthe right time to digitaliseyour businessAnswer 20 yearsago,but if youdidn't startthen, startimmediately!
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Monthly: Index and Categories P e

June 2020t June 2021 Builders Merchant
(Indexed on monthly average, July 2044une 2015) BUIldlng Index “

2020 2021

Total Builders Merchants 121.4 | 131.9| 113.3| 128.7 | 126.4 123.5 100.7 | 109.4 | 1519 | 150.6 | 141.4 | 157.1

0]

100 126.7 1403 1206 1393 1411 1399 952 1200 1288 1757 1763 173.2 199.6
Heavy Building Materials 100 1164 1256 108.6 1254 1228 1194 781 959 1020 1413 1374 1286 1428
Decorating 100 944 1124 1001 1131 111.7 1105 76.2 858 957 121.7 1132 106.5 116.7
Tools 100 79.3 99.0 858 985 101.0 100.0 70.9 844 93.7 120.8 110.7 98.2 100.2
Workwear & Safetywear 100 98.2 1317 984 1111 1252 126.7 879 1223 111.3 1182 104.0 958 111.8
[ronmongery 100 108.8 128.7v 1136 1273 1273 1229 878 103.1 1115 1431 1374 1270 137.0

Landscaping 100 223.7 208.2 157.2 161.0 1356 1228 78.0 90.1 1119 2225 257.0 220.5 2351
Plumbing, Heating & Electricajmiele] 844 103.1 953 1154 1260 1259 96.1 111.3 120.3 137.1 119.2 1129 123.7
Renewables & Water Saving e} 551 693 582 719 672 703 504 626 623 859 788 727 80.1
Kitchens & Bathrooms 100 87.3 1111 106.3 117.3 1193 122.7 874 944 1074 120.7 1135 1115 125.1
Miscellaneous 100 98.0 1124 98.2 1223 1208 1189 86.1 1094 107.1 131.2 126.2 111.2 120.3

Services 100 1059 1194 109.2 119.2 1175 1154 89.0 935 103.3 1345 1288 1235 1314

*Click the web link below to see the complete series of indices from July 2015.

4 Sourcer DTYQa
Builders Merchants
Total Category Repo
July 2015 to June 2021

—
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Monthly: Index

Adjusted and unadjusted for trading days Builders Merchant
Building Index Zdinel

Total Builders Merchants Index v Total Adjusted for Trading Days Index

=@=Total Builders Merchants Index =@=Total Adjusted for Trading Days Index
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71414 Builders Merchants
Total Category Repo
July 2015 to June 2021

—

‘ Contents www.bmbi.co.uk info@bmbi.co.uk @theBMBI


http://www.bmbi.co.uk/
http://www.bmbi.co.uk/
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
mailto:info@bmbi.co.uk?subject=BMBI Q4 Report
https://twitter.com/thebmbi?lang=en-gb
https://twitter.com/thebmbi?lang=en-gb

Monthly:Index and Categories

June 2021 index Builders Merchant
Building Index Zdinel

)

June 2021 Index

Indexed on July 2014 to June 2015
240 235.1—
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{Sourcy DFfYQa
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July 2015 to June 2021

—
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Monthly: Sales Indices Year on Year P

Adjusted and unadjusted for trading days Builders Merchant

Building Index Zdinel
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Monthly: Year on Year

" Average sales a day I Current month  =#=Total sales

©BMBI 2021 y
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Monthly: This year v last year

June 2021 sales indices Builders Merchant
Building Index Zdinel

June 2021 index v June 2020 index
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Monthly: This year v 2019

June 2021 Year sales indices Builders Merchant
Building Index Zdinel

2-year comparison: June 2021 v June 2019
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Monthly: This year v 2019

June 2021 Xear average sales a day indices Builders Merchant
Building Index Zdinel

2-year comparison: June 2021 v June 2019

70%
©BMBI 2021 Average sales a dgytwo more trading days this year
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Monthly: This month v last mont*

June 2021 sales indices Builders Merchant
Building Index

)

June 2021 Index v May 2021 Index
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Monthly: This month v last mont*

June 2021 average sales a day indices Builders Merchant
Building Index Zdinel

June 2021 Index v May 2021 Index
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Year to dateYear on Year

Last 6 months sales indices Builders Merchant
Building Index Zdinel

)

Year to date: Jan 21 to Jun 21 index v Jan 20 to Jun 20 index
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Year to dateYear on Year

Last 6 months average sales a day indices Builders Merchant
Building Index

)

Year to date: Jan 21 to Jun 21 index v Jan 20 to Jun 20 index
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Monthly Quarterly Half Year Full Year
JuI Aug Sep Oct Nov Dec Q3 Q4 H2
20 64 124

Jan Feb Mar Apr May Jun Ju Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2 250
20 21 21 21 20 22 21 22 22 60 125 125

Jan Feb Mar Apr May Jun Ju Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 249
21 20 23 18 21 22 21 22 21 22 22 16 64 61 64 60 125 124

Jan Feb Mar Apr May Jun Ju Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 249
22 20 21 20 21 21 22 22 20 23 22 15 63 62 64 60 125 124

2019

Jan Feb Mar Apr May Jun Ju Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4 H1 H2 248
22 20 21 20 21 20 23 21 21 23 21 15 63 61 65 59 124 124

Jan Feb Mar* Apr* May* Jun Jul Aug Sep Oct Nov Dec QL Q2 Q3 4 H1  H2 250
22 20 22 20 19 22 23 20 22 22 21 17 64 61 65 60 125 125

Jan Feb Mar Apr May Jun Ju Aug Sep Oct Nov Dec Q1 Q2 Q3 Q4

20 20 23 20 19 22 124

Sourc DFYQa&
GrK Builders Merchants

Total Category Repo
. . . . July 2015 to June 2021
*Some merchants temporarily closed branches between March and May 2020 and this will have affected trading day comparisons.
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Generalist Builders
Merchants definition:

Builder Merchants handle an
extended range of building
materials and components
(e.g. doors, windows, interior
furnishing materials, insulation
materials, tiles, cement,
mortar, adhesives, sealants,
nails, hardware products,
pipes, ironware, paint) and
generate their turnover with
professional end users. Only
multiple merchants are
considered; they are defined
as having more than 3 outlets
or a turnover of greater than
£3m p.a.

Plumbing
& Heating

Timber

Tools &

This excludes branches that
generate all their sales from
specialized areas such as
Civils, Tiles and Tools.
Estimated coverage of this
channel sits at 82%.

Examples include:

(O Travis Perkins
ez JEWSON

FBUILDBASE

BUILDING & TIMBER SUPPLIES

(ghbsgdondy) M. WA

2038 @ Bradfords

BUILDING SUPPLIES BUILDING SUPPLIES

AN(COVERS) FALUA4 L LN

Timber & Builders Merchants (RTRIOn G ENSCEE e cho A

HOWARTH TIMBER
& BUILDING SUPPLIES
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GfK Insights Methodology
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